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WE ARE IN a world where life 
moves fast — Ferris Buel-
ler told us that. Yet the last 
few weeks have redefined 
“fast-moving” and taken us to 
unprecedented places. 

This is not the original 
editor’s letter for the March 
Workflow. That letter was 
largely about healthcare and 
the upcoming HIMSS event 
in Orlando. While the nature 
of print is such that anything 
I write will be a little dated 
by the time it’s printed and 
mailed, there’s a difference 
between “slightly dated” and 
“utterly obsolete.”

HIMSS didn’t happen. For 
the first time in 58 years the 
conference was cancelled 
amid growing concerns about 
the coronavirus. It was, in my 
opinion, the right call. With 
so much unknown, the risk of 
bringing 50,000 visitors from 
around the world into a con-
ference center was too much. 
There was risk to attendees, 
risk of overburdening the 
local healthcare system, 
and as the organizers’ press 
release noted, “concerns 
about disproportionate risk to 
the healthcare system given 
the unique medical profile of 
Global Conference attendees 
and the consequences of po-
tentially displacing healthcare 
workers during a critical time.”

The hit to the local econo-
my was enormous — I heard 

a statistic citing a loss of 
$150 million from the five con-
ferences cancelled in Orlando 
alone that week, and that 
was just the tip of the iceberg. 
There will be ramifications 
to this for a long time — but 
there are also some fascinat-
ing case studies in how tech-
nology steps in when people 
have to step away.

Several of my planned 
HIMSS interviews were done 
online, and HIMSS, in fact, 
held a number of virtual 
events. In this day and age 
it’s not that hard to do — 
Zoom or Hangouts or Webex 
accounts are standard office 
supplies these days. Cisco 
is offering expanded free 
licenses “in this time of need.” 
At the same time, they’re also 
necessarily scaling up their 
worldwide capacity to meet 
the extra demand. Zoom 
notes it may temporarily re-
move dial-in by phone audio 
from free accounts during 
the time of increased de-
mand and recommends using 
computer audio. With schools 
going to online classes, meet-
ings going virtual and a likely 
upswing in telehealth ser-
vices, there’s going to be an 
incredible demand on band-
width. 

By the time you read this, 
of course, we’ll hopefully 
know a lot more — but we’ll 
likely have a lot more ques-
tions as well. Perhaps this 
letter will best serve as a time 
capsule of that time we were 
in the middle of a global pan-
demic — one that is now far 
in the past and was managed 
in part through technology 
and tenacity. 

Stay safe and stay well out 
there!

EDITOR’S LETTER
03 | 20

WE'VE GOT YOU COVERED
LAS VEGAS • ORLANDO • BOSTON

BPO Media strives to be an environmentally friendly 
company. Please help us by sending address corrections

or removals by email to info@bpomedia.com.

  Amy Weiss
  Editor-in-Chief



IS YOUR ERP 
FUTURE READY? 
FORZA, built on SAP Business One, offers the imaging channel 

an all-inclusive ERP enabling growth both inside and outside 

the channel I 

With over 65,000 customers and 1 million users on 
SAP Business One, check out why FORZA is the 

best choice for your ERP needs. 

�•ffORZA 
♦ WITH SAP BUSINESS ONE 

Contact us for more information! 

https://www.allcovered.com/it-services/business-consulting-services/
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 Zorana Bogicevic

Want to see your face here?
We invite you to submit your contributions for consid-
eration to Workflow. In addition to the print editions, 
WorkflowOTG.com is a dynamic, informational online 
resource with numerous blogging and article submis-
sion opportunities.   

Contact amy@bpomedia.com for more information.

Zorana Bogicevic-
Loncar is Head of 
the Global Pre-
Sales Engineering 
team at Therefore 
Corporation GmbH. 
She has an extensive 
background with 
more than 15 years of 
experience in software 
engineering and more 
than 10 years in 
workflow automation 
and document 
management 
solutions. Her main 
area of interest 
nowadays is artificial 
intelligence and how it 
is about to change the 
world that we live in.

Wendy St. ClairHerb Schul

Wendy St. Clair is 
a senior product 
manager for Kofax, 
Inc., working in Robotic 
Process Automation 
(RPA)  and Intelligent 
Automation, where she 
helps evangelize RPA 
and related automation 
initiatives. She has over 
20 years leading go-
to-market initiatives 
for B2B software, 
telecommunications and 
technology companies. 
Prior to joining Kofax, 
Wendy led channel 
marketing for security 
software company 
Guidance Software 
(now OpenText), and 
prior to that, was 
director of security 
product marketing 
for CenturyLink. She 
started her career in 
hosting, having spent 
8 years marketing 
hosting providers Verio 
(NTT) and ViaWest (now 
Flexential).  

As the EY Americas 
Advisory Markets, 
Sectors and Solutions 
Leader, Herb is 
responsible for driving 
Advisory go-to-market 
strategy, approach and 
execution. Working 
hand-in-hand across 
service lines, market 
segments and global 
teams, Herb’s team 
plays a key role in 
leading the continued 
development and 
execution of issue-
based, sector-relevant 
solutions to help drive 
greater connectivity and 
enable clients to thrive in 
the transformative age.



an ECM professional 
with insights into 
tools or technologies 
that can help the 
channel? 

ARE 
YOU

ARE 
YOU a business process expert with 

best practices to share?

We welcome your submissions to 
Work�ow, a dynamic, informational resource with 

numerous blogging and article submission 
opportunities.

Contact Amy Weiss, amy@bpomedia.com, for more info 
on print articles, blogging and online opportunities.  
 

CONTRIBUTE TO

Submitted articles should be of a non-promotional nature, emphasizing practical and 
useful information for the reader. Commercializing a company or product should be 
avoided; commercial language will be deleted from articles.

Articles are accepted with the understanding that they are unique, and have not been 
published in or submitted to any other publication. Articles will be copy edited for clarity 
and conformity with Work�ow’s style and guidelines. Work�ow retains the copyright to all 
articles published.

https://www.workflowotg.com/
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Get the latest on industry trends from 
guest bloggers and the Workflow team 
in our blog section filled with best prac-
tices, commentary, event reviews, and 
more. You’ll also find leading industry 
intelligence from our team of analysts 
on major industry happenings, news 
stories, financial updates and more at 
The Analyst Corner. Visit  
workflowotg.com/blogs

VISIT  US ONLINE AT 
WORKFLOWOTG.COM

Keep up to date with the latest news 
in the industry as it happens. News 
updates are posted as we get them, so 
bookmark workflowotg.com/news for 
the latest updates from the ECM and 
information management industry.

NEWS

BLOGS

There’s so much more you can do at 
workflowotg.com. Want to find news 
and articles about specific companies? 
You can do that. Want to see all the 
blogs by a specific author? You can 
do that too. And stop on by our sister 
publication, theimagingchannel.com, 
the new world of office technology.

AND MORE

Stay up to date between print issues 
by visiting WorkflowOTG.com, a 
comprehensive editorial website dedicated 
to exploring, defining and articulating the 
ever-changing technologies and business 
processes of the office technology 
industry.
There you’ll find the latest industry news, 
online exclusive features, blogs, links to 
social media, webinars on hot topics, as 
well as archives of all Workflow articles.
Bookmark www.WorkflowOTG.com as 
your centralized resource for understand-
ing and mastering the information life cycle 
of tomorrow’s office.



Most businesses large and small are moving their 
business processes to the cloud – office collaboration 
and financial systems are two examples.

Print services is the next frontier.

How can dealers get ahead of this trend and offer print 
server infrastructure in the cloud with a cost-effective, 
low IT intensive solution?

In this webinar, James Turner will briefly cover why 
this trend is occurring and how MPS providers can be 
a trusted cloud advisor for print as a service. James will 
also introduce Y Soft’s Cloud Guarantee program.

April 9, 2020
10am PT/1pm ET

MOVING TO THE CLOUD – 
Your Customers Are, Are You Ready?

