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Making Digital Transformation happen — Enabling the trans-
formation process is the topic at topic at hand, discussed by
Prof. Dr. Tilo B6hmann (University Hamburg), Dr. Rolf Wer-
ner, Head of Central Europe Fujitsu, Michael Straub, Head
of SAP Service Portfolio Fujitsu EMEIA, Gerhard Géttert,
ClO, Tankd&Rast, Heiko Henkes, Director Advisor, Experton
Group (left to right).
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Why exactly do we need digital transformation?

A
Peter M. Firbinger

is Digital transformation has often been invoked,

defined and desired. This is why Fujitsu decided

to issue a special publication on enablement of
digital transformation — the next step in terms of quality.
Digital transformation is similar to cybernetics. Everything
is connected to everything else. In the end, the whole is
supposed to be more than the sum of its parts. That isn‘t an
easy task for management.
The central function of digital transformation, however, is
sustainability. The transformation process is not an end in
itself or merely a technical release change. The temporary
end of the process is not to be a digital solution that doesn‘t
functionally differ from its predecessor version, but so-
mething truly new! Digital processes are to protect resources
and deliver added value — that is more than improving or
optimizing existing processes. The first process step is to
result in a second one, a third one, and so on. Each step is
to be more resource-protecting, streamlined and efficient
than the one before it — and in the end, with a view to the
SAP-Community, all of it is to take place in real time based
on the SAP-Hana database.
Is digital transformation unachievable because it is sup-
posed to be perfect at everything? SAP technical director
Bernd Leukert likes to quote one example: The Italian state
railway generously equipped its locomotives with sensors to
monitor the engines and gears. This comprehensive loT-pro-
ject supplies a real-time representation of the operating
conditions. These hundreds of thousands of sensor data
points are used to calculate a maintenance model via a Hana
database and the SAP-Framework PAL (Predictive Analysis
Library). The statistic failure probability is calculated antici-
patively and a flexible maintenance plan is derived from this.

E-3 Special Imprint

Sustainability

Once Again

»Sustainability“ is one of the most-often misunderstood terms. In short,
sustainability means resource-protecting action to increase, rather than
deplete, resources. Added value may be expected. Digital transformation
should follow this principle.

Why is foresighted maintenance an example of digital
transformation? It is not about optimizing an existing pro-
cess, but about completely re-organizing the maintenance
of machines and vehicles. In the past, one might have tried
to centralize the spare parts storage, introduced multip-
le-shift operation or place spare locomotives in strategic
locations. Successful digital transformation starts at the
source and challenges the business processes as a whole.
loT and Hana are a gentle revolution, rather than a conti-
nuum of small optimizations. Digital transformation does
not improve existing business processes, but changes the
processes as such.

The process change of digital transformation should and
will not come to a standstill — that is also part of sustain-
ability. It is not about improving a badly programmed
algorithm once, but about continuous — sometimes even
revolutionary — further development. The successful results
are to be the basis for something new. One good idea is to
provide fuel to the next one. That is what transformation
means. Sustainable process changes are a continuum. The
digital offers by SAP and Fujitsu help drive this transfor-
mation in a way that protects resources and runs almost
entirely self-sustained.

Peter M. Fdrbinger, Editor-in-chief, E-3 Magazine
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A discussion round on enabling Digital Transformation

It came to stay

The digital transformation has been hotly evaluated and discussed for many years, but now it has
become an integral part of business and IT planning. The focus on new digital business processes
and loT (Internet of Things) is no longer a fancy hobby but a survival strategy that is critical to the
business. Fujitsu organized a discussion round to determine where we stand and how the digital

transformation can be enabled.

he successful enablement of the

I undisputed digital transformati-
on was the general theme during

a discussion with Gerhard Géttert, CIO
of SAP customer Autobahn Tank & Rast
in Bonn and a member of the executive
board of the German SAP User Group
(DSAQ) since 2013, where he is respon-
sible for the application portfolio sec-
tion; with Prof. Dr. Tilo B6hmann from
the University of Hamburg, who is the

head of the Department of Informatics
and the IT Management and Consulting
research group; with Heiko Henkes, who
as Director Advisor at Experton Group is
responsible for strategic business and
advisor management; with Dr. Rolf Wer-
ner, who is Head of Central Europe at
Fujitsu, responsible for the business in
Germany, Austria and Switzerland and
also the Chairman of the Board at Fu-
jitsu Technology Solutions GmbH; and

with Michael Straub, Head of SAP Service
Portfolio at Fujitsu for the EMEIA region.

“I do not view the digital transformati-
on as something that started at a certain
point in time and will end at some point
in the future. We are speaking about so-
mething that already started decades
ago,” is how Rolf Werner from Fujitsu de-
fines his point of view — shared by all par-
ticipants — at the outset of the discussion.
As is the case with many developments

Fujitsu discussion round: Gerhard Géttert, Peter Firbinger, Michael Straub, Heiko Henkes, Rolf Werner and Tilo Bohmann (from . to r.)
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Professor Bshmann, university Hamburg

in business and computer sciences,
many of the first signs are visible long
before generally accepted concepts are
developed. Today, the “digital transfor-
mation” is a recognized and established
concept — although there does not seem
to be a uniform process for implementa-
tion and enablement. In addition, there
are few generally applicable references
for the “going live” process. At the same
time, the SAP community and its part-
ners, such as Fujitsu, are already a few
steps ahead of the general IT scene with
numerous PoC (proofs of concept). “The
digital transformation has become a rou-
tine topic of discussion because it is in-
creasingly mentioned by users,” explains
and observes Fujitsu head Rolf Werner.

