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Gain a
Competitive
Edge with [IBA
Membership

Supports your connections,
your development and your
career growth

Online Library

e 300+ industry books and

videos - a $15,000 USD
value.

=

IIBA Career Resources

e Career Centre

e Competency Model

e Special Interest Groups

&

Essential Resources

e BABOK® Guide v3

e Agile Extension to the
BABOK®

*  Member e-newsletters &
BA Lens magazine

* Podcast

Connections
e Join your local Chapter
* Volunteer
e Participate in online
Community

Thought Leadership

The leading-edge insights
that provides BAs the
opportunity to evolve
professionally and advance
their careers.

Webinars

Access to webinars on the
latest topics
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This webinar is brought to you by:

capsi/i

IMTELLIGENT BUISINESS TRANSFORMATION
www.capsifi.com

..'BA@ Premier
Sponsor

Supporting the Business Analysis Community



http://www.capsifi.com/

Today’s
Presenter

Terry Roach

CEO and Founder, Capsifi

* Author of the “CAPSICUM
Framework for Strategically
Aligned Business Architecture”
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INTELLIGENT BUSINESS TRANSFORMATION

Business Model Innovation &

Digital Transformation
The role of the Business Analyst

Terry Roach
Founder & CEO
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We enable

Business Model Innovation

elevating the
Business Model
as a core strategic asset



Digital Transformation Survey

Go to menti.com and enter code: 54 97 1
capsl
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Digital Transformation Survey

Is your organization planning/engaged in a Digital Transformation?

What stage of the transformation are you in:
Planning

Executing

Concluded

Other?

What are the key business drivers for your transformation?

capst
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Chapter 1

The case for
Digital
Transformation




capsifi

Indisputable Reality

Digital Transformation
is fueling
the largest investment In
business model innovation
of our times



of companies
on the fortune
1000 list 10
years ago have
now vanished.

“Digital is the main reason over half of
the companies on the Fortune 500
have disappeared since 2000”

Pierre Nanterme
CEO of Accenture
World Economic Forum - Davos

capst
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Digital Business Market Opportunity

$1.3T in $1.6T in $1.9T in $5.9T Direct DX

2019 2020

2021 Investment

2019: $1.3T
Digital Transformation?

2019 Total
Addressable
Market Up 42%
from 2017

2019 Global IT spend
(Software)
$ 3.8Trillion *

Source: 1 Gartner Market Data-book 2Q18
21DC Worldwide Digital Transformation 2018 Predictions

Over 1 million new C-Level roles have
been created in this space

m SALES NAVIGATOR oM LISTS DISCOVER

Lead resuits Account results

699,990 27,898 1146
[ K ) Total results Changed jobs in past Mentioned in the news
| C.h.lff h'.a_n.shr.mallon a"!_D__ET 90 days in past 30 days

y - ] Select all
head of transformation
chief digital officer
s 419,095 17,255 1,561
X o T Total results Changed jobs in past Mentioned in the news
I chief digital officer x I 90 days n past 30 days
) Selectall

head of digital
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Innovation I1s constant

IS exponential
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It's not about transforming...

...but developing the capacity to

continuously transform
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Where does your business

model live today?
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Business Model information is typically

I [ )
INTELLIGENT BUSINESS TRANSFORMATION
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"
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All téchnology eventually becomes an inhibitor b

rather than an enabler of agility

.\I




Digital

Transformation

requires...

...business model innovation



Digital Transformation Survey

Go to menti.com and enter code: 54 97 1
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Digital Transformation Survey

Did your transformation plan involve rethinking the business model?

What are/were the biggest challenges you face in planning your
transformation?

capst
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Chapter 2

How we do
Business
Innovation
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(9%

S
fall to meet

of technology
projec

objectives!

1Gartner2010
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INTELLIGENT BUSINESS TRANSFORMATION

hy has
It been

so hard?



SCTORS

constraints Understanding abilities
W0

=ouen Stakeholder agite

gy ”hC O mmi.} nic Qtlon nghl:tJ u;u]umc

users gnmen Time Leading

requlréﬁepigits

e  processes

needs bU.SHleS S Tnanagement

G value techoology
priorities Traceability .=

| cxpcc[a“ﬂnstEChnquﬁbLL"InE
oles  Business

LthC agile
expectations

Alignment & Traceability of Business Requirements?
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Since then we’ve had...