Host: James Turner, Product Marketing Manager, Y Soft

REGISTER TODAY: theimagingchannel.com/webinar-ysoft

Sponsored by:

https://www.theimagingchannel.com/webinar-ysoft/


PRINT • DIGITAL • WEBSITE • E-BULLETINS 

YOUR GUIDE
TO THE EVOLVING
OFFICE TECHNOLOGY
LANDSCAPE.

Go to www.Work�owOTG.com & www.TheImagingChannel.com and click
on “Subscribe” to receive print publications, digital editions, and weekly e-newsletters.

A publication, website and 
e-newsletter for the business 
process automation and 
content management industry. 
Workflow delivers leading-edge 
information to the principal IT 
VARs, dealers, resellers, OEMs, 
vendors, and distributors.

An integrated resource for the 
print and imaging industry that 
brings together the leading 
market information, business 
concepts, solutions, strategies 
and people in the industry.
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ANALYTICS 
AND 

BUSINESS 
INTELLIGENCE
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SPORTS FOREVER

WE HAVEN’T COME
A LONG WAY BABY:
HOW GENDER BIAS 

IS RAMPANT IN AI

ARTIFICIAL INTELLIGENCE

BUSINESS INTELLIGENCE

CONTENT INTELLIGENCE

https://www.theimagingchannel.com/
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By Amy Weiss, Workflow

WORKFLOW Q&A

In 2019, digital identity company Imprivata announced 

a new partnership with Microsoft. The first phase of the 

collaboration, Healthcare Seamless SSO, was announced in 

April 2019, with subsequent releases over the course of the 

year. We talked to Imprivata President and CEO Gus Malezis 

when the first phase rolled out, and then caught up with him 

early this year. In addition to the Microsoft collaboration, we 

also took the opportunity to talk about some of the general 

challenges the healthcare industry is facing and what the 

future holds.  

Q&A WITH  
GUS MALEZIS,
IMPRIVATA 
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Let’s start by talking about the collaboration 
with Microsoft and the services it’s helped 
create: What is it and how did it come 
about?

Healthcare providers were having an incredibly 
tough time accessing all the technology that was 
put in front of them to ostensibly service them 
and enable them to deliver better service to their 
patients. When you’re a doctor or a nurse, before 
you can service a patient, you need to access 
systems to get some context and understand 
what’s going on and learn what the system can 
tell you about that patient and their situation. All 
of that technology has complicated their lives 
immensely by putting a lot of ID and name and 
password logins in front of them. It has resulted 
in productivity losses and a lot of frustration. 

Over the years, Imprivata has delivered 
technology that’s pretty iconic across the 
marketplace — technology that allows healthcare 
professionals to use their badges to tap the 
technology device and log in easily. It’s simple 
and instantaneous. It’s magical. Doctors and 
nurses love it. 

As we continued to monitor the professional 
aspects of the job environment of our doctors 
and nurses, we discovered that as many of the 
applications are becoming cloud-based, it added 
more complexity. To access those cloud-based 
applications, they have to go back in and log in 
a second time. Healthcare Seamless SSO allows 
enterprise single-sign-on into all shared clinical 
workstations and mobile devices, extending 
the tap-in and tap-out capabilities of Imprivata 
OneSign, allowing badge tap access into Office 
365 and any application connected to Microsoft 
Azure Active Directory, including the extensive 
catalog of cloud-based applications in Microsoft 
Azure Marketplace.

What launches and phases have followed 
that initial release, and how is it being 
received? 

Just before the start of this year, we introduced 
Imprivata OneSign 7.0 with Imprivata Web SSO. 
This innovation adds SAML (security assertion 
markup language) capability, enabling fast, secure 
access to all the non-Microsoft applications 

that don’t use Azure. So, in the past year, we’ve 
delivered seamless technology that enables 
— authenticates – virtually 100% of the cloud 
application space.

This is hugely important. Some people think, “what 
cloud applications do providers really use?” The 
answer: many more than you might think. On any 
given day, health system employees use a dozen 
or more different cloud applications. The less-used 
apps – payroll, accounting systems, and LinkedIn 
– are typically the ones that pose challenges. Why? 
Because people can’t remember the various IDs 
and passwords. Now, with OneSign 7.0, they don’t 
have to worry about it. This has been very well 
received. 

It seems there’s a security element to 
this as well – and the healthcare industry 
seems to be notoriously vulnerable to 
cyberattacks. Why is that, and what can 
healthcare organizations do to make 
themselves less vulnerable?

Healthcare is in the midst of a digital 
transformation, creating information security, 
compliance, and workflow challenges. The 
engagement of an increasingly decentralized 
and fluid workforce – along with anytime, 
anyplace healthcare and the proliferation of 
cloud-based applications, databases, and 
mobile devices – have begun to erode the 
once well-defined network perimeter, leaving 
healthcare organizations much more vulnerable to 
cyberattacks. 

One solution lies in Imprivata’s continuous 
authentication technology. This technology 
uses your smartphone to ensure digital identity 
with dual-factor authentication that is exercised 
continuously yet silently – meaning it does 
not disrupt the user. Providers use a badge 
tap to automatically log into a device, and our 
technology then looks for your smartphone and 
encrypted token. So, you have 1) the badge 
card, 2) a password or PIN, and 3) the token on 
your smartphone. That gives us a high degree of 
confidence that the person behind the keyboard is 
indeed who they claim to be. And we keep pulling 
that information throughout the user session. Say 
a provider steps away to get a cup of coffee. The 
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system will automatically lock. When the provider 
steps back into the room, the system recognizes 
that and automatically unlocks. It’s completely 
invisible, entirely effective, and makes complete 
sense — especially because it saves healthcare 
employees so much time. They no longer must 
deal with the challenge of typing their password 15 
times a day, which is a huge issue contributing to 
physician burnout and related challenges. 

As we’re wrapping up the first quarter of 
2020, what are you most excited about?

I’m most excited to take Imprivata into the future 
of digital identity. That’s really the next stage for 
our company. Everything we do today is wrapped 
around a component of digital identity: from 
identity governance to patient identity. And now 
it’s about applying these identities anywhere/
anytime/anyplace. Doctors and nurses are 
increasingly mobile and want their identity to 
follow them around. The challenge is we don’t 
have one thing — like a driver’s license or ATM 
card — that could be considered a valid digital 
identity for use in healthcare. Every patient has 
a few non-trusted digital identities like name, 
address, email, etc. What if every patient entered 
the hospital with a trusted and verified digital 
identity? That would be valuable to both the 
patient and the healthcare organization. A verified 
patient identity is similar to how Imprivata creates 
a trusted physician identity for cloud applications 
and EPCS today, so watch for it in the future. It’s 
an exciting area that continues to evolve.

If your customers were to describe your 
company in three words, what would they 
be?

Our customers would describe our people and 
our company as customer-focused. Our culture 
is that of commitment to customers, innovation 
and excellence. That’s more than three words, 
of course. But my point is, we have a strong 
work ethic and a deep respect for people. We 
strive to build trust with each other, and with our 
customers, and always to gravitate toward the 
bigger picture — trying to solve problems and 
deliver solutions in ways the customer wants. 
We’re nimble. That’s yet another word you might 
use to describe Imprivata. 

What would you consider your greatest 
achievement?

Establishing Imprivata as a self-sustaining, 
profitable company. When I started at Imprivata, 
the company was successful in some areas, but 
still hadn’t turned the corner on profitability. I made 
a promise to the team that we would become a 
self-sustaining business, one our customers could 
rely on, without compromising customer success. 
I’m proud to say that we did so within the first year. 
That milestone was very important. I had previously 
worked at 3Com, which – within my first year-and-
a-half to two years at the company – had a near-
death experience. This was in the early 90s, and 
the company was losing a lot of money. My office 
went from 25 employees down to three, and then 
eventually to two. That lesson taught me to be 
very diligent, very thoughtful, with the decisions 
I make for our people and our customers. This is 
an organization full of people who have families to 
support, so it is extremely important that I apply 
the lessons I learned early in my career about 
sustainability to Imprivata.

What is your favorite quote?

It’s a phrase we’ve all heard before: “Treat others 
like you’d like to be treated”. Although I actually 
have my own, modified version of this expression. 
I like to say, “Treat others in the best possible way, 
and treat them better tomorrow than you did today.”