“I would even say that the end custo-
mer now has much more influence on
the business models,” confirms CIO
Gattert from Tank & Rast. Together with
its tenants, Tank & Rast operates appro-
ximately 350 gas stations and 390 rest
stops (including 50 hotels) in the German
highway network. Approximately 500 mil-
lion travelers visit a Tank & Rast service
operation every year. As ClO, Gerhard
Gottert is directly confronted with the
digital transformation in the consumer
market at the interface to the back office.
The influence of consumers has become
very evident since smartphones became
widely available in 2007. “Connectivity
became tangible,” Géttert describes the

Advisor Heiko Henkes, Experton: Awareness of the speed of the transformation

situation, “which subsequently also made
its way into business processes. To illus-
trate the point, | would once again like
to stress that | am examining the custo-
mer's side in this context. On the other
side, we have the business processes in
the companies, which do not necessarily
affect the end customer business. Here,
we have classic process models.”

Rolf Werner explains this situation
from Fujitsu’s point of view: “In the past,
we developed a so-called computeriza-
tion of business processes and offered
it in the market.” IT providers mainly
fulfilled the classic push function. In
contrast, today much is driven by the
end customer. “Hence rather a trans-
formation based on the digital devices
that people use every day,” adds Werner.
This has created a pull effect. “Of course,

>> Today, | can
push the automation
of processes much farther
than originally

designed. <<

Prof. Dr. Tilo B6hmann,
University of Hamburg

now | also want to be able to apply all
of the things and functions that make
my personal life easier in my business
processes,” is how the head of Fujitsu
describes the requirements confronting
today‘s C-level management in light of
the digital transformation. “On the user
side, we need very agile and very flexible
products to be able to follow the market
trends that have been described,” adds
Gerhard Géttert and concludes: “Hence
waterfall models, which have been the
standard model for introducing business
processes in companies for decades, are
certainly no longer the only solution for
properly responding to markets.”

“I see the digital transformation as a
triad,” concludes Tilo Bdhmann from the
University of Hamburg. For him the first
item — in the widest sense — is automa-
tion. “Today, | can push the automation
of processes much farther than originally
designed.” The second issue is the digi-
tal engagement: “Someone once said:
Software is no longer static, software is
a discussion,” Béhmann defines another
part of the transformation process. “That
is exactly the phenomenon of the digital
channels and apps that do not stand still
but keep developing and are modified by
new customer requirements. Needs are
changing; one needs to react to that, and
that becomes the platform for new busi-
ness models.” This premise of the digital
transformation is the third item: opening
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ClO Gerhard Gattert, Chief Editor Peter M. Firbinger and Michael Straub, Fujitsu (from |. to r.)

up business processes and thinking more
heavily in terms of platforms.

“At the center of the company there
must still be a place that provides stabi-
lity,” warns Tank & Rast CIO and DSAG
director Gerhard Géttert. The CIO is brin-
ging not just his own experience to the di-
scussion, but also knows a lot about the
desires, fears and visions of the SAP com-
munity and DSAG members. “We do not
know exactly where this road will lead,
how long some transformations will take
and how much time we need. But we see
that each change is happening faster.”
Providers are introducing new applica-
tions and products to the market at ever
faster speeds, which means that compa-
nies and users are faced with an entirely
new set of tasks. “It means that business
models, as they exist on the market to-
day, must be scrutinized,” says the CIO,
based on his practical experience. There
are fewer and fewer companies that can
say that the current status will still be
around ten years from now. And Gerhard
Géttert also gives an example: “The past
15 years have shown that top companies
have disappeared from the market. The
best example in this regard is Kodak. The
inventor of digital photography no longer
exists.” In another discussion, the for-
mer head of Cisco, John Chambers, said
that half of today‘s companies will not

survive in their current form. “We have
arrived at a situation in which we think
that we have all of the tools, our proces-
ses are available,” warns Rolf Werner.
“But as providers and users, we must
always match the enormous speed we
see in the aforementioned end customer
segment. That is why we are now talking
about disruptive technologies, a digital
transformation at great speed.”

But this digital transformation has ne-
ither a starting nor an end point. “And
that makes all the difference,” explains
the head of Fujitsu, “compared to ten
or 15 years ago, when we were not fa-
ced with this high speed from the end
customer market.” When such a discus-
sion round comes around to the topic of
speed, naturally each of the participants
is reminded of the statements by the
analysts from Gartner, with the concept
of IT at different speeds and the idea of
bimodal IT. “Does one really need an IT
at two different speeds?” asks CIO Gét-
tert with regard to this scenario. “From
the viewpoint of the user and as an affec-
ted CIO, | would say that we are looking
closely at this issue, and we still do not
have a final answer. But there is a trend
in that we are seeing divisions with very
dynamic processes. In this context, the
term digitization may be the wrong word
because it is more of a business transfor-

==

Enabling Digital

-

Dr. Werner, Head of Central Europe Fujitsu

mation.” Advisor Heiko Henkes agrees:
“But that is how it usually works. There is
not enough of a strategic approach. Only
very few companies have thought about
what digitization can and should mean
for their business strategy.”