And the role of the BA has changed dramatically
. capsifi
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Waterfall projects required great design & foresight

Plan Analyse Design

IO A 4 e
) \f 3 '
L,

17 5 P : v

Y, | oAy

+/- 45% of Project Cost

+/- 90% of Project Risk
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The project teams revolted and drew up a manifesto

Manifesto -or bgle priwere Vel
N o s o2

]
| @\\U?-KING SOFTWARE O
Nsj

MPRENENSINE DOCUMENTIO

@cusToMaz (DULLARCRATION O\Ia?-
CONTRACT NEQOTIKTION

PRESPONDING TO CRANGE. O
FOLLOWING A PLAN

SSSSSSSSSSSSSSSSSSSSSS



Then the downstream guys tried to sort it all out

The infinite loop of DevOps




So now we’ve become really efficient at delivery

, But what’s
in the box? |

27
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The anatomy of an Agile Transformation Initiative

Epics
Agile Release Train
- explained (roughly)
Stories

_ COD Program
SR = Size of Job Increment
? ST
x Prioritisation »
7 Backlo ) X,
) X J Algorithm f-f;

And the magic happens here...
and here...

and here. caps|
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Strategic Business

Improvement

The anatomy of an Agile Transformation Initiative

%

Resources

Skills x
Program Time =
Increment $
| I | I | I | I |

Duration Delivery Team
Design Team

Bus Focus

usiness .
Capabiliies e M2y

Priority +

Scope Innovation =

Increment A
A S &
fe @ = =
Risk ROI Strategy Value

capst
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Digital Transformation Survey

Go to menti.com and enter code: 54 97 1
capsl
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Digital Transformation Survey

Do/will you manage your transformation through an Agile methodology?

What are/were the biggest challenges you face in executing your
transformation?

capst
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Chapter 3

Shifting Left
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INTELLIGENT BUSINESS TRANSFORMATION

Have we been
focused on the
wrong
problem?
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We have TO
Shlﬁ' Lef’r




But what's
left of
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Anatomy of a Value Proposition

Customer Segment Value Proposition Offering

OQ00

O
ialg <

capst

BUSINESS MODEL WORKBENCH

38



Targeted Offering for each Customer Segment

Customer Segment

O00o
i

Who are our customers?
What problems do we solve?
What are their needs?

What are our benefits?

39

Value Proposition

O
<

What is our ValueStream?

How does the customer experience it?
What are the steps to deliver it?

What capabilities are required?

How well are our capabilities performing?

Offering

What is our offering?
What features to include?
How to promote it?
Where to promote it?
How to maximise value?

capst
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Customer Segment Profile

View Model © &

Empty Nesters Mid-Career Families Single Parents
Retirees over 60 yrs, on a pension with Seniors Families with older children, juggling the cost of Individuals without a partner who are bringing up
Benefits entitlements dependents with the demands of building a career their children on their own.

g * Employment Status = Retired * Children aged under 15 yrs * Children or dependents are under 18yrs

‘® » Pension Entitlements = Seniors Benefits * Both parents employed » Children live with the parent full or part time

ﬁ = Citizen + Annual income within 20% of offical average * Marital status = single

5 » Over the age of 60

o

g

S John Peterson Harry Peng Gloria Cortez

a

Young Families Milennial Singles

Families with children under the age of 10. Young, career oriented individuals, without long
term partners or dependents.

» At least one parent is employed

Not living with parents
* Children under age 10

Citizen
Born between 1981 and 1996
Marital status = single

Constraints

Kayla Anderson Ana Sharma

Persona

capsifi
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Persona Detall View

41

View Model O

Bio

John is an aged pensioner who
is retired from paid
employment. Together with his

wife, he likes to keep busy with P

Characterises Segment

Empty Nesters

© Capsifi | commercial in confidence

Age
75

General Health

As he ages John's health is starting to deteriorate. All of his health problems are age related and John consistently takes
up his doctors' suggestions regarding positive lifestyle changes to delay the onset of inevitable health issues.

Occupation

Retiree

Frustrations

John gets frustrated when he needs to complete activities online. They are not always intuitive to him and he finds it
much easier to speak on the phone to a person or to go into a local branch and conduct his business face to face.

Goals

John would like to remain fit and healthy for as long as possible. Not only will this allow him to enjoy his retirement with
his wife but it will allow him to live independently at home for as long as he can. John does not want to become a burden
to his children as he ages and would like to proactively arrange for all of his future care in advance, should he need it.

Social Media
Low

capsifi
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“Engineering, medicine, business, architecture, and painting
are concerned not with the necessary but with the contingent

- not how things are but how they might be -
in short, with design...