I think we should be raising the bar all the time in 
how we interact and treat each other. You can’t 
accomplish anything of scale that matters if you 
don’t work as a team. You can’t just direct or 
dictate people to do things — you have to engage 
them, make them true partners in your journey. 
What is your goal? How are you trying to get there? 
What’s the value in getting there? If you can’t 
answer that, then you don’t have alignment. At 
Imprivata, we build common goals so we can make 
sure our customers succeed in delivering health 
care better today than they did yesterday. And even 
better tomorrow, and the day after, and the day 
after that.  

Amy Weiss is editor-in-chief of Workflow 
magazine.



FIVE STEPS TO
STEP UP YOUR VERTICAL 

MARKETING SUCCESS
By  Kevin Craine for Workflow

The opportunities today for resellers, channel partners and service providers 
in the information management space are found across all industry segments. 
No matter which business category or market vertical you focus on, you can bet 
that the fundamental activities of those organizations are reliant on information 
and technology to get the job done. And every company, regardless of size or 
type, must support common functions — like human resources or accounts 
payable — that are both content-driven and info-intense, making the need for 
methodologies and solutions to better manage information a common one for 
every organization.   
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 But VARs and vendors are 
recognizing that it can be 
difficult to succeed if you are 
perceived as a “jack of all 
trades.” While it’s true that 
many of the capabilities and 
opportunities in the information 
management space can be 
applied all to kinds of customers 
and companies, the fact is that 
decision-makers put more trust 
and investment behind suppliers 
that demonstrate expertise and 
understanding related to what 
they do. As a result, if your 
organization is viewed as not 
having this vertically connected 
specialization it can be difficult 
to break through to executive 
decision-makers. 

THE POWER 
OF SPECIALIZATION 

More and more suppliers are 
finding success by specializing 
in one or two vertical markets. 
Customers are looking for a 
trusted expert in their field—
and they’re willing to pay extra 
for it. The Technology Services 
Industry Association conducted 
research in order to understand 
whether companies with a 
vertical marketing approach 
grow faster than those that 
remain horizontal. The results 
were impressive; 67% of 
service providers with a vertical 
approach experienced year-over-
year growth of 21% or greater. 
Conversely, 72% of providers 
with a horizontal marketing 
approach experienced either flat 
or declining sales growth. 

THE VALUE 
OF BEING VERTICAL

A vertically-focused approach 
helps direct product 
development and marketing 

efforts to target new clients, 
build reputation, and increase 
account penetration. As you are 
developing your next strategy, 
consider these benefits of being 
vertical. 

More effective messaging. 
When you specialize in a specific 
vertical you develop a real-
world message about the value 
provided within the nuances of 
the industry and/or the process. 
This can make the difference 
between being regarded as an 
“also-ran” versus an “essential 
contender” in the eyes of 
executives and decision-makers. 
This also results in reality-
based sales versus unrealistic 
expectations come quote time. 

Better brand recognition. 
Becoming a trusted advisor 
in a specific vertical builds 
better brand recognition and 
increases the likelihood that 
you will be included in the 
customer evaluations. Focusing 
your marketing efforts on a 
select number of industries 
and demonstrating industry 
knowledge and understanding 
captures market attention 
and boosts the confidence 
customers and prospects have 
in your organization.

Better use of resources. 
Vertical marketing can make 

your sales team more efficient 
and effective. Rather than 
running down every lead and 
spending time on deals that 
have a low likelihood of success, 
your professionals engage in a 
higher value, higher-odds sales 
process. And it’s more likely that 
customers will return for more. 
Since it costs 6-7 times more to 
sell to a new customer than it 
does to sell again to an existing 
customer, it just makes good 
business sense to use a vertical 
marketing approach.

Developing new services. A 
specialized focus also provides 
the vision necessary to create 
new products and services 
that really drive results. Having 
a deep understanding of an 
industry provides the foundation 
to identify unmet needs and 
solve challenges that market 
participants may not realize they 
have. It helps make your existing 
products appealing to those 
consumers in a specific way.

STEP UP YOUR 
SUCCESS

Vertical selling means tailoring 
your sales, product development 
and marketing efforts to a specific 
industry or sub-industry. How do 

IF YOUR ORGANIZATION IS 
VIEWED AS NOT HAVING 
A VERTICALLY-CONNECTED 
SPECIALIZATION IT CAN 
BE DIFFICULT TO BREAK 
THROUGH TO EXECUTIVE 
DECISION-MAKERS.
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you do it? Consider these five 
important steps.

STEP 1 — 
UNDERSTAND  
THE BUYER’S BUSINESS.  
A true strategic partner 
understands their customer’s 
business nearly as well as the 
customer does. To build this 
understanding requires both 
effort and commitment. One 
place to start might be a review 
of the regulations and compliance 
needs in that particular industry. 
Also assess the company’s 
performance on Wall Street. Try a 
review of related news stories or 
events. Work to gain real business 
insight, not just lip service. 
And always be sure to work to 
understand the fundamental goals 
and objectives of the clients that 
you’re targeting and let that be 
your compass to point the way for 
your efforts. 

STEP 2 — 
SPEAK THE LANGUAGE.  
In any business, and within 
any work process, there is a 
“language” associated with the 
effort. Just as technologists have 
jargon like “IoT” or “Blockchain,” 
customers and process owners 
will have a language of their 
own. Financial analysts might be 
concerned with “float.” Healthcare 
clinicians may focus on “patient 

outcomes.” In shipping and 
logistics it could be all about 
“landed cost.” Whatever the 
case, speak the language by 
understanding these types of 
terms and concepts, and translate 
the value of your solutions and 
services in dialect your customer 
will understand.   

STEP 3 —  
DON’T ASSUME.  
With all the tremendous 
technological capabilities and 
features available today, it’s 
easy to get excited about all the 
possibilities. But it can be a big 
mistake to assume you know 
what customers need. Instead, 
let them tell you. Process owners 
and front-line workers know 
only too well exactly where the 
gaps in process performance 
lie, and often what is needed to 
overcome those gaps. Asking the 
right questions — and listening 
— will either confirm your initial 
impression (great) or uncover new 
opportunities that you had not 
considered or understood before. 

STEP 4 —  
FOCUS ON THE SUCCESS 
OF THE CUSTOMER. 
It can be tempting to focus on 
making the sale and not your 
customer. Can you authentically 
say that you put your customer 
first? Work to understand what 

motivates your buyer. Be clear 
about what their boss and their 
boss’ boss want. How can you 
make your customer a hero? 
By focusing on the success of 
your customer you increase and 
maximize the value of vertical 
marketing in your own success.   

STEP 5 —  
DEVELOP A PROFILE 
OF SUCCESS. 
Now that you’ve refined your 
vertical focus and developed an 
understanding and expertise in 
the specific industry the next 
step is to make all of those 
efforts really work for you. 
Getting the word out about your 
industry focus and expertise 
may require some changes in 
the way that you promote your 
business. For example, rather 
than focus on generalized 
business media and a 
generalized business discussion 
about what you do, consider 
reworking your value proposition 
and marketing message to one 
that is more specific to your 
chosen verticals.  

CAN YOU AUTHENTICALLY SAY THAT YOU 
PUT YOUR CUSTOMER FIRST? WORK TO 
UNDERSTAND WHAT MOTIVATES YOUR BUYER.
BE CLEAR ABOUT WHAT THEIR BOSS 
AND THEIR BOSS’ BOSS WANT.

Kevin Craine is the 
managing director of Craine
Communications Group.
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CONTINUOUS TRANSFORMATION: 
THE KEY TO GROWTH IN UNCERTAIN TIMES

By  Herb Schul, EY

The pace of change today means that businesses have no choice but 
to transform or risk being left behind. How can companies achieve 
this, even during turbulent times?   
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TRANSFORMATION 
TRANSCENDS 
UNCERTAINTY

As we enter 2020, the current eco-
nomic and geopolitical environ-
ment is anything but predictable. 