“This discussion is very important,”
says Rolf Werner, “because | believe
that one cannot plan an integrated di-
gital transformation. | cannot plan for
the kind of disruptive situation in which
many companies find themselves.” At
this time, there are a lot of changes
happening (and very quickly) at the end
customer, which have a big impact, so
that companies can in any case only pro-
ceed on a step-by-step basis. “If it were
different, | could implement new busi-
ness processes from one day to the next,
and the digital transformation would be
complete,” Werner continues. Advisor
Henkes agrees, but also says: “But first
| have to create awareness for this speed
at the management level. Here, we must
establish the conditions for being able to
perceive these changes.”

The digital transformation is perhaps
a disruptive continuum — small, revolu-
tionary steps. “That only works with an
approach of gradual harmonization and
not a one-time operational guideline,”
says Rolf Werner with conviction. “l can
set up guide rails left and right, so that
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nothing veers off course. | can enable in
order to reach this speed. | need agile
methods — in the end, that which is de-
fined by software and communication
is nothing more than agility,” is how the
head of Fujitsu defines the challenges of
the digital transformation. In the discus-
sion round, this development approach
is called “scrum”: You work four weeks
in a team and then present something.
If it works, it will go in this or that direc-
tion. “The knowledge of ‘if we start here
we will end there’ no longer exists in the
traditional sense,” knows Werner about
the changing behavior of providers and
users. Michael Straub at Fujitsu has also
observed this new situation in his own
daily practice: “The processes at custo-
mers are very different from the past pat-
terns. Today, we are much more open
in terms of the result. We do not define
digitization as a finished and closed pro-
duct that we roll out as a template at the
customer.”

A ready-made automation plan is not
realistic: “Of course there are standard
models and verified methods for digital
enabling that we bring to the company,”
explains Straub. “But it is very different
from before, when the approach consis-
ted of 8o percent pre-defined methods

a

ClO Géttert: The speed is accelerating.

and 20 percent adjustments. You can
argue about the exact percentages, but
what matters is that the process has
turned towards a discussion that is more
open in terms of the result.” Of course
Fujitsu comes with a pre-defined, struc-
tured concept. “But the customer must
decide a lot on his own — we can enable
and support him and help him to digitize
his IT-supported processes. But in the
end, the customer himself must define
the way to the goal. At the same time,
our methods can facilitate the way there
and add security to the process,” exp-
lains Michael Straub with respect to the
Fujitsu offer. Advisor Henkes from Ex-
perton welcomes this approach: “If you
want to help the customers with their
own further development, you have to
first advise them that there is an internal
and external digital transformation. As a
company, | have to continue developing,
digitize processes and make them ready
for IT.”

Fujitsu manager Straub: “We can help
the customer to standardize and finally to
automate. But it is his experience and re-
quirements that must be digitized.” Pre-
viously, implementing ERP referred to an
abstract process, which is no longer the
case today. Now challenges must be ad-

>> The digital transforma-
tion is not something that
started at a certain point in
time and will end at some
point in the future. <<

Dr. Rolf Werner,
Head of Central Europe Fuijitsu

dressed with co-innovation (in the sense
of a partnership), whereby the template
approach is largely outdated, as exp-
lained by Michael Straub: “Therefore en-
abling means to develop solutions on the
basis of a much closer partnership with
the customer.” It appears that the role
between provider and user is being re-
defined as part of the digital transforma-
tion. The proofs of concept found in the
SAP community, of which there are many,
provide a glimpse of this new reality. It
is a planned and evaluated disruption.
This also creates clear boundaries and
new expectations. “What is not possib-
le: that a provider or IT provider invents

Michael Straub, Head of SAP Service Portfolio EMEIA Fujitsu: A finished plan is unrealistic.
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and revises a business model at the user.
The concept of copying an example from
another industry and then implementing
it at the customer certainly does not work
with the digital transformation,” knows
Rolf Werner from many discussions with
existing customers. And the head of Fu-
jitsu warns of false expectations and ra-
pid solutions: “That is unfortunately a
common mistake. You are asked to tell
how it works in other industries or at a
competitor — and then they want to do it
just like them and better. That does not
work, of course. We can only enable. We
can offer the complete tool set. We can
offer all methods. But we cannot invent
or specify how the customer should de-
sign and operate his business.” Werner
continues to emphasize that Fujitsu can
moderate the way to a solution. “Here we
can help and support,” he emphasizes.
And the discussion round agrees that in
the end, it is the customer who must run
the business. “Yes, that’s the way it is,”
adds CIO Géttert.