Everyone designs who devises courses of action
aimed at changing existing situations into preferred ones.”

Herbert Alexander Simon, Nobel Prize Laureate (1969)



Human-Centered Innovation & Design Thinking

What and Why

A question, vision or
statement of intent

A clear opportunity or brief
on which to base ideas
% 1

A functioning and

proven concept
Understanding

Ly _
i

experiences

Seeking

VIABLE
Business
Start here
Sfeedback from
users
» i
) DESIRABLE
',1 'v,‘ Human
"._,\h‘:pp:'n_:,i who's Identifying X'. ".. Rapid testing s Measuring ’."
*, involved themes ., ofideas S impact ,»*
E * Rl e
".‘ '." ‘.. -i‘ "-'
7 < . FEASIBLE
2 P . K o Technol
b Understanding  .* s, Refining the 3 OBY
"..(‘uusﬂi influences »* *s, business model o
4 .’.' Y "'.
1. Discover 2. Define 3. Develop 4. Deliver

The Design Council. Retrieved from https://www.designcouncil.org.uk/news-opinion/design-process-what-double-diamond
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Value Proposition Whiteboard

Claim Settlement - Empiy Nesters

Claim Settlement - Empty Nesters

zomment here

Offering Overlay Map Detail Traceability Comments

~ Need-Benefit User Stories

Stakeholder * MNeed Need Type Benefit

&

Empty Nesters Adapt policy terms as needed - Gain & Adaptable Policy Options =

: Empty Nesters ‘& Adapt policy terms as needed -0 Gain = Adaptable Policy Options =
: Empty Nesters & 24 hour access through any channel o Gain -7 Timely, responsive outcome through any channel in any location -©
Empty Nesters & Knowledgable experienced agents -9 Pain -2 Consistent streamlined settlements -
Empty MNesters @ Claim navigation assistance © Pain = Consistent streamlined settlements <
anding of Empty Nesters - 24 hour access through any channel © Gan o Timely, responsive outcome through any channel in any location -©
Empty Mesters = Knowledgable experienced agents -© Pain = Unifarmity and accuracy in claims handling
Empty Nesters = Claim navigation assistance & Pain -2 Unifarmity and accuracy in claims handling =
: ’ Empty Mesters = Adapt policy terms as neaded - Gain & Adaptable Policy Options -©
elivery ol servic \ Empty Nesters = Quick turnaround on inquiries Gain & Timely payment to minimise impact -=

= Products and Features

Product Feature * Description
Concierce Access to an expert concierge
Extended Hours Provide 24 hour online chatbot
Fixed Premiums Lock-in rates on insurance premiums

Proice Flexible Payments Allow up-front deposits and payment extension periods

SpOns i ualit OmniChannel Access Ability 1o seamlessly attend client's needs through any channel

Real-time knowledge base Rich library of proven solutions
Single-Touch Settlements Ability to settle a claim instantly with a single interaction

Variable Premiums

Benefit Type

Gain Creator =
Gain Creator =

Pain Reliever =

i

Gain Creator

Gain Creator <

Pain Reliever o

Pain Reliever =
Pain Reliever
Gain Creator =

Gain Creator =

Offering ltems o

Flexible Payments -5
Variable Premiums ©
OmniChannel Access -©
Single-Touch Settlements <
Single-Touch Settlements ©
Extended Hours -0
Concierce ¢

Concierce @

Fixed Premiums

Real-time knowledge base &

Part of Product

+]

.

& .S &
b T I T 8
E B =]

)
.

H
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Customer Journey

Customer Journey | Insurance Claim Journey

@ @ Dissatisfied () Ambivalent  Satisfied 0 Happy @ Thrilled
Journey
Feeling
Claim Assessment
Moments of Feedback
truth
© Concern over outcome
Emotional of Claim
Triggers
Quick turnaround on 24 hour access through any Quick turnaround on
Needs inquiries channel inquiries
Following an episode of care  The customer submits a claim  The customer waits for the
Story Board a customer notifies the with receipts of paymenttoa  analysis of the claim by the
insurer of the occurence healthcare provider insurer
Journey @ O. - Q
Contact Insurer Submit Claim Wait for result
Contact the Insurer to obtain Prepare and submit a claim Wait for the determination of
advice the insurer
45 © Capsifi | commercial in confidence