Even without the threat of a 
slowing of the extended economic 
expansion we have been experi-
encing, many executives feel the 
pressure of a complexity crisis, 
where too much is happening too 
fast. Geopolitics, sociocultural 

change and digitization have all 
changed fundamentally since the 
last recession and are creating a 
complex set of pressures on busi-
nesses today. Lessons from the 
past tell us that business leaders 
must both play it safe and double 
down to protect, optimize and 
grow their businesses. 

The natural tendency of compa-
nies facing uncertain times is to 
focus only on defensive measures. 
However, this is not an effective 
strategy — companies need to 
pair defensive tactics with offen-
sive moves into new markets.

Underestimating the headwinds 
leaves an organization at risk  
of being passed by competitors 
that invest in continuous trans-
formation — both traditional 
rivals and new entrants to the 
market or sector — and are able 
to move quickly without the bag-
gage that weighs down estab-
lished operators. Responding  
to the volatility has never been 
more complicated.

By sitting still and waiting for 
things to return to “normal,” 
companies will emerge from the 
volatile period without the right 
capabilities in new technologies, 
such as artificial intelligence (AI). 
Additionally, they will emerge with-
out the ability required to leverage 
data to implement new business 
processes and create new experi-
ences for their customers. 

Businesses now understand 
they must invest in new experi-
ences and capabilities, wrapped 
around their existing core prod-
ucts. Companies must keep 
innovating and evolving the way 
they offer products, services and 
processes — there’s no longer 
the option to stop, then restart 
and catch up later. Technologies, 
expectations and capabilities are 
changing too fast. The new normal 
is constant change, and the need 
to transform must outweigh the 
uncertainty!

TAKING THE PLUNGE 
WITH DUAL  
TRANSFORMATION

To successfully achieve this, a 
business needs to understand the 
concept of dual transformation. 
There’s no denying that running 
the current state business while 
simultaneously transforming into 
something different can be a very 
hard concept to grasp — espe-
cially if you’re a market leader and 
doing very well. 

Organizations are being asked to 
transform themselves into some-
thing completely different, which 
requires a new business model — 
one that involves not just creating 
the product that was produced in 
the past but also wrapping new 
and innovative services around 
it. By doing this, a business can 
generate large amounts of valuable 
data across the ecosystem from 
the services it offers. That data 
can be leveraged for the future, not 
only for improving the business but 
also for transforming the organi-
zation’s activity plan, anticipating 
stakeholder needs and creating 
new offerings to take to market. 
This will lead to new outcomes, as 
opposed to just making slow and 
steady incremental improvements 
to the current ways of working, as 
well as create value for customers.

One of the biggest issues we find 
when helping organizations with 
transformation is that they struggle 
to learn how to fail fast. A business 
needs to ask, How do I change 
the culture of my company so it’s 
acceptable to try something com-
pletely different than what we’ve 
always done before? 

The answer is to see transforma-
tion and innovation as a process 
— not an invention, but a way of 
working. This includes the culture 
and processes that an organiza-
tion needs to build to successfully 
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develop new capabilities and 
services. A business should focus 
on building the processes and 
workflows that allow it to generate 
new ideas and integrate them into 
the market. 

Instead of seeing innovation as 
an epiphany, transformation should 
be viewed as the constant pro-
cess of leveraging new capabilities 
and data to create new business 
models and processes — multiple 
steps vs. the one mythical “light-
bulb moment.” 

GOING BACK TO 
THE FUTURE

To help our clients achieve trans-
formation, we spend a lot of time 
with them thinking about the 
future and what it looks like for 
their businesses. And we always 
say: don’t just think about what’s 
next but instead consider what 
lies beyond — think about what 
the beyond looks like for your 
sector, your customers and your 
processes.

Our advice is to think of a way 
of doing things completely dif-
ferently from how they are done 
today (e.g., more efficiently or cost 
effectively) to achieve a new set of 
outcomes. After establishing the 
desired outcomes, organizations 
will then need to work backward 
and look for, or develop, a tech-
nology or process that will allow 
those outcomes to be achieved. 
This will likely involve leveraging 
data or a new technology or tools 
and eliminating an old process 
through automation. This ap-
proach is significantly different 
than looking at emerging tech-
nologies as “shiny new objects” 
and wondering how to incorporate 
them in the existing business. 

This is what we like to call a 
“future-back” approach to trans-
formation. Once a business suc-

cessfully gets to this state, then 
it becomes a case of looking at 
what the effects will be on pro-
cesses and workflows and adapt-
ing accordingly.

Linked to this, many organi-
zations are constantly asking 
themselves, How could we do 
something better vs. how do we 
do something differently, for our 
stakeholders, customers, employ-
ees or partners? Once they are 
able to answer this question, then 
it becomes a baseline expecta-
tion. Because of this, a company 
needs to be able to adapt its 
workflows and processes very 
quickly to reflect this new set of 
expectations.

BREAKING DOWN 
TRADITIONAL 
BOUNDARIES

To facilitate this new approach, a 
business must be able to tran-
scend traditional boundaries; 
transformation inevitably leads to 
the breakdown of silos. Addition-
ally, a culture should be developed 
whereby the entire organization 
is committed to work together to 
solve problems and create poten-
tial new outcomes. It can’t be just 
the chief innovation officer or the 
chief digital officer — the whole 
team must drive transformation 
across all components of the 
business to enable this journey. In 
this instance, the process should 
be less about how the business is 
structured and more about what it 
can do.

We’ve talked for years about 
end-to-end processes, and some-
body recently asked, “Don’t we 
talk about end-to-end processes 
anymore?” In fact, we do still talk 
about them all the time! That’s 
how an organization runs, but 
we need to understand that all 
components of that end-to-end vi-

sion must be transforming to one 
single outcome rather than each 
piece or node being optimized 
within its own set of parameters.

Regardless of how a business is 
currently functionally organized, 
the question should be, What are 
the right automations and new 
processes to put in place? Pre-
viously, we needed to organize 
employees into bundled layers, 
functions and groups of people 
with certain skills, such as mar-
keting, finance, supply chain or 
procurement. Now we must ask, 
What is right moving forward?

CROSS-FUNCTIONAL 
SKILLS A REQUISITE

Today, a business needs people 
who have skills that transcend  
the traditional functional groups, 
as the new tools and technologies 
that will be central to transforma-
tion don’t rely on these skills to 
operate effectively (e.g., taking 
customer data and using it to  
do something that would have 
previously been regarded as a 
supply chain process). Transfor-
mational processes, tools and 
data don’t utilize what we consid-
er functional silos. 

The other thing that is very 
different today, and some orga-
nizations inherently do this better 
than others, is recognizing that 
transformation needs to be a 
part of the ecosystem. For exam-
ple, companies will need to use 
cloud providers for a big chunk 
of infrastructure, technology and 
capabilities, which aren’t in their 
core offerings but are required 
for this transformation. There will 
also be a need for skills that aren’t 
necessarily in the existing talent 
pool, so leveraging the ecosystem 
of partners to create new capabil-
ities is necessary to provide new 
outcomes. 
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INCREASED CUSTOMER 
EXPECTATIONS DRIVING 
TRANSFORMATION

A major reason that all this change 
is essential is because customer 
expectations have soared due to the 
way business-to-consumer organi-
zations have transformed themselves 
— the knock-on effect is now driving 
expectations and transformation in 
business-to-business markets. Now, 
we all expect things to be friction-
less and for data to be immediately 
available. There’s been a collapse 
of time and space, for example, to 
need something and to be able to get 
it almost right away, be it next-day 
(even same-day) shipping, or obtain-
ing a vehicle for immediate mobility. 
People now expect this in a busi-
ness-to-business market as well. 

In the future, we may well be lever-
aging emerging technologies so that 
we can print the part we need at the 
point we need it rather than having 
to wait for shipment. This custom-
er-initiated transformation isn’t just 
changing how a business interacts 
with its customers, it also affects how 
the company serves and supplies 
those customers. Inevitably, changes 
will have to be made to supply chains 
and business processes.

This convergence of expecta-
tions is affecting every industry. We 
can see it across different sectors 
as they learn from each other and 
come to grips with the challenges of 
evolving from purely product-orien-
tated models to a true overlap with 
providing new customer-focused 
services. Examples include the auto-
motive industry with vehicle sharing 
and ride services, the value-added 
services that power and utility sec-
tors can offer once plugged in to a 
customer’s network or pharmaceu-
tical companies with personalized 
medicines and products. 