“We as the customer must say where
the journey is supposed to go. Without a
plan, it will be impossible to demand and
use the right products — and to start the
transformation process,” adds Gerhard
Goéttert. How does the digitization pro-
cess start? What must companies do in
advance to ensure that the offered tools
and methods are accessible — that enab-
ling can take place? What is the influence
of digitization on the end customer busi-
ness? “There is a process of dematerializ-
ation,” says Géttert and explains: “Things
such as maps were previously available
as a physical product, whereas now they
are apps on a smartphone. Does this af-
fect my business model? If the answer is
yes, then it is almost impossible not to
do something,” says the CIO. And these
challenges for enablement apply to all
members of DSAG and the entire SAP
community: “It begins with a business
transformation,” says Gottert, based on
many discussions with DSAG members.
What will we do with existing business
models in the future? Then enabling fol-
lows the digital transformation. “I have
to think about at which points in the end-
to-end process | need a higher degree
of digitization. And only then comes the
IT transformation. These are the steps
that must be adhered to. Only then can
I think about which tools and methods
I will use,” is how Géttert describes his

proven approach. When one takes a look
at the medium-sized business sector, as
represented by DSAG, it is evident that
organizations are now tackling this trans-
formation. “Of course many companies
have started a flurry of activities,” says
Gottert, based on numerous other di-
scussion rounds. This approach gives
rise to the well-known front end apps.
“But companies are also in the process
of examining their business processes
end-to-end and including their partners.
We are convinced that in today‘s socie-
ty, no company can be successful in the
end customer market by itself because
anyone wanting to force through their
processes on their own will probably run
into difficulty.” Géttert knows the com-

>> At the end of the day, it
is about collaboration in the
sense that software is a dia-
logue and that agility is also
communication. <<

Dr. Rolf Werner,
Head of Central Europe Fujitsu

plexity of enabling: “In the digital trans-
formation, one needs partners.” Different
ecosystems will emerge. Understanding
this can become difficult for the entire
business and IT community because the
digital transformation is not as tactile.
“This will also involve a cultural trans-
formation,” says Géttert. He is ready for
collaboration: “At the end of the day, we
need the support and advice from the
IT providers who are working with us.
And as users, we rely on the idea that our
partners are well-prepared for this trans-
formation. The future does not come as
quickly as one would hope perhaps. But
support cannot consist of telling us how
an IT product works, but rather how we
can integrate the solutions and methods.
Which conditions must be created for the
enabling process? What methods must
be used? What steps must be taken?”
The successful enablement of the di-
gital transformation is turning into a ho-
listic, comprehensive and sustained chal-
lenge. “We must get out of our comfort

zone to enable the digitization process,”
emphasizes advisor Heiko Henkes and
seems to be somewhat skeptical: “But
when you look at the provider scene, we
have found that there are only a few that
implement this approach of a complete
business transformation and can then
make it available to users. Only few IT
providers are able to manage a conti-
nuous digitization process with regard
to Big Data, loT, Security, Mobile, etc.
Moreover, they must also offer advisory
services and change management, in-
cluding the relevant range of products
and solutions.” But the participants of
the discussion round agree that this wide
range of products and services can also
be achieved with partners. The digitiza-
tion process creates large global ecosys-
tems, allowing specialists to offer niche
solutions.

Therefore the individual, as part of
the business and IT processes, is at the
center of the digital transformation. This
human-centric approach for IT and busi-
ness is also the main focus of the Fujitsu
Forum 2016 in Munich. And the profes-
sor from Hamburg also states: ,,Of cour-
se we need another big step forward in
the development of the business proces-
ses.” The important end-to-end approach
is mentioned several times during the
discussion round. But Professor Bsh-
mann does not find it easy to determine
or define the digital transformation. “At
first glance, these terms always sound
so familiar,” he explains, “because it is
not the first time that we hear of the im-
portance of thinking through business
processes end-to-end. But in this case,
it is really so, and it is not a process from
administrator to administrator, but rather
definitely from end customer to end
customer without interruption and a bre-
ak in media — and of course automated.”
Anytime a process tracking tool is used,
people may suspect that the process is
not good enough yet. One is interested in
the end result, and what happens in-bet-
ween is not considered as relevant. But
the digital transformation does not work
that way. Traditional patterns of thinking
must be scrutinized. “What is needed to-
day is a good and deep understanding of
what customers want and need, so that
business processes can be revised and
made more efficient,” explains Tilo B6h-
mann, who knows, based on numerous
studies and research work, that there are
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Advisor Heiko Henkes, Experton Group, and Rolf Werner, Fujitsu: Analyzing one‘s own skills and obtaining the relevant knowledge.

new methods for this aspect: “Either one
is willing to undertake a real customer
journey, or one turns to deep design
thinking,” demands the professor. And
he warns that there is no such thing as
complete planning security, even if the
new methods such as design thinking are
used correctly. In the end, starting these
processes requires agility —an aspect that
has been repeatedly mentioned in the di-
scussion round. “The planning process
then becomes a learning process, which
takes place continuously. In a study we
conducted we thought long and hard
about a term for this transformation pro-
cess, and at the end we arrived at the
concept of data-driven agility,” reports
Tilo Bshmann from his research practice

and adds: “That seems to be important,
as in the future we will be required to
work quickly not just in terms of develop-
ment but also in terms of delivery and
implementation. The key is to learn from
real customer behavior. In the end, that
is the basic model of any digital innova-
tion, namely that we no longer just plan
but let ourselves be measured, that we
learn and observe whether the customer
is really using our product.” Enablement
is also a reality check for the digital trans-
formation: You can observe and orient
your actions to reality. You can learn from
customer behavior. Will the customer
really use it? “This demonstrated use is
worth more than any hierarchy,” conclu-
des Professor B6hmann.

