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THIS YEAR 
MARKS 10 
years since we 
launched Work-
flow. Ten years 
since someone 
(coughPatri-
ciaAmescough) 
had the idea 
for a publica-
tion focusing on 
business pro-

cess optimization and the tools that 
made it possible. Ten years since a 
lot of people in the office technol-
ogy industry said, “What does that 
even mean, workflow?”

For fun, I took a look back at the 
June 2013 issue of Workflow to see 
what the answer to that question 
was, and what was revolutionary at 
the time. 

One thing that strikes me is the 
many mentions of how mobile 
devices would impact the future 
of the workforce. To put things 
into context, we were only on the 
fourth-generation iPad at the time. 
There was no Air, no Pro, and the 
Mini had been launched just a few 
months before. Likewise, Sam-
sung’s Galaxy tablets and Kindle 
Fires were just a year or two old, 
and a March 2013 Pew Research 
survey showed one-third of Ameri-
cans owned tablets, compared to 
one-half today. The problem was 
not just quantity, though, it was 
quality. For anyone who remembers 
what it was like to try to be produc-
tive on those early devices, here’s 
a refresher from a 2013 article: 
“… few can really say that today’s 
mobile workflow experience is 
just as productive and effective 
as its PC-based counterpart. Just 
accessing documents from your 
smartphone or tablet device can be 
a very difficult and time-consuming 

experience. File-format prob-
lems and compatibility issues are 
prevalent, especially when dealing 
with any document format other 
than PDF. When you involve more 
complicated workflows moving 
across multiple applications and 
platforms, the challenges increase 
exponentially.”

Key to improved mobile work-
flows was the cloud. “The cloud will 
change the face of workflow in sev-
eral ways,” said another article from 
that first issue, noting it would give 
organizations a feasible way to use 
technology that they hadn’t had 
access to before due to cost, com-
plexity or lack of IT resources (hello 
SaaS). We theorized that could lead 
to global virtual teams, as work-
flow systems became increasingly 
cloud-based. And beyond that, “it’s 
going to enhance the security… 
In the long run, it’ll be much more 
secure than physically housing your 
data in an on-site server environ-
ment. The cloud (will) be the future. 
Everything will be stored and really 
processed (there), and the options 
and ideas will be unlimited, practi-
cally, as to what the capability will 
be. Right now, we’re just really 
scratching the surface, I think.” 

Well that much was certainly true. 
While our experts certainly didn’t 
foresee the COVID-19 pandemic 
and its fast-track effect on every-
thing from cloud adoption to global 
virtual teams, they did see the ben-
efits those things could offer. 

I’m not going to say Workflow 
magazine was revolutionary (even 
though it may have been), but it 
was certainly ahead of its time. I 
hope the insights in this issue re-
main as useful in another 10 years.

EDITOR’S LETTER
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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
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STRATEGIES 
FOR MAXIMIZING 

INSURANCE BUSINESS 
PROCESS WORKFLOWS

By  Ken Neal, Canon Business Process Services

Change is second nature to the insurance industry. One reason is that the 
core mission for many insurers includes protecting businesses, families and 
individuals against threats and risks. To accomplish these objectives, insurers 
must continually respond to new conditions. Business agility and speed are 
essential, which is why the need to embrace successful digital transformation 
has become increasingly urgent.

Two years into a global pandemic, that need is greater than ever. In fact, the 
digital imperative has only grown throughout the pandemic. Not only have 
insurers faced disruptions to traditional operating models, but also their 
customers’ expectations have shifted, placing a premium on seamless digital 
technology and experiences.   
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The industry is seizing 
the opportunity for change. 
A recent KPMG survey of 
insurance CEOs revealed that 
85% of organizations have 
accelerated the digitization of 
their operations and their pivot 
to next-generation business 
models as a result of the 
pandemic. Nearly 80% report 
that improving customer 
experiences is a core pillar of 
their transformation journey.

To make the most of this 
moment of acceleration, 
insurance companies must 
have a comprehensive, 
holistic digital roadmap that 

includes new technologies 
and optimized workflows. 
By focusing on connecting 
and optimizing all of the links 
in the insurance services 
value chain, they can achieve 
meaningful transformation at 
scale.

For example, insurers can 
transform distribution and 
service by creating self-
service and digital platforms; 
streamline underwriting with 
automated data ingestion, 
streamlined workflows, 
artificial intelligence (AI) 
and predictive analytics; 
and re-engineer the claims 

process by leveraging 
innovative underwriting and 
claims platforms to enhance 
competitiveness and drive 
revenue. Let’s take a look at 
how insurance organizations 
can respond to the digital 
imperative and make the most 
of the opportunities it offers.