So far, truly consumer-facing  
industries and companies have taken 

the most advantage of the new data 
available to transform their business 
models and offer new services, but 
other sectors and business-to-busi-
ness companies need to learn from 
them fast or, again, risk being left 
behind. 

LEVERAGING DATA  
TO INCREASE VALUE

So, how does a business ensure that 
it meets these raised expectations? 
Better leveraging of data is the most 
obvious and potentially successful 
way. A company should be saying, 
I’m providing this capability, product 
or service through a set of process-
es; what are the other outcomes 
that I can provide given I’m already 
interfacing digitally with my clients 
or customers? This customer-cen-
tric view of the world will be needed 
going forward.

Once a company possesses this 
data, consumers now expect that 
business to use it to provide them 
with better services — a critical 
component of creating new prod-
ucts and experiences. Many organi-
zations have a significant amount of 
customer data but aren’t currently 
leveraging it to create efficiencies in 
processes and to develop tailored 
experiences for their customers. 
With the amount of demographic 
data available today, consumers 
expect that data to be used for per-
sonalization and improved experi-
ences. 

Energy or utility companies are a 
good example of organizations that 
can leverage existing data to im-
prove the services they offers their 
customers. They’re already plugged 
in to customer homes, so they have 
all the data on how customers are 
using the energy, which can be used 
to drive smart homes and provide 
connectivity to other services. Sim-
ilarly, professional sporting venues 
need to provide a complete expe-

rience to event-goers and need to 
focus on how their products are be-
ing used and the complete needs of 
the users at the time of use — food, 
bandwidth, social media, player 
data, etc.

It’s important to remember that 
data doesn’t have to be super 
structured these days. There are 
lots of ways to look at unstructured 
data, such as text discovery and 
document discovery. This data can 
also be used to drive efficiencies, 
automate processes and create al-
gorithms to help with decision-mak-
ing. For instance, businesses can 
achieve this by looking outside their 
own ecosystems and using partners 
to make the data seamless, eliminat-
ing different systems with different 
data pools. A question to ask is, 
How do my employees partner with 
those from another provider and 
work jointly to provide that seamless 
customer journey experience?

THRIVE IN THE  
TRANSFORMATIVE AGE

Crucially though, it can’t just be 
customer initiatives that change the 
way a business interacts with those 
customers and prompt investment in 
the new technologies and processes 
used to improve digital experiences. 
Businesses must seize the moment 
and put the right workflows and 
processes in place to allow inno-
vation to flourish across the whole 
organization. This is what produces 
more innovative and transformational 
thinking.

So now is the time to ask yourself, 
Where will I choose to play it safe, 
and where will I double down?  
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HOW SAAS-BASED ACCOUNTS 
PAYABLE INVOICE AUTOMATION 
IMPROVES THE BOTTOM LINE

By  Wendy St. Clair, Kofax

More than 90% of all invoices worldwide are still processed manually, according 
to the Billentis 2017 E-Invoicing/E-Billing Report. Against this backdrop, 
accounts payable (AP) teams are feeling the squeeze, caught between two 
opposing forces. On one side is the push to maximize performance and reduce 
operational expenses. On the other side are legacy systems and processes that 
stifle efficiency and add costs.   
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Of course, the seemingly simple 
task of processing an invoice is 
actually quite complex, with a 
multi-faceted workflow that presents 
plenty of obstacles for business-
es wishing to streamline their AP 
activities. Even with some steps of 
their AP workflow automated, many 
organizations find that exceptions 
and a plethora of business rules 
necessitate human intervention. 

For example, according to 
PayStream Advisors, 25% of the 
invoices that companies receive 
must be routed for manual approv-
al, while AP teams spend 23% of 
their time entering data manually 
and conducting other inefficient 
processes. Such inefficiencies tend 
to lead to higher costs and create 
significant risks in terms of data 
reliability, agility, processing costs 
and, of course, long payment 
times. 

Further, even those tasks that are 
automated frequently are discon-
nected from other systems in the 
organization, such as ERPs, which 
makes them less efficient.

In other words, the room for 
improvement is huge.

Most AP teams can relate to 
these challenges. After all, they 
often share many of the issues 
that the current state of invoice 
processing presents. Today’s 

businesses are grappling with at 
least one, if not all, of the following 
problems in their AP workflow:  

INVOICES COME FROM 
MULTIPLE SOURCES.  
Invoices come in from a variety 
of channels and in a number of 
different formats – email, paper, 
EDI, XML, fax, or manual entry 
in a form or check request. This 
situation creates multiple 
downstream processes that slow 
processing and increase costs. 

BUSINESS RULES 
FOR APPROVALS 
ARE COMPLICATED. 
Invoices are typically routed through 
some sort of approval process, often 
to multiple business users based on 
complex business rules. As a result, 
approvers feel their workflow is too 
difficult to manage and not user-
friendly. This perception leads to 
delays in approval and keeps users 
away from higher-value business 
activities. 

DATA ENTRY 
IS PAINFULLY MANUAL.  
Most invoice processes still involve 
a lot of manual work. EDI and 
e-invoicing solutions still see low 
adoption, so IT cannot solve this 
problem for the business.

AP PROCESS OWNERS 
HAVE NO VISIBILITY 
INTO PERFORMANCE.  
While most ERPs can typically 
cover basic AP reporting, these 
reports cannot include true 
process or performance analytics.  
Therefore, while the business 
can measure historic financial 
positions, they cannot glean true 
insight from the AP process.

Thus, for organizations that 
haven’t fully automated invoice 
processing, the pain of grappling 
with legacy systems while trying 
to meet ever-shifting expectations 
can be summed up in five areas 
– inferior data integrity, increased 
cost, reduced agility, lengthened 
invoice processing cycles and 
dependence on IT specialists. 

These challenges indicate an ob-
vious need for automation. But au-
tomating portions of the process 
is clearly not enough. To minimize 
costs and maximize efficiency, 
AP needs to adopt appropriate 
technology to stay current and 
competitive. As Aberdeen Group 
points out, “To streamline AP 
workflows and the procure-to-pay 
supply chain, to achieve better, 
faster outcomes, and to empow-
er both payers and suppliers, AP 
needs next-generation invoice 
automation.”

ACCORDING TO PAYSTREAM ADVISORS, 
25% OF THE INVOICES THAT COMPANIES 
RECEIVE MUST BE ROUTED FOR MANUAL 
APPROVAL, WHILE AP TEAMS SPEND 23% OF 
THEIR TIME ENTERING DATA MANUALLY AND 
CONDUCTING OTHER INEFFICIENT PROCESSES. 
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WHY AP INTELLIGENT 
AUTOMATION IS 
A NO BRAINER

The most promising solution for re-
solving problem areas is to deploy 
a Software-as-a-Service-based 
Accounts Payable Invoice Auto-
mation solution (APIA). With APIA 
and SaaS, AP teams can improve 
accuracy, reduce or eliminate man-
ual handling, and improve com-
munications among systems with 
intelligent AP automation. 

Further, SaaS offers a unique 
set of benefits that puts it ahead 
of other approaches for invoicing 
automation. Here’s how it directly 
addresses the specific challenges 
for AP and finance teams in the 
five key areas mentioned earlier: 

SUPERIOR DATA INTEGRITY. 
With SaaS, all users access the 
same version of the truth, even 
across multiple regions and sites. 
Discrepancies are reduced, and 
invoices are much less likely to get 
lost or mishandled. 

REDUCED COST.  
Automating AP invoicing reduces 
cost-per-invoice, and when 
implementing a SaaS-based 
solution, there isn’t a need to 
invest in hardware or software. 
Physical storage costs are 
reduced because invoices are 

handled electronically instead 
of manually. SaaS solutions that 
implement multi-tenant technology 
pass on the savings of their secure 
resource, efficient architecture to 
customers. 

INCREASED AGILITY.  
SaaS is quick to deploy and 
effortless to update. AP invoice 
automation can be deployed in 
as little as a few hours. Software 
stays up-to-date with the 
latest security and functionality 
enhancements. Upgrades and 
enhancements are provided in 
near real-time, assuring currency 
and security.