At the same time, advisor Henkes
also sees pitfalls and obstacles: “This
can also get dangerous because many
companies are not yet at the stage where
they can store the enormous amount of
personal data securely and in a structu-
red form. The mission today is to esta-
blish a 1:1 customer approach. Usually,
there is not enough courage and time
to draw the required conclusions to in-
fluence the modern customer through
the main stations of opinion formation
during the course of the digital customer
journey and to convert the value process
from push to pull. This is where the dis-
ruption is buried.” In his capacity as an
IT provider, Rolf Werner asks: “This is
the challenge: Are we as IT providers
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ClO Gerhard Géttert: The alignment between business and IT must be designed.

able to speak to our B customer about
his C customers in terms of B-to-B-
to-C?“ In terms of the aforementioned
global end-to-end processes of the di-
gital supply chain, an examination of
Business-to-Business-to-Consumer of
course takes on special significance. The
head of Fujitsu asks himself: Do we have
this knowledge in-house? “In the case
of public clients, we have the knowledge
about these continuous B2B2C proces-
ses. The same applies to manufacturing,
machine building and the retail seg-
ment, where we are a leader,” says Rolf
Werner in reference to the company's
strengths. And if not, there are advisors,
analysts and research and development.
Werner emphasizes: “At the end of the
day, it is always about collaboration in
the sense that software is a dialogue and
that agility is also communication. We
can only be a part of the whole — regard-
less of the actual size of a company, we
are always a part of a complete solution.
But sometimes it is difficult to under-
stand that the whole is made up of many
parts and that our partners and even
much larger companies can only be a
part of an integrated digital transforma-
tion.” This also requires some humility
because the business of providers such
as Fujitsu and SAP depends not just on
having great developers, sending them
out and making interesting speeches
at the customer for placing a product,
solution and hosting, but also on wor-
king together with all participants to

develop an ecosystem. “That of course
is an entirely new approach,” says Rolf
Werner and adds: “Before, you went to
the customer and told him of a solution
that you wanted to sell. Today, we have
a totally different approach because the
old models do not work anymore.” Fu-
jitsu manager Michael Straub once again
offers a clear definition: “Think of the
customers of your customer, precisely
this B2B2C idea.”

Today, this works with use cases in
terms of a co-innovation and proofs of
concept. The customer must also cont-
ribute his creativity and experience. “We
then use existing technologies such as
SAP Hana or S/4 to develop these use

The “Enabling Digital” discussion round

cases,” adds Straub based on his work
at Fujitsu. It is a bottom-up approach:
It is all about data and agility — which
is very different from the approach that
was used just a couple of years ago. “We
need a partner who develops innova-
tions with us,” adds Gerhard Géttert
and elaborates: “You can say openly that
many companies do not always have
the required competence for the digital
transformation. Which can be explained
because the speed that we are current-
ly faced with is much too fast.” B2B2C
using an end-to-end review means that
the degree of digitization is rising. “It
is clear that IT partners cannot simply
say that they have the solutions for a
particular scenario. Because that would
mean that the providers know the loca-
tions in the company in which additional
automation would create meaningful ad-
ded value,” is how Géttert describes the
new provider-user relationship. There
are new roles in the enablement of the
digital transformation, which must be
filled.

The alignment between business
and IT must be designed. For the pur-
pose of the digital transformation, the
collaboration between the functional
divisions and IT must be raised to an
entirely new level. “And in this way we
arrive at the culture in the company,”
underlines Tank & Rast CIO and DSAG
chairman Gerhard Gottert. “Once |
know what needs to change in my com-
pany in terms of business processes, |
need partners who help me to create a
technology-based and viable IT environ-
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ment.” In the digital age, IT companies
must contribute such a willingness to
cooperate. And in this area, the pro-
viders (including SAP) enjoy a good
position. Maybe at times too fast, says
CIO Géttert, but Fujitsu and SAP are
providing some orientation in this con-
text. “You should not expect SAP and
other providers to arrive with finished
solutions. One has to be become invol-
ved and contribute,” warns Géttert and
explains his own viewpoint: “We cannot
just consume but must jointly develop
the digital transformation in co-inno-
vation projects — sometimes with SAP
and sometimes with SAP partners such
as Fujitsu. The future does not come as
quickly as many people want — it is a pro-
cess. As an analogy, it does not help if
20 people are running towards the front
— just to speed up the process — while
3000 people are standing in the back
and watching.” The new digitization pro-
cess must also make room for a culture
of failure. “Before, a project was not re-
ally allowed to fail in the face of long
project periods, big project budgets and
many project participants,” says Géttert
about the past. Today, it is expected that
failed digital initiatives will give rise to
new know-how. And never is a soluti-
on that seems unusable at first glance
discarded in all aspects. This culture of
change must be developed, according
to CIO Géttert. It is almost impossible
to advance the digital transformation
using the old processes — and certainly
not at the required speed. “Therefore
we need user friendliness. It cannot be
that someone has to subject his emplo-
yees to weeks of training for each new
innovation. What is needed are usability
and user experience. And precisely this
culture of failure,” demands Gerhard
Gattert from the discussion round.