¥ | Experience  Empty Nester Insurance Claim Experience - Specialised cla

Claim Payment

© Relief over outcome of
Claim

Knowledgable experienced Claim navigation
agents assistance

The customer reveives their
reimbursement

The customer receives the The insurer may request
notice of determination of the  additional information from
claim the customer

o CI) ‘a 0"- O
il g [l
Notice of Determination Information Reguest

Provide further information if
required

Receive Payment

Payment processed and

capsifi
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Receive advice on the claim
determination



Value Stream

Settle Claim

The method in which a claim settl is dio

P or restore an asset for a loss

Value Stream Roadmap Decomposition Map =

Value Propaosition: Empty Nesters - Insurance Claim |~ Stakeholder: Empty Nesters  Offering:  Claim Settlement - Empty Nesters

M Claim Settlement Time ( Days) #

Validate Claim

2 Adjudicate Clalm

Claim

™, Gather further

Finalise Claim

Determination nformation
> +{J Incident Occurred +[}l Claim number issued [} Eligible claim +[J Estimated loss, method  4[J Claim outcome has +{J Terms of the poli
[+ Claim established €+ Claim validated and £+ Estimated loss rmouten D CatuNNed pesn et
‘ allocated [* Decision made [+ Final cost of clail
EP+ Claim number issued }* Method of resolution B+ Terms of the policy have K
determined beert met
[+ Records updated
By
£ 100% B & 100% 66% 5 8 30% 5
g 100% 100%
=
Actual 26 Target 25 Actual 2 Target 2 Ac‘tual 2 Target 3 Actual 6 Target Actual 4 Target Actual 9 Target
@ -
2.5.2 Claim Lifecycle 2.5.1 Claim Information 2.5.2 Claim Lifecycle 2.5.2 Claim Lifecycle Customer 2.5.1 Claim Inforn
Management Management Management Management Communication Managemen
2w 1w 2w 2w
: : P 2.5.1 Claim Information
- | Management
JI / 1>
‘ - -
—— [ ——  o— o
I' Targeted claim | £ Targeted claim £ Targeted claim P ‘
file review 2.5.2 Claim Lifecycle file review file review P . — 2.5.2 Claim Lifec
T Management | — — - ) Managemen
il e k 3
i 2.5.2 Claim Lifecycle
2.5.4 Claims Inguiry 2.5.3 Claims Handling 2.5.5 Claims Recovery Mamuam::tw .
2w 4w 3w =
s e 2w ‘ 5
| — | I pevelop Contract 2 Develop Contract [ —
== = | Management Management =
:Tatgeled claim | Approach g A E:Targeted clai
file review ) — —— | file review
—— — ——— | — —
L Enable smart H o Targeted claim
= = S o s file review
46 © Capsifi | commercial in confidence

o=
-
Relation Explorer »
Related Class
EPIC H
Collapse all
Colour Attribute

Funding Range

Unfunded < $250k S250k- $750k

2nd Order Relation
REQUIREMENT

ar

Customer will be sent a notification via email when a claimis
successfully submitied

Additional iInformation about the claim can be gathered from
external sources when appropriate

Lane Toggles b

G‘dps!ﬁ
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mf] demo_insurance X Customer O Customer Journey / Value Stream Analysis
Customer Journey | Insurance Claim Journey % Experience Empty Nester
@ Dissatisfied (& Amb isfied (5 Happy @ Thrilled

Journey
Feeling

o—

DEO0EO0
4

Claim Assessment Claim Payment
u S OI I l er Moments of Feedback
truth
\J O u r I I ey/ Va.l u e = O Concem over outcome O Relief over oulcome of
Emotional of Claim Claim
Triggers
= Quick turnaround on 24 hour access through any Quick turnaround on | Knowledgable experienced Claim navigation
n I yt i MNeeds inquiries channel inquiries agents assistance
* Following an episcde of care  The customer submits a claim  The customer waits for the The customer receives the The insurer may request The customer reveives thelr
Story Board a customer notifies the with receipts of paymenttoa  analysis of the claimby the  notice of ination of the iti ion from reimbursement
insurer of the cccurence healthcare provider insurer claim the customer
oy R PR (©) . .elo. .
Journey Eﬂ a O.. b o' Q'a E g O -0
stages a . L 5 2 @_ To—lp
Contact Insurer Submit Claim Wait for result Motice of Determination Information Request Receive Payment