SHORTENED CYCLE TIMES. 
With much of the traditional 
workflow now automated and 
deployed via SaaS, processes 
are tightened, and visibility and 
accountability are increased. 
Invoice cycle times are significantly 
reduced, avoiding penalties and 
maximizing the opportunity to 
capture vendor discounts. 

IT SPECIALIST INDEPENDENT. 
Your reliance on IT will be minimal 
because SaaS offers a self-service 
interface that doesn’t require 
IT specialists to implement and 
maintain. The team always has 
access to the latest build of the 
software, from any internet-
connected device. 

What should be clear from this 
list is that when it comes to AP 
invoicing, more automation is 
better. In fact, it’s a no brainer. 
With a SaaS-based approach, 
businesses cut processing times, 
lower cost-per-invoice and can 
take advantage of early-payer 
discounts – all of which are 
significant improvements over 
the current state of invoice 
processing.

TAKING THE 
NEXT STEPS TO 
INTELLIGENT 
AP AUTOMATION

No matter how attractive, many 
AP and finance teams will find 
the idea of transforming such a 
complex process and implement-
ing a SaaS-based APIA daunting 
– at least at first. But there’s a 
clear path that enterprises can 
follow to increase success rates 
and ROI.

DEFINE GOALS 
AND OBJECTIVES.  
Decide whether you plan 
to implement intelligent AP 
automation across the enterprise 
or if it’s smarter to deploy on a 
smaller scale initially. Agree on a 
desirable and realistic timeline for 
deployment. 

WITH SAAS, ALL USERS ACCESS THE SAME 
VERSION OF THE TRUTH, EVEN ACROSS 
MULTIPLE REGIONS AND SITES. DISCREPANCIES 
ARE REDUCED, AND INVOICES ARE MUCH LESS 
LIKELY TO GET LOST OR MISHANDLED. 
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Wendy St. Clair is a senior 
product manager for Kofax.

INCLUDE KEY 
STAKEHOLDERS.  
It’s important to involve the right 
people from the start to make sure 
the solution is successful. Be sure 
to engage individuals from across 
the AP and finance teams, as well 
as procurement and IT. They will all 
have valuable information to include 
in defining the requirements for 
success. 

BUILD A BUSINESS CASE. 
Use the information from key 
stakeholders to build a solid 
business case for intelligent AP 
automation. Identify performance 
metrics that’ll be used to track and 
measure success. 

ASSESS THE CURRENT 
SITUATION.  
Evaluate current invoice and 
workflow capabilities such as 
invoice cycle time and the quality 
of data capture. This data will help 
identify which areas to focus on first 
and will provide a baseline against 
which success will be measured. 

SELECT THE BEST 
SOLUTION.  
When evaluating vendors, look 
for someone with experience in 
deploying successful AP solutions 

across a range of organizations 
and a proven track record working 
with all major ERP and financial 
systems. The vendor should also 
provide customized solutions with 
powerful features. Other factors 
to consider include the Total Cost 
of Ownership (TCO), accuracy 
of data capture, capture formats 
supported, ease of use, licensing 
and supported languages and 
currencies. 

7 QUESTIONS 
TO HELP COMPARE 
SAAS-BASED APIA 

When comparing SaaS-based APIA 
solutions, AP and finance teams 
should ask several key questions in 
order to make an informed deci-
sion. These include:

•  Will the solution improve process-
ing times with GL coding and two- 
and three-way invoice matching?

•  Does it include built-in OCR tech-
nology and online learning to cap-
ture, extract and transform data? 

•  Does the solution have the capa-
bility to scale — including for multi-

site, distributed organizations? 
•  Does the vendor provide localiza-
tion capabilities, supporting multi-
ple languages? 

•  Will the vendor provide your or-
ganization with a dedicated support 
team, 24/7? 

•  Will the vendor deliver updates 
and innovations quickly and auto-
matically? 

•  Does the solution support any 
ERP, with certifications for Microsoft 
Dynamics 365 Business Central 
and Oracle NetSuite?

There’s so much room for im-
provement in AP invoice processing 
that the argument for intelligent AP 
automation is an easy one to make. 
With SaaS-based APIA, AP and fi-
nance teams will benefit from higher 
efficiencies, faster processing times 
and deeper insights, allowing them 
to be more competitive and work 
like tomorrow – today.   

GET YOUR
INFORMATION
FASTER AT
www.WORKFLOWOTG.com
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By  Noelle Kull for Workflow

When your charge is streamlining operations for a segment so large that it 
touches everything from Main Street fiscal management to the integrity of global 
capital markets, the stakes are certainly high.  When your list of considerations 
spans Dodd-Frank legislation, money laundering mitigation and the lightspeed 
pace of fintech innovation, the space is also anything but boring.   

THE WORKFLOW HORIZON 
FOR THE FINANCIAL SECTOR
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Three frontline thought leaders 
serving the finance sector 
from the investment banking, 
management consulting, and 
IT services perspectives share 
their sage workflow insights and 
predictions for the coming year 
here as a roadmap for tomorrow’s 
management success.

THE POWER 
OF INFLUENCE

So what key factors are having 
the largest directional influence 
on workflow in the finance realm? 
Our experts paint a picture of 
warp speed institutional change, 

growing demand for accelerated 
productivity, and substantial 
investments in regulatory 
compliance.

Focused on workflow, case 
management, artificial intelligence 
(AI) and robotic automation 
solutions at KeyMark, Chief 
Expectation Officer Jim Wanner 
sees two key things impacting the 
sector. Speaking to the consumer 
and commercial retail banking 
industry, Wanner says, “In recent 
years, there has been a significant 
focus shift from meeting legislative 
and reporting mandates to 
improving institutional productivity 
and the end user experience.” 

He explains, “The linchpins of 
an enhanced user experience 
and institutional productivity are 
systems speed and accuracy. Both 
streamlined mobile application 
interaction for end users and 
the ability to handle back-office 
transaction exceptions are vital 
requirements in the sector today.”

Silicon Valley Accountants CEO 
Gabriel Zubizarreta points to the 
accelerating rate of change in 
business as the key influencer 
of workflow management today.  
“Mastering the balance between 
the perpetual climate of change 
in business that isn’t going away 
anytime soon and the need for 
financial reporting accuracy is 
really the headline. In the world of 
accounting, financial exceptions 
require ad-hoc human intervention. 
During the accounting close 
cycle, a medium-sized public 
company pushes more than a 
thousand spreadsheets, and I see 
the remnants of everything that 
doesn’t work here. It’s a significant 
collection of exceptions flowing 
down the sink trap that ranges 
from new contracts and inventory 
adjustments to AP issues and 
mergers requiring complete financial 
statements, and usually requires 
changes that need to be fixed within 
days.”
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He explains, “Most companies in 
business today demand incredibly 
agile means to keep pace with this 
rate of change, but recoil at the 
thought of ad hoc spreadsheets 
and analysis. The reality is that in 
order to move mountains we must 
be nimble and innovative, not reliant 
on monolithic enterprise systems 
when we’re merging with another 
company tomorrow. The dichotomy 
between these two approaches is a 
world apart.” 

According to Asif Iqbal, principal 
business analysis consultant at BNY 
Mellon in London, there has been 
substantial impact in recent years 
on global finance workflow owing 
to both regulatory developments 
and sheer market growth. From the 
front office technology perspective 
of a global investment firm, he 
shares, “For nearly the last 20 years, 
the electronic trading world has 
increased in size each year. Within 
that time there have also been a 
lot of changes around regulation, 
control and compliance. By default, 
the process flow for things like trade 
bookings have led to substantial 
institutional investments in analysis 
and enhancement.” 

Highlighting the magnitude of 
that regulatory impact for global 
investment firms, he explains, 
“In the past, regulation wasn’t a 
standalone piece of the workflow 
pipeline. Today, whenever a new 
financial product is introduced, 
most banks must deploy an entire 
regulatory team to ensure it’s 

compliant. As you can imagine, the 
regulatory space is quite an active 
market for hiring in the wake of this 
change, with activities oversight 
spanning everything from trade 
booking and data management 
to discrete trading algorithms to 
trading desk functions. In the end, 
it’s had quite a huge effect on 
financial institutions.”