This culture of failure is also extre-
mely important for enabling the digital
transformation, according to Professor
Tilo BShmann: “Not so much a planned
failure in the sense that | develop and
test two prototypes, with the knowledge
that one will not survive the process.
Rather, this process is about the agile
and rapid development of solutions, tes-
ting what may work, and what finally is
suited to drive forward the digital trans-
formation. We must create this culture
and think about the infrastructure that
is required for that purpose.
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Dr. Rolf Werner (Fujitsu), Head of Central Europe, Chairman of the Board Fujitsu
Deutschland

Rolf Werner is responsible for Fujitsu’s operations in Germany, Austria and Switzerland.
He is also the Chairman of the Board at Fujitsu Technology Solutions GmbH. Based in
Munich, he is responsible for the business in one of Fujitsu’s most important markets.
Before Dr. Rolf Werner joined Fujitsu in 2016, he worked for T-Systems for several years
in a variety of management positions. Most recently, he was a member of the manage-
ment team at T-Systems “Multimedia Solutions” and responsible for expanding the
company's sales and growth at both the national and international level.

Michael Straub (Fujitsu), Head of SAP Service Portfolio for the EMEIA region

Michael Michael Straub joined Fujitsu (previously TDS) on 1 January 1995. Today, is he
is responsible for the SAP service portfolio for the EMEIA region. Following his studies
in computer sciences and business management at the University of Stuttgart, he was
involved in the establishment of the Application Hosting division for SAP R/3 at TDS.
Starting in 2007, he was responsible for managing the service portfolio, at first for TDS
and then (as of 2013) for Fujitsu in the Central European (CE) region. He has been res-
ponsible for Fujitsu‘s Europe-wide SAP service portfolio since the beginning of 2016.

Heiko Henkes (Experton), Director Advisor

In his capacity as Director Advisor, Heiko Henkes is responsible for strategic business
and advisor management at the Experton Group. He also manages the consolidation
of IT trend topics in the context of the digital transformation and appears as a keynote
speaker on current and future IT trends. Heiko Henkes advises both ICT providers and
users with regard to his specialty areas social business, cloud computing and mobility. In
this context, his focus in the case of ICT providers is primarily on the go-to-market and
strategic portfolio development, along with the alignment of marketing and sales.

Prof. Dr. Tilo Bhmann (University of Hamburg), manager of the Computer Science
division and the research group IT Management and Consulting

Bshmann's research interests focus on service systems engineering and IT management,
as well as innovative digital services and their service business models. Tilo Bshmann
was instrumental in the establishment of the Competence Center for Customer- &
User-Driven IT (CUDIT), which is financed by industry, and also coordinates the practice
network IT Management and Consulting for the master studies program of the same
name at the University of Hamburg. He is also a member of the scientific advisory board
of the Fujitsu NEXT user association.

Gerhard Géttert (Autobahn Tank & Rast), CIO

Gerhard Géttert is the ClO of Autobahn Tank & Rast in Bonn. Together with its tenants, Au-
tobahn Tank & Rast operates approximately 350 gas stations and 390 rest stops (including
50 hotels) in the German highway network. Approximately s5oo million travelers visit an
Autobahn Tank & Rast service operation every year. The responsibilities of Gerhard Géttert
include the development and operation of information systems for Autobahn Tank & Rast.
Gattert has also been a member of the Executive Board of the German SAP User Group
(DSAG) since 2013, where he is responsible for the application portfolio section.
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Customer data in real time

Using the right road map to
safely arrive at the destination

The introduction of Hana and S/4 Hana is a big challenge for many companies. The project promises
success if a road map with clearly defined steps points the way to the goal. What could that look like?
What do companies have to consider during the implementation process?

By Andre Weller, Fujitsu

André Weller
is the Head of SAP Commerce Ma-
nager SAP Commerce & Analytics

at Fujitsu.

ociety, the economy and industry
S are undergoing a transformation.

The digital transformation not only
changes processes within companies at
a rapid speed — sometimes with an as
of yet uncertain outcome — but also en-
tire business models. This also has the
effect of changing the requirements for
the organization of the IT architecture,
creating a need for solutions that can be
flexibly and quickly adapted to changing
conditions. Hana and S/4 Hana address
exactly these challenges and pave the way
towards successful value-added proces-
ses in the digital economy. Rapid databa-
se technologies and the consolidation of
data and processes on one platform con-
siderably simplify business processes and
depict them across systems. This provi-

des companies with a new “look” at their
data and processes. According to a study
conducted by analyst firm Pierre Audoin
Consultants (PAC) in 2015, 62 percent of
companies surveyed are convinced that
every SAP customer will have to imple-
ment S/4 Hana sooner or later. Forty-
three percent believe that the solution
provides concrete benefits over the cur-
rent SAP applications. Ninety percent are
observing improved performance in data
analysis and SAP-supported processes.
Fifty-five percent confirm the improved
user friendliness of the SAP applications,
and half of those surveyed confirm that
back end processes are more efficient.
The results of the PAC study show: The
majority of those surveyed confirm the
strategic importance of Hana and S/4
Hana against the background of the di-
gital transformation.