Provide further information if
required

Payment processed and
received

Receive advice on the claim
determination

‘Waut for the determination of
the insurer

Conact the Ingurer to oblain ~ Prepare and submit & claim

advice

The Customer Journey &
Value Stream overlay,

Jil Claim Settlement Tir 2

provides end-to-end
traceability of customer
satisfaction issues to the

underlying capabilities
and beyond to the
operating model elements
(People, Process,
Information &
Technology)

\\./

Actual 26 Target 25

@ -

) incident Occurred
)+ Claim established
ﬂ-b Claim number issued

()
' \\J

Actual 2 Target 2

2.5.2 Claim Lifecycle
Management

2.5.4 Claims Inquiry

Capabilities

2.5.7 Fraud Management

Validate Claim

Claim
Determination

+[3 Eligible claim

+[B claim number issued [} Estimated loss, method
K+ Claim validated and [ 183 loss :(reor;:llwun
allocated e
L :‘::::i::dmsmmlcn ﬂ-v Terms of the palicy have
been met

66;4:\
~/

Actual 2 Target 3

2.5 Claim Information
Management

2.5.2 Claim Lifecycle
Management

2.53 Claims Handling

) )
AN,

Actual & Target 5 Actual 4 Target &5
2.5.2 Claim Lifecycle 2.5.2 Claim Lifecycle
Management Management
2.5.3 Claims Handling 2.5.5 Claims Recovery

2.5.6 Dispute Resolution

Gather further
Information

+[J Claim outcome has +[§ Terms of the palicy have
been determined been met
)+ Decision made [+ Final cost of claim
known
)+ Records updated

()
o/

Actual 9 Target 8 Actual 3 Target 2

Customer 2.5.1 Claim Information
Communication Management
2.5.1 Claim Information 2.5.2 Claim Lifecycle
Management Management
2.5.2 Claim Lifecycle

BUSINESS MODEL WORKBENCH



Business Capability Maps

View Model Insight Reports X

Capability Map  Roadmap  Value Chain  Assessment Chant

2.5 Claim Management

{ I L]
2.5.1 Claim 2.5.2 Claim 2.53 255
Information ecycle Claims Claims
Management j geme Handling Recovery

1 1w

4 4= 0 Depthc |5 & Leve: - % Showlcons:

k-

0
o

Heatmapping -

Colour attribute (@) Assessment

Asgessment round

Maturity Assessment Review - June 2018 3
+ Add filter critena
Criteria
Maturity - Technology H
urdevcioped JELEEERY Avances]
leon Aurioute | @) Assessment
Assessment round
Maturity Assessmeni Review - June 2018 3
+ Add filter eriteria
Criteria
Business Criticality B
ER b b
-
Annctation
Select heatmap... 5
Realation Explorer &
Related Clpas
CBJECTIVE 3
Collapas all
Colour Attribute
Time Harizon 5

v v ) (SR

2nd Order Relation
METRIC 3

Claims Auto-Adjudication Rate | Bene

SRR Average cost per claim

Revenue per poll

capsifi
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Business Capability Mapped to Skills (SFIA Skills Wheel)

[z} 2.5.3 Claims Handling

Sy 2.5.3 Claims Handling

People Process  Information  Technology  Frovenance

- Capability Alignment + Skills Wheel

Skills

Claims settlement
Claims knowledge %

Claims notification and investigation %

g
= i
+ Add itemn 3
Organisation Unit E
Claims Menagemeni X wical
aims Menagem %% ng“w
id NS

+ Add

ales 5 ;
& ciaims supervisor x g “s"f 5
+ Add item fg" cz;:(\@.‘

Responsibla Territary

capst
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Business Capability Mapped to Processes

[z} 2.5.3 Claims Handling

Sy 2.5.3 Claims Handling

People Process Information Technology Provenance
- Capability Alignment - Related Processes

Related Processes 1 4 Sattle Claim
ValueStream Stage

1.4 Settle Claim
Adjudicate Claim X
Gather further Information ®
Validate Claim * Adjudicate Claim *
+ Add itern
Process or Process Task g 1
1.4 Sertle Claim %
+ Add itermn
[ sev :
T 2 v
"
i

Lane Type: role )

Related ValueStreams  —

capst
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Business Capability Mapped to Information Objects

[z} 2.5.3 Claims Handling ®

Sy 2.5.3 Claims Handling 7

People Process  Information Technology Provenance

2 - Capability Alignment ~ Related Objects
Related Objects  plgim s
Objects
Claim