TOMORROW’S GAME 
CHANGERS 

So what solutions are best 
positioned to respond to these 
leading market influences in the 
coming year? Our front line predicts 
a lineup that must toe the exacting 
regulatory line, boost productivity, 
accelerate innovation, and all but 
eradicate human error.

EXCEPTION FOCUSED 
WORKFLOWS

Driven by the resounding need for 
both productivity and accuracy, 
Wanner predicts a significant 
departure from convention in 
workflow delegation from an IT 
perspective. “Within the next five 
to 10 years, I believe there will be 
two chief criteria for delineating 
finance sector workflow: what 
can be automated, and what 
can only be accomplished with 
a human. Mundane tasks will 
be relegated to an RPA-fueled 

‘digital workforce’ that automates 
predictable and routine processes, 
with manual workflows focused 
solely on complex financial 
exceptions assigned to highly skilled 
individuals.” 

He foresees a future of finance 
professionals operating alongside 
digital workers that handle routine 
tasks, delegating anomalous 
occurrences to them via clean 
and easy-to-use electronic case 
management system interfaces 
powered entirely by workflow 
engines. “There is a real opportunity 
right now for RPA to drive processes 
linked to a digital workforce. I think 
the reality is that there will be an 
implementation ramp-up here, and 
the lion’s share of the workflows 
reserved for human brainpower 
will be focused on the exceptions 
alone.” 

SYSTEMS INTEGRATION  

“Few organizations are thinking far 
enough ahead about meaningful 
systems integration, but utilizing 
today’s standalone technologies 
within single-source solutions is 
really the leading opportunity for 
workflow in the finance space,” 
reports Wanner. “To be successful, 
integration at three levels is 
necessary. First, low-level optical 
character recognition (OCR) 
capability that can accurately 
read information; second, case 
management systems driven 

DRIVEN BY THE RESOUNDING NEED FOR BOTH 
PRODUCTIVITY AND ACCURACY, WANNER 
PREDICTS A SIGNIFICANT DEPARTURE FROM 
CONVENTION IN WORKFLOW DELEGATION 
FROM AN IT PERSPECTIVE. 
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Noelle Kull is principal of 
strategic communications 
consultancy KCI.

by workflow technologies; and 
third, a rules engine fueled by 
robotic process automation (RPA) 
technology to ensure you’re digitally 
automating mundane tasks.” 

Take mortgage solutions for an 
example of this integration. The 
Quicken Loans-powered Rocket 
Mortgage app is a prime example 
of a workflow solution leveraging 
the smart integration of these three 
readily available technology engines 
to create a single interface. This 
powerful interface automatically 
shares applicant data with 
multiple lenders, creates financing 
customization based on applicant’s 
financial profile, and offers full loan 
management beyond the mortgage 
closing. Integration of these 
standalone technologies ensures 
not only accuracy, but profitability 
in the form of next-level customer 
interaction that drives business 
growth. There’s no question that 
greater acceptance and adoption 
of these integrated technologies will 
create a win-win situation for both 
end users and institutions.

PROCESS OPTIMIZATION

Zubizarreta says there is no magic 
bullet for finance sector workflow. 
He believes the winning formula of 
the future is strategically leveraging 
human capital and existing in-house 
technologies.

“The ingredients for successful 
workflow optimization are 
people, processes, systems, and 
people,” he shares. “Everything 
begins and ends with your 
people. They are the foundation 
of all process improvement and 
system adaptation. It’s not about 
onboarding a shiny new system, 
but optimizing existing processes 
and fully leveraging the technology 
you have. People are the most 
important workflow asset, and 
while most companies believe in 
training, the same proportion don’t 

actually deploy it. Simply taking 
existing back-office processes, and 
educating the staff in lean, agile 
methodologies for their continual 
refinement improvement can lead 
to monumental improvements in 
efficiency.”

From a technology perspective, 
he adds, “Just as the world can’t 
get to a single language or currency, 
there isn’t just one solution, but a 
mosaic of solutions based on unique 
business challenges, changes and 
objectives. Many people start with 
enterprise resource planning (ERP) 
software and build off that, but that’s 
backward,” he cautions. “Your back 
office doesn’t drive revenue or win 
new business. No one is saying 
‘I want to do business with that 
company because their accounting 
department is the best in the land.’ 
Better to focus on what touches 
your customers directly and drives 
innovation — and leverage that 
from a customer revenue growth 
perspective.”

He also notes that opportunities 
abound to fully leverage existing 
investments that are already 
installed internally. Speaking from 
years of front-line experience 
observing companies leverage 
technology, he shares, “The other 
germane consideration is that no 
one can confidently say they’re 
fully leveraging the technology 
solutions they’ve already onboarded. 
Relative to their larger goals, most 
companies utilize just 50 to 60% of 
their current systems’ functionality 
and benefits.” 

PROPRIETARY 
TECHNOLOGY 
DEVELOPMENT 

Iqbal predicts a tsunami of fintech 
innovation in the short term, 
responding directly to present-day 
workflow needs.  “In my view, there 
will be more technology-based 

solutions in the future, validating 
data points, automating manual 
data quality checks with algorithms 
that detect and track anomalous 
patterns in trades and stored data 
for human investigation. Anyone 
who has worked in the financial 
industry over the past three years 
has seen the massive volume of new 
technology being developed – from 
AI-fueled trading algorithms to R3 
LLC-developed blockchain. That 
said, there’s still a lot of opportunity 
right now for innovation, as large 
financial institutions race to invest in 
fintech startups to see where they’ll 
end up.” 

He adds, “A whole different 
dimension exists beyond workflow 
efficiencies alone. Big banks want 
to be part of that innovation, ahead 
of the curve and first to market with 
the next Uber. There’s no shortage 
of pilot technology in the market 
right now pointing to that. Linked 
to more robust banking security 
and streamlined process workflow 
for financial institutions, at least 
one Tier 1 global bank is looking 
at face recognition technology 
already being leveraged in China 
for its consumer banking arm.  But 
institutions aren’t stopping there. 
Many are also going beyond the 
fintech startup landscape and 
building their internal technology 
bench to develop proprietary 
technology in-house. Earlier this 
year, Citi announced it’s hiring 2,500 
new programmers to begin building 
its own financial technology, 
as an inroad to leveraging that 
opportunity.” 

While all of our thought leaders 
vary in their workflow forecasting 
purviews, all would agree – the 
future will be anything but dull for the 
segment.   
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MEETING HEALTHCARE NEEDS 
WITH AI AND BUSINESS 
PROCESS MANAGEMENT 

By  Zorana Bogicevicc-Loncar, Therefore

Back in 2013, the BBC reported that nurses were not able to spend as much 
time with patients due to the increasing amount of paperwork required of 
them. It was estimated that one-sixth of the working week was dedicated to 
non-essential tasks such as filing, photocopying and ordering supplies.   
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It is not uncommon for a patient 
to show up for a medical appoint-
ment and be met with delays and 
paperwork issues, or a situation 
where a new doctor doesn’t have 
their full medical history. As frus-
trating as it is, behind the scenes 
there is a lot more going on than 
we are aware of. 

Each industry has a set of 
processes. The control of these 
systems is known as business 
process management (BPM), 
and more often than not, each 
process requires a staggering 
amount of paperwork. The health-
care system is a clear example of 
how many processes are becom-
ing digitalized, but there is a long 
way to go. Figure 1 represents 
some of the key business pro-
cesses that are present in the 
healthcare industry.

Each business process has to 
be managed. This requires anal-
ysis, measurement, optimization 
and improvement. Today, part of 
BPM is to automate as much as 
possible in order for the process 
to run more smoothly.