Clearing up reservations

Many companies have already put the in-
troduction of such systems on their agen-
da. Nevertheless, IT managers and deci-
sion-makers still have concerns regarding
the implementation of Hana or S/4 Hana.
They include the expenses for the conver-
sion, which are difficult to estimate, and
the high costs for new software licenses.
How can companies do away with these
concerns and benefit from the solutions
without limitations? First of all, they must
consider whether a complete migration
to Hana or S/4 Hana is even required at
this time. It is possible that it would make
more sense, given the current conditions,
to gradually get the departments invol-
ved ready for the digital transformation,
for example by outsourcing certain pro-
cesses or migrating an existing business

management system to Hana. This can
be followed by additional measures in the
direction of digital process optimization.

It is only at the next step that com-
panies must ask themselves how the
systems can be introduced professio-
nally, with a high probability of success
and reasonable requirements, as well
as reasonable costs. Those in charge of
the IT systems are well advised to use an
approach consisting of careful planning,
well thought-out strategies and gradual
implementation. A sound analysis of the
existing business processes at the com-
pany should be the starting point of any
Hana or S/4 Hana implementation pro-
ject. Therefore the status quo must be de-
termined. It is important that the stock-ta-
king process is honest and comprehensi-
ve, for example in the form of audits with
managing employees and affected users
and supported by process mining tools.
In this way, the status quo can not only
be analyzed but also visualized.

Improvement potential
and objectives

The second step defines the destination
of the journey: Based on the problems
that have been identified, this step is
about investigating where the poten-
tial for improvement lies and the ideal
target state that is to be achieved with
the introduction of Hana or S/4 Hana.
Which key performance indicators can be
used in this context, according to which
the desired successful outcomes can be
measured? The definition of targets also
requires precise information regarding
dates: By what date should the introduc-
tion of Hana or S/4 Hana be completed?
And by when should the corresponding
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process improvements take effect? Once
the objectives are clear, the company
must develop a strategy that can be
used to realize the intended outcomes.
To this end, it is important to discuss
how Hana or S/4 Hana can contribute
to improving processes and consistently
aligning them to the defined objectives.
This must include an investigation as to
the concrete integration and optimum
use of the software solutions and the
required preparations.

Once the strategic preliminary delibe-
rations have been completed, it is pos-
sible to develop a concrete road map that
describes the various implementation
steps. This requires the definition of cle-
ar deadlines, hence a chronology of the
intended progress of the project, such
as specific information as to when e.g.
the analysis phase must be completed,
which preparatory activities are required,
for example data migrations, when the
implementation can begin and by what
date the improved processes are suppo-
sed to take effect.

Consulting professional
partners

Many companies are not able to imple-
ment the recommended project steps on
their own. They do not have the internal

resources that are required for a success-
ful implementation process. Frequently
they also lack the know-how or the time
—or both. And often it is not worth acqui-
ring the complete know-how for a one-
time conversion. Therefore companies
are well advised to consult a professio-
nal external partner when implementing
Hana or S/4 Hana. With Process/4, Fu-
jitsu offers valuable support in this area.
In line with a consistent all-in-one packa-
ge, the IT partner supplies all services
required for a successful project from
one source. This process begins with a
fact-based process analysis, the so-called
process mining, and ends with the hard-
ware. Fujitsu offers end-to-end services
from one hand, made in Germany.

The most important criteria for a
successful implementation process are
developed together with the customer in
several analysis workshops on the issues
“Added value of S/4 Hana”, existing pro-
cesses and code assessment. The experts
from Fujitsu also provide advice for the
conceptualization of a high-end IT archi-
tecture as the basis for the stable operati-
on of Hana or S/4 Hana and neighboring
systems. Important: Not just SAP pro-
cesses but also processes outside of SAP
are captured and evaluated. In addition,
Fujitsu provides support services for
preparatory activities, for example with

Unicode migration and customer-spe-
cific adjustments. The implementation
of Fiori apps provides user-friendly and
flexible customization and mobile, brow-
ser-based access to all applications in S/4
Hana. Finally, Fujitsu also supports the
entire change management process with
intensive coaching.

Tailor-made services

Fujitsu has the experience of several
hundred successful Hana projects. Du-
ring the implementation of Hana or S/4
Hana, the service provider displays flexi-
bility when it comes to assisting compa-
nies with the services that they actually
need. This means that solutions are al-
ways tailored to the company'‘s individual
starting situation. A distinction is made
whether the company has never operated
a SAP solution before, uses a traditional
SAP ERP system without Hana technolo-
gy or already has some experience with
Hana, e.g. because it already migrated
its SAP business management system to
Hana. With Process/4, Fujitsu has added
valuable functions for process analysis
to SAP Activate, the project acceleration
tool for implementing S/4 Hana, with a
focus on the entire system environment.

www.fujitsu.com

More technology, and more efficiency, by itself does not make a digital transformation.