RESPONDING TO  
PARADIGM SHIFTS

It’s not always easy to 
respond to paradigm shifts, 
but there are massive 
opportunities for insurance 
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companies that can 
successfully keep up with 
the lightning pace of change. 
Insurers that are leading the 
way in digital transformation 
follow four strategies that 
allow them to maximize their 
business process workflows 
and ultimately, out-perform 
their competitors with speed 
and at scale:

1. Create a holistic 
digital roadmap. Digital 
transformation isn’t just 
about your technology 
stack. It touches every 
part of your business, 
but many organizations 
stumble when it comes to 
creating a comprehensive 
digital strategy. If you tackle 
transformation bit by bit 
rather than holistically, you 
risk misalignment across 
units, siloed data that delays 
action, costly redundancies 
and insufficient speed. Build 
a digital roadmap that keeps 
your organizational focus on 
shared goals and gives you 
the flexibility to adapt to new 
circumstances.

2. Focus on innovation.  
Insurers understand the need 
to innovate, but it can be 
challenging to understand 
which investments have 
the biggest impact for 
stakeholders. The right 

innovation plan will allow 
you to tackle low-hanging 
fruit for immediate returns 
while also obtaining buy-
in and momentum for your 
larger digital strategy. You 
can apply automation, AI 
and machine learning (ML) 
capabilities in labor-intensive 
areas like claims and contact 
centers, while digitizing your 
document management to 
liberate your talent to focus 
on revenue-driving activities. 
Document digitization can 
also increase the quality 
and availability of actionable 
data that can lead to further 
innovations in process or 
product offerings.

3. Begin with a 
process audit. Silos 
and inefficiencies create 
huge friction points for 
transforming businesses. In 
insurance, that often means 
a reliance on manual or 
redundant processes and 
paper documentation, both 
of which can create hang-
ups in your workflows. These 
blind spots can often go 
overlooked, so it’s beneficial 
to begin your transformation 
with a process audit across 
your ecosystem to identify 
key opportunities and 
solutions that can optimize 
your environment and solve 
the biggest problems first.

4. Leverage the right 
partner. Leading insurance 
companies draw on decades 
of institutional know-how to 
deliver the best services to 
their customers and grow 
their business. But most 
are not experts in delivering 
technology at scale or 
conducting a comprehensive 
audit of enterprise-wide 
processes. Finding the right 
managed services partner 
allows you to evolve more 
rapidly than you could 
alone. The right partner 
will have expertise in the 
insurance industry so they 
can accurately evaluate your 
digital transformation needs. 
Armed with this knowledge, 
they can supplement your 
technology capability, help 
you reinvent processes and 
workflows, and provide you 
with the operational flexibility 
of in-sourced, outsourced or 
offshore models.

CONSIDER THE BENEFITS 
OF INTELLIGENT  
AUTOMATION

Manual document processing 
workflow is a significant 
bottleneck for insurance 
organizations. By deploying 
what I refer to as an intelligent 
automation solution, insurers 

BUILD A DIGITAL ROADMAP THAT KEEPS 
YOUR ORGANIZATIONAL FOCUS ON SHARED 
GOALS AND GIVES YOU THE FLEXIBILITY  
TO ADAPT TO NEW CIRCUMSTANCES.
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can automate many aspects 
of claims processing, first 
notice of loss, new business 
processing, and change 
processing to streamline these 
efforts and save money.

For example, insurance 
organizations can use 
automation to implement 
a document management 
solution that will tackle 
their challenges holistically, 
optimize workflows across 
the business, create greater 
efficiencies and build a 
springboard for future 
innovations. Intelligent 
automation features that are 
especially useful for insurance 
companies include:

· Automated classification 
and extraction. Automated 
classification and extraction 
engines use ML-generated 
rules to recognize forms or 
consistent content, and then 
key into data for extraction. 
As they do so, they validate 
the confidence of that data via 
database matching — before 
any human intervention is 
required.

· Robotic process 
automation. Digital systems 
often use robotic process 
automation (RPA) to automate 
rote or repetitive tasks across 
the business. This can have a 
huge impact on the insurer’s 

claims processing, enabling 
the automation of forms with 
extremely high accuracy, 
mitigating the risk of human 
error and integrating data 
seamlessly across systems.