A CLOSER LOOK AT 
HEALTHCARE BPM

Let’s take a closer look at some 
of the business processes within 
the healthcare industry to get a 
better picture of the breadth of 
information these organizations 
must juggle:

• Emergency room operations. 
As soon as a patient enters the 
ER, they have to be registered 
and admitted. Depending on cir-
cumstances, it may not be pos-
sible to get a complete history 
of each patient; gaps will be left 
to be completed later on. Then 
there is a need to track the ER 
doctors, specialists, medications 
used, etc. Each stage must be 
carefully documented so that the 
data can be quickly and accu-
rately used in the next stage. 

• Drug supply.  
This is one of the most complex 
tasks in a hospital, requiring a 
lot of paperwork to be done on 
every type of medication a med-
ical center could require. The 
record-keeping must contain 
what is in stock, what is used 
daily and what is needed. Not 
only this, but the records must 
be accessible to a number of 
staff members.

Transfers to
Other Hospitals

Bed
Management

Emergency Room
Operations

Infection
Control

Medication

Patient Flow Drug Supply

Documentation

Admission

HEALTHCARE
BPM

FIGURE 1
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• Infection control.  
As the recent outbreak of corona-
virus has made clear, this process 
leaves no room for error. Any 
mistake could lead to an infect-
ed person being in contact with 
non-infected persons, and inevita-
bly the situation becomes worse.

Thanks to modern technology, 
many of these processes have 
now been digitalized or automat-
ed. But there is still a lot more to 
be done to get the most out of our 
data, and AI is the way forward.

DOCUMENT  
MANAGEMENT AND ECM: 
CONVERTING PAPER  
TO DIGITAL

Whether we like it or not, health-
care is a business, and it needs 
to be optimized with the end goal 
of making a profit. This profit is 
essential for improving the sys-
tems and services in place as well 
as making sure clients, or in this 
case, patients, are receiving the 
best possible care. 

To increase the chances of 
healthcare being a successful 
industry, it is crucial that business 
process management is in place 
and using the most up-to-date 
tools to maximize efficiency. One 
of the key methods for this is to 
introduce artificial intelligence (AI). 

Gradually, as more informa-
tion gets stored onto computers 
we are seeing less paperwork, 
but regardless of the industry, it 
is essential to have an effective 
system or systems to manage the 
digital information. This is where 
document management (DM) and 
electronic content management 
(ECM) come into place. These two 
systems will work in conjunction 
with BPM so that each and every 
aspect of healthcare can be accu-
rate and systematic.

WHAT IS DOCUMENT 
MANAGEMENT?

This is a computer system that 
will store, manage and track 
documents. As the name implies, 
it is used for items like Word 
documents and PDFs. How can 
a good document management 
system help with a patient’s  
medical history?

• Check-in/check-out/locking: 
Nobody is able to overwrite  
another person’s version; one 
doctor can’t just erase the work  
of another.

• Version control:  
Allows people to see previous 
versions; doctors will be able to 
see other versions of a patient’s 
past medical history.

• Audit trail:  
Each edited version can be 
reconstructed to see who has 
edited what; one doctor will be 
able to see if another doctor 
previously prescribed a certain 
medication.

• Enhanced security  
and access control:  
A patient’s medical history can 
contain an array of personal infor-
mation that cannot be accessed 
by simply anyone. 

Using the example of medical 
histories, you can imagine how 
the old clipboard and doctor’s 
notes can be replaced by a tab-
let that contains absolutely every 
piece of information related to a 
patient. There will be no need to 
send nurses, students or admin-
istrators on a paper trail hunt 
when something is missing, no 
photocopies have to be made 
for specialist physicians, and 
more importantly, human error is 
greatly reduced.

WHAT IS  
ELECTRONIC  
CONTENT  
MANAGEMENT? 

ECM is, in a way, very similar 
to DM. It is a computer system 
that will store, manage and 
track information. However, 
rather than documents, an ECM 
is aimed at controlling web con-
tent, images, audio files, videos, 
graphics and emails. 

ECM takes organization to a 
whole new level. Not only will it 
save time, but it will also reduce 
costs and risks while increasing 
productivity. When a medical 
facility installs an ECM, time will 
be given back to practitioners 
so they can spend it with their 
patients, and the end result is 
improved patient care on every 
level.

Although DM and ECM are 
both marvelous concepts, they 
bring fresh new problems, and 
not just within the healthcare 
industry. While entire rooms 
may no longer be needed just 
to store paperwork and filing 
cabinets, there is still a massive 
amount of digital data, and  
this has to be organized and 
managed.

If we take a step back from 
the healthcare industry and 
consider all business indus-
tries, imagine just how much 
data is gathered and stored on 
our computers. The data must 
be saved in a way that is easily 
accessible to multiple teams or 
even departments. Most impor-
tantly, the data must be sorted 
into unstructured or structured 
formats. Essentially, the user 
needs to be able to extract in-
sights from the data in order to 
make informed business deci-
sions. This is where AI plays  
its part. 
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Zorana Bogicevic-Loncar 
is head of the global pre-
sales engineering team at 
Therefore Corporation GmbH

AI’S PLACE IN TODAY’S 
HEALTHCARE INDUSTRY

It is a common misconception 
that AI is bleeding edge 
technology. As with all 
technology, the advances we 
are seeing are incredible, but 
the first mention of AI dates 
back to the 1950s. It is really 
over the last decade, however, 
that AI has made its way 
into the healthcare industry, 
particularly in diagnostic 
imaging. Some common uses of 
AI in healthcare include:

Radiology: 
AI is able to detect tiny changes 
that the naked eye would miss.

Disease diagnosis: 
Diabetes and cardiovascular 
disease are just two conditions 
that are more accurately 
diagnosed thanks to AI.

Telehealth: 
Wearable devices report the 
patient’s activity and symptoms 
directly to the physician.

Creation of new drugs: 
One noteworthy example is 
DSP-1181, a drug used for OCD 
that was invented by AI.

Digital consultant apps: 
Apps used to compare a patient’s 
medical history and symptoms 
against a database of illnesses.

HOW CAN AI BE USED 
ALONGSIDE DM 
AND ECM?

We’ve established that DM 
and ECM are digital systems 
that collect data and also 
sort and manage existing 
data. In terms of healthcare, 

this will encompass all of the 
information related to business 
process management, from 
the number of free beds to the 
supply of painkillers. 

But there is still an enormous 
job of extracting useful 
information from the data. 
Many organizations find it hard 
to turn unstructured data into 
structured, meaning that they 
are able to collect it but then 
basically don’t know what to do 
with it. 

AI is incredibly sophisticated 
software that is capable of 
reading documents, analyzing 
the content and classifying it 
accordingly. AI can be used 
alongside DM and ECM, so 
it can extract meaningful 
information from documents, 
emails, images and other 
electronic content and decide 
what is relevant and what is not.

Metadata is known as 
“information about information.” 
It is how AI takes all the 
information from a system 
and, by reading the content, 
can search for relationships 
between documents based 
on people, objects, logos and 
speech to text. In the past, 
information searches had to 
be based on a limited number 
of fields, perhaps the client’s 
name or a reference number. 
With metadata, additional 
fields can be added more 
easily, more data can be stored 
and relevant information can 
be found by searching the 
content you are specifically 
looking for. For example,  you 
could run a search based on 
the side effects of medicine 
within an age group or the bed 
occupancy per department. The 
list of possibilities is endless.

What’s more important, the 
use of an AI framework further 
improves the organization 
of data. Studies show that 

a great deal of the data we 
gather is redundant or trivial. AI 
frameworks function in layers, 
so it is possible to identify the 
“useless” information and either 
eliminate it or apply low-touch 
policies to make processes 
even more efficient.

IN CONCLUSION

Imagine having the ability to 
scan an image of a prescription 
drug and immediately receive 
the correct dosage information, 
the side effects, who the 
medication is suitable for, 
the statistics based on its 
performance, how much of 
this medication is available in 
stock — all on your smartphone 
in an instant, without having to 
search through internet sites to 
get all this specific information. 

The advantages of AI are clear 
across all industries, not only 
healthcare:

• Reduced costs

• Improved data quality

• Faster business processes

• Fewer compliance risks

There isn’t an organization in 
the world that wouldn’t want to 
make the most of one or even 
all of the above mentioned. For 
the healthcare industry, it is 
even more fundamental since AI 
can help save lives.  
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