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Discussion Topics

1. Digital... what are we talking about?
2. Why should we care about this?

3. What's something we should do
differently?

4. What’s coming in the future?
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Digital
Transformation -
what does this
actually mean?
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A Nexus Provided the Foundation

Behavior &
Relationship

Pervasive

Y, Access

%

Nexus

K ledge Commodity
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The Internet of Things was the Accelerant

2009 A 2020
1.6 Billion ’ 7.3 Billion

Personal Devices Personal Devices

20 Billion Internet
Connected Things

N

: (V)

E \ Things Connected to the
Internet Will Outnumber
People by at Least 4to 1
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The Collision of the Two ...

Gartner.
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... has created our Digital Reality

Physical Digital
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Cultures Must Support Navigating Disruptions

4 I
An Industry Storyline... Ambition at the Inflection

‘ liii Digital Business
- Optimization

Digital Service

Digital Product — Streaming c
— Download )

Stores

Analog Product

Physical Stores Q
" '

Piracy Networks

Digital Business
Transformation

Digitally remastered industries demand bold innovative leadership
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Why do | care about
all of this?
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The Digital Dexterity Gap

Rate of technology
introduction and
dependence

Digital S
- mployee
Deat:rlty ability to exploit
P technology

1980
PC Era Internet Era Smartphone Era
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Future Success Requires Digital Dexterity

Culture should be ...

Collabo'rative

Digital Dexterity — The desire and ability to use
technology to drive business outcomes
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What should we be
doing differently?
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Traditional: Inside-out Perspective

Goal to manage, consolidate,
standardize and simplify the IT
landscape to support the business.

Focus on IT systems and on
delivering value by providing
a more stable IT foundation.
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Modern: Outside-in Perspective

Focus on the outcomes needed to/

deliver value to customers,
constituencies, partners _and : Partners
stakeholders, then working inwargd
Industry
Peers
Gartner.
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Future: Outside-out Perspective
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Be Your Customer

Rail Europe Experience Map

Guiding Prnciples




Journey Map Components

Rail Europe Experience Map
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Journey Map Components

Rail Europe Experience Map

Guiding Principles

People choose rail travel because it is

Rail booking is only cne part of people’s larger
convenient, easy, and flexible.

People build their travel plans over time.
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Journey Map Components

Rail Europe Experience Map

Guiding Principles

People choose rail travel because it is

Rail booking is only cne part of people’s larger
convenient, easy, and flexible.

People build their travel plans over time.
travel process.

People value service that is respectful,
effective and personable.

Customer Journey
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Insights

Qualitative Insights
stem from a “Doing,
Thinking, Feeling”
framework
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use this? Will This
work? Is this
valuable?”

Feeling uses responses
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satisfaction,
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Journey Map Components

Rail Europe Experience Map
Guiding Principles

People choose rail travel because it is

Rail booking is only cne part of people’s larger
convenient, easy, and flexible.

People build their travel plans over time.
travel process.

People value service that is respectful,
effective and personable.

Customer Journey
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Journey
Model

Qualitative
Insights

Quantitative
Informatioin

Quantitative
Information seeks to
identify those things

that can be measured
over the course of the
Journey




Journey Map Components

Rail Europe Experience Map
Guiding Principles

People choose rail travel because it is

Rail booking is only cne part of people’s larger
convenient, easy, and flexible.

People build their travel plans over time.
travel process.

People value service that is respectful,
effective and personable.

Customer Journey
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Opportunities
GLOBAL

Enjoyability

Helpfulness of Rail Europe
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Help people get the help
value proposition.

they need.
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Make your customers into better,
more savvy travelers.

Engage in social media with
explicit purposes.
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Relevance of Rail Europe

Helpfulness of Rail Eurcpe

PLANNING, SHOPPING, BOOKING

Enjoyability

Helpfulness of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Enable people to plan over time.

STAGES: Panning, Shopping

Caonnect pl

Visualize the trip for planning
and booking.
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booking on the web.
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gregate shipping with a
reasonable timeline.

STAGE

Information
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Arm customers with information
for making decisions.
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Improve the paper ticket
experience.
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Proactively help people deal
with change.
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POST-BOOK, TRAVEL, POST-TRAVEL

Enjoyability

Helpfulness of Rail Eurape

Accommedate planning and
booking in Europe too.

STAGE: Treveling

Communicate status clearly at
all times.
Travel

Hon-linear, but
time based

Journey
Model

Qualitative
Insights

Quantitative
Informatioin

Takeaways

The map is a catalyst
not a conclusion...

Takeaways are meant
to drive the next phase
of design or strategy
development

Identify opportunities,
pain points, calls to
action, design
principles, etc.




What’s coming in the
future?
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The Gartner Hype Cycle - Explained

expectations

4

Az of September 2014
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time >
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Olessthan2vyears ©2to5years @ 5to10vyears A morethan 10years @ before plateau
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Hype Cycle for Smart City Technologies

Smart Monitoring for Digital Ethics
Public Infrastructures o
Greenfield Smart City Framework Blockchain in Government

Energy Water Nexus IISITEII_atform o
Digital Security obility as a Service

Sustainability and COP21 Smart Parking Strategies

Civic and Community Development O Smart City Framework

ity Operations Center @ Smart Transportation

Chatbots - O Water Management

560 Car-Sharing Services

Autonomous Driving Level 5/ kConnected Home
Data Marketplace @
Data for Good O

Internet of Things

Smart Building @ @ Vehicle-to-Vehicle Communications
@ Microgrids
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Avrtificial General Intelligence\ g)maﬂ Lighting
Intelligent Building

Automation Systems

Distributed Generation

Plateau will be reached:

O @)
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Thank You
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