


Business Transformation in Action



Here’s what we’re covering



Industrial IoT in Germany 2019
Das IoT bietet Unternehmen echten Businessnutzen, indem Daten, 
beispielsweise über Maschinen, Transportmittel oder 
Lagerbestände, erfasst und verarbeitet werden und dadurch 
Geschäftsprozesse verbessert und neue Geschäftsmodelle oder 
Produkt- und Serviceinnovationen ermöglicht werden.



Top IoT Benefits



4 steps of Digital Transformation

1. Business insights

Sensor proliferation

Data collection, transfer, 
storage and processing

New insights—
understanding product 
and service more deeply

3. New business models

Provision of services 
alongside devices 
and hardware

Devices/hardware/machines 
delivered “as a service”

2. Operational efficiencies

Process engineering and 
product engineering 
improvements

Predict the future based on past 
data patterns

Cost reduction

Predictive maintenance

4. Features and rev streams

Enablement of ancillary 
businesses, new businesses and 
transformed businesses



Growth Strategy

Key 
Partners

Value 
Proposition

Market & 
Customer 
Segments

Key 
Activities

Key 
Resources

Customer 
Relations

Channels

Cost Structure Revenue Streams & Pricing Model

Competitive Strategy

Capabilities

• What is the end customer problem 
you are trying to solve with your 
solution or which customer needs 
are you satisfying?

• What are the business outcomes 
your customers will receive?

• What is the specific 
Product/Service?

• Describe how your solution works 
or will work and technology 
included?

• What are the features that match 
the customer needs?

• Who are the end customers you will sell to?
• Do those customers fall into any of these 

verticals Healthcare, Manufacturing, Smart 
Cities, Transportation & Logistics, Retail & 
Consumer goods, Energy & Utilities?

• Does your value proposition match your 
target customer needs?

• Who are the existing competitors and how 
are they likely to react to a new entrants in 
this space?

• Why will you win?
• What countries do you want to sell your 

solution into?
• Do you have direct sales capability in the 

markets where you want to work?
• If no direct sales, do you have a sales 

channel who will sell your solution? 
• What is your plan to get, keep and grow 

customers?  How will you do this?

• How will be Azure purchased and 
consumed by your end customers?

• What is the revenue model?
• How will you price your solution?
• For what value are customers willing 

to pay?
• What are the most important costs in 

your business model?
• Are you only working on Azure as a 

cloud platform?

• What key resources (suppliers, etc.) will you 
need, or who will you need to partner with or 
what input are you dependent on to develop 
and deliver the value proposition of your 
solution?

• What skills will you need to create the 
capabilities to build, sell and service this 
solution to meet customer demand?

• How will you ensure your teams from product 
build to sales are equipped with the right 
skills?  What is your readiness plan?

• How will you incentivize your sales teams 
and/or channel to prioritize selling this 
solution?

• Is your VP of Sales and CFO aware of this new 
business model and are they supportive and 
engaged in customer feedback, pricing, costs, 
compensation, etc.?

• How does the partner hope the 
organization will be like in 5 years.

• Who are the existing competitors 
and how does the partner compete?

• What are the USP’s?

Creating a successful & co-sell ready solution



Please welcome



Systematically 
building IoT 
business models 
and ecosystems





IoT in numbers

https://financesonline.com/iot-statistics/

https://financesonline.com/iot-statistics/


“Digital transformation is not about 
technology: it is about strategy and 
new ways of thinking.”
David L. Rogers
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Not every technological platform
is a platform business.
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Platform Business Model Map  – Facebook

The platform The payers The sweetener Attracted other customers The King of network effects
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Platform business: Generating value 
primarily by enabling direct 

interactions between different 
entities and/or participant groups.



Platform Design Canvas



What you need



Recommended Toolboxes
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Magnify toolbox for systematic innovation

Systematic
Inventive
Thinking

• Innovation
Patterns

• Attribute Value 
Mapping

• Problem Solving
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based

reasoning
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The process

Systematically 
& provocatively 

challenge the 
status quo

Turn novel 
impulses into 
concepts with 

unrivalled value

Validate 
underlying 

assumptions
and hypotheses

Implement
& scale up

3 to 5 weeks 6 – 12 weeks



The Digital
Feedback Loop 

1 Data: Capture digital signal across business

2 Insight: Connect and synthesize data

3 Action: Improve business outcomes

Operations

Products
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Product telemetry

Operational data

Employee input

Customer signal



Integrating the digital feedback loop



Start with challenging
the status quo



DuPont Powder Mill, Hagley Museum, on Brandywine River.
Photo source: loc.gov (Library of Congress)

Vgl.: https://blogs.wsj.com/experts/2015/06/04/how-3-d-printing-will-change-everything-about-manufacturing/



Systematic provocation - Examples



Outcomes



Summary



Discussion – State of the Union
IoT empowering the Digital Transformation



Thank you!