Digital transformation,

co-creation & KI

E-3 chief editor Peter Farbinger speaks with Joseph Reger, Fujitsu Chief Technology Officer EMEIA,
about the enablement of the digital transformation, artificial intelligence and the roles and tasks of

users and providers.

Dr. Reger, the concept of the digital trans-
formation is well known, but who and
what can trigger it?

Joseph Reger: We are in the fortunate po-
sition that the topic of the digital transfor-
mation has reached the executive board
level, which means that it is finally being
recognized and acknowledged accor-

dingly. This also creates the required level
of pressure on organizations.

But what triggers the transformation?

Reger: The digital transformation — and |
have actually observed this in many com-
panies — should be triggered by an insight
and the understanding at the management

level. C-level management now sees that
it is facing not just a technology trend but
a fundamental change in the entire value
chain. The operative B2B2C model of every
company — and yes, in some cases the en-
tire business model — changes because the
digital transformation is a comprehensive,
holistic and sustained trend.
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What drives the transformation process?
Reger: That depends on what one under-
stands by “drive”. The digital transfor-
mation is not a technical term. It is pri-
marily a transformation of the business.
But implementation projects are often
based on the technical feasibility of the
innovation ideas. Maybe we should say:
The digital transformation is triggered
by a desire for business innovation and
driven by ICT projects.

What is the aspect of the desire for bu-
siness innovation?

Reger: This almost always involves as-
pects related to loT and also increasingly
machine learning, which is often — and
not very precisely — referred to as artifi-
cial intelligence. A systematic approach
and the establishment of a common
platform (which can subsequently be-
come a standard), a country, a region
or even an industry segment, as in the
case of Industry 4.0 in Germany, could
be a great advantage — even a competi-
tive advantage. Whether this innovation
and reorganization puts humans in front
and center depends both on the client as
well as the contractor in the ICT industry.

So this requires cooperation between
client and contractor?

Reger: At Fujitsu, we are convinced that
this aspect is very important. This is
why we developed our “Human Cen-
tric Innovation” business model and
the “co-creation” methodology. This
approach emphasizes the idea that ad-
ded value can only be created together
with the customer and user.

“Enabling Digital” also stands for the
automation of business processes. Are
humans not a hindrance in this cont-
ext, and will artificial intelligence soon
be able to do everything better than
humans?

Reger: Al will be better at doing a lot
of things that are done by an employee
today. But we are far away from a time in
which Al can assume the task of innova-
tion. Machines are already able to work
more efficiently and complete routine
tasks in many areas. A new feature is
that Al is gradually making its way into
areas that no longer have anything to do
with manual and mechanical activities.

So what is left for humans in that case?

Reger: Innovations, in particular the in-
troduction of innovations, are not acti-
vities that can be done by Al. Humans
are in the way if they are supposed to
perform a task that could be automated.
Since this will happen in any case, our
task is to upgrade existing positions by
changing the occupational profile and
to create new positions that cannot be
performed by Al.

How do humans create innovations and
solutions?

Reger: They are definitely not created au-
tomatically. From our point of view, the
best projects come about when the busi-
ness side — represented by the customer
and in particular the customer‘s emplo-
yees — works closely with the technical
side. This co-creation accelerates innova-
tion, delivers better and more in-depth —
one could also say more radical — results.

What can co-creation do?

Reger: It brings about the integration of
techniques for company management,
operational management and informati-
on technology, i.e. business technology,
operations technology, information tech-
nology. With respect to these dimensions
and in particular the consolidation of the-
se dimensions, creativity knows virtually
no bounds. The best results come about
almost like a by-product.

Who can and should be responsible for
enabling a digital transformation?

Reger: That is a hot topic here in Germa-
ny — and interestingly a topic that is not

considered quite as important in other
countries. The challenge: The will to ac-
tion must be anchored in management
—and the same is true for responsibility.

And IT?

Reger: IT is also a part of that. During
the implementation phase, many things
should happen as they do in start-ups,
which are often admired by C-level exe-
cutives. But these work mostly without
hierarchies, are flexible and project-ori-
ented. Many companies create the posi-
tion of CDO (Chief Digital Officer), while
others give this task to the existing CIO.
Both solutions have advantages and di-
sadvantages. It seems to me that success
or failure has rather more to do with the
individuals than the system.

“Enabling Digital Transformation” — a
revolution or evolution?

Reger: Evolution can also bring about
revolutions, if we look at history. But
seriously: More technology, and more
efficiency, by itself does not make a digi-
tal transformation; we merely have more
technology. As | said at the beginning,
the digital transformation is primarily
a transformation of the business — and
possibly the business model. It is achie-
ved by a hitherto unknown expansion of
the value chains. In this way, a manu-
facturer can become a service provider
and live off the monthly service income
instead of sales revenues. For many, this
will probably feel like a revolution.

Thank you for the interview.

r

Fujitsu Fellow Dr. Joseph Reger: It will feel like a revolution.
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