18 ciaim Settiement B claim x
i Policles x -
+ Add item

Data Input &

= claim % = i

+ Add item oo

Data Outpat
BB ciaim Sentlement *

+ Add item - S—_— . A =

¥ *
& @ @ s
" Air
e
+
= Attributes
Property = Description Range Min Occurs Max Occurs Length Use Datatype ValueType o
Clatr_iD Inteqer R |
Claim_Outcome_Code integer LA ]
Clasm_Processing.ID integer -3 4 & 0
Claim_Stage_iD integer o |
Other_Details string 0 4 W
Processed by Employee D integer 2 4 &0
refStageQutcomes RefType & & &

~ State Diagram

capst
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Business Capability Mapped to Technology (Application Portfolio)

T 2.5.3 Claims Handling

x
5.3 Claims Handling
Sa 2.5.3 Claims Handling d
] PR A A ASET comment here
2.5 Claim Manageme
People Process  Information Technology Provenance
2.5.2 ~ Capability Alignment ~ Application Map
Lifec
Man

Application Function

Auto/Manual cizim adjudication ®

Application Portfolio

Claims Management Application *

Insurance Application Portfolio

Claims Information Managemant

Core Insurance Applications
+ Add nem
Uplifted by Epic

Claims Management Application
:Dem-elop Contract Management Approach

Claims Claims
* Information Payment
Management Management
!hn:zhle smart search X
Autc/Manual
;P'Fruwtk training 1o leadmg stall x s
claim
adjudication
!Heal-nm'_' reporting x !
+ Add item

+ ":’ rL_; Depth: 5 %| Level . % Showlcons:

~ Application Roadmap

Auto/Manual
adjudication

capsifi
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Capability-Based Planning

Capability Area | 2.5 Claim Management

Insights and B

Ak \dentification & A Capability Explorer

Current State Description

Claims Management is in a low state of maturity with significant manual intervention and hard-copy paperwork required in

verifying claims, particularly for edge cases

~ Stakeholders

Capability ™ Responsible

2.5.1 Claim
Infarmation
Management

2.5.2 Claim
Lifecycle
Management

Uplift Roadmap Transition States 5

Future State Description

Claims Management will be entirely digital with 80% of claims being submitted electronically, directly by the care provider. Claims

verification should be completed in less than 3 hours and 90% of claims should be processed within 24 hours

Claims Management E‘zgg{s &
& |nformation Management

B |nformation Security

Claims Management Elr::t‘:rs &

& Business Manager & Advice

Prospective
Customer

Claims
Representative
Prospective
Customer

Claime

- KPl Impacts
Participating W Rad Capability
Claims e 2.5 Claim Management -&

Representative -
P 2.5.1 Claim Information

Management 2

2.5.1 Claim Information
Maragement -3

) 2.5.1 Claim Information
Claims “the Management <
Representative o

2.5.1 Claim Information
Management 2

2.5.1 Claim Information

Offering Overlay Map Tags Provenance Traceability References Comments Advanced

- Need-Benefit User Stories

Stakeholder

Empty Nesters
Empty Nesters
Empty Nesters
Empty Nesters
Empty Mesters
Empty Mesters

Fmntv Nastars

¥ Need

8- Quick turnaround on inquiries -5

@ Adapt policy terms as needed -o-

o Claim navigation assistance o

-8 Knowledgable experienced agents -o-
-8 24 hour access through any channel -2-
-8 Claim navigation assistance -©-

-B- Knnwlednahle exneriencad anents -5-

Need Type

Gain &

Benefit
Timely payment to minimise impact -
Adaptable Policy Options -=

Uniformity and accuracy in claims handling -o-

Uniformity and accuracy in claims handling -o-

Timely, responsive outcome through any channel in any location -

Consistent streamlined settlements -©-

Congistent streamlined sattlements -o-

Objective

Onboard XYZ bank as a strategic partner for ANZ
region -

85% digital tools adoption by agents =
85% digital tools adoption by agents =
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The Business Analysts Guide to
Business Model Innovation

|

The global business community is undergoing a rapid and extracrdinary transition as digital technologies fuel an enormous investment
in the restructuring of business models. McKinsey recently identified that only 8% of CEOs felt that their business model would be
untouched by digital. Over 40% believed that their entire business model would need to transform within 2 years.

Digital transformation is an exercise in business model innovation. More and more companies are using capability-based-planning and
business architecture as the lense through which to execute business model innovation.

Download this eBook and explore how business architecture and
customer-driven design are key enablers of Business Model

Innovation and learn to leverage agile analysis technigues to drive Download your guide now lI
clear value propositions. ]
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