· Workflow management. 
Automation helps insurers 
achieve greater visibility 
into workflows and reduce 
friction across business units. 
Some solutions can integrate 
disparate workflows into a 
single platform, which gives 
decision-makers a unified 
view and can lead to greater 
transparency through shared 
reporting and governance.

· Forms implementation. 
Modern automation solutions 
allow insurers to receive and 
process claims automatically 
across multiple devices 
such as tablets, phones or 
laptops. This means that their 
customers can work with 
them when and how they 
prefer — and  
it helps the insurer deliver  
the superior experience  
customers expect.

· Integrated human-
machine workforce 
management. By combining 
the data gathered through 
classification, extraction, RPA 
and workflow management, a 
robust automation suite can 

evaluate the key performance 
indicators (KPIs) associated 
with the process as a whole. 
This can provide insurance 
companies with individual 
steps to generate continuous 
improvement.

With these tools in 
place and new insight into 
processes, insurers can 
achieve straight-through 
processing of small claims, 
automate quality control to 
avoid missing information on 
critical documentation, and 
maintain contact and personal 
records for customers with 
minimal human intervention.

By taking the steps 
spotlighted above, which 
include leveraging the 
right services partner, 
insurance organizations can 
create their foundation for 
accelerated transformation. 
The overriding goal is to 
put optimal processes in 
place and score big wins in 
automation so you can meet 
today’s digital imperative 
— and prepare to address 
future evolutions for better 
business outcomes.  

Ken Neal is director of 
corporate communications 
for Canon Business Process 
Services.

AUTOMATION HELPS INSURERS  
ACHIEVE GREATER VISIBILITY  
INTO WORKFLOWS AND REDUCE  
FRICTION ACROSS BUSINESS UNITS. 
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A COMMON SOLUTION 
FOR UNIQUE CHALLENGES: 

WORKFLOW AUTOMATION FOR 
VERTICAL MARKETS 

By  Dan Johnson, Kofax

Regardless of your industry, there are certain universal challenges just about 
every business faces – creating an engaging customer experience, retaining 
top talent and turning a profit, just to name a few. But once we dig into specific 
vertical markets, unique obstacles pop up that impact productivity, efficiency, 
costs and even security.   
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These challenges are often 
bottlenecks in the workflow. 
They slow down processes 
and sometimes lead to errors. 
Healthcare companies, for 
instance, often struggle with 
getting an accurate, real-time 
view of a patient. Insurance 
companies are bogged down 
by slow application and claims 
processing. Manufacturers are 
faced with supply chain dis-
ruptions. Banks must find ways 
to deliver services securely 
and efficiently in an increasing-
ly mobile world. Retailers are 
expected to deliver a person-
alized, omnichannel customer 
experience on par with Ama-
zon. The list goes on.

One might think the challeng-
es unique to each vertical call 
for a unique solution – but the 
same technology can tackle 

them all. In fact, it can actually 
turn these obstacles on their 
heads and transform them into 
opportunities that accelerate 
digital transformation and your 
competitive edge in the market.

Wondering what this univer-
sal panacea is? It’s workflow 
automation – but it has to be 
done right. Organizations that 
adopt an integrated intelligent 
automation platform can lever-
age a full suite of complemen-
tary automation technologies 
to create custom workflows 
that solve the unique challeng-
es in a given vertical and the 
larger struggles every business 
faces.

See how it’s done in three 
key vertical markets and learn 
more about the technology 
behind this universal problem 
solver for verticals.

WORKFLOW AUTOMATION 
BREATHES NEW LIFE INTO 
HEALTHCARE

From the second a patient enters 
a healthcare facility, the quality 
of care is directly tied to how 
accurate and up-to-date a patient 
record is. However, data often 
needs to be updated in more 
than one system, and staff (and 
patients) move from one room 
to another. How can healthcare 
organizations ensure patient 
records are reliable and easily 
accessible? Factor privacy regu-
lations like HIPAA into the equa-
tion, and the challenges seem as 
complex as brain surgery.

But workflow automations can 
help.

Through intelligent automation, 
all of the structured and unstruc-
tured data coming in via paper 
forms, fax, scanner, email, mobile 
and portals are automatically 
processed, categorized, analyzed 
and routed to the appropriate 
electronic health records (EHR) 
system, as well as other required 
databases and archives. Automa-
tion drastically improves docu-
ment processing times, improves 
data accuracy, and reduces 
costs.

With everything digitized, in-
cluding medical images, staff no 
longer have to deal with trying to 
locate hard copies of documents. 
An automated workflow ensures 
patient records are always up-
to-date in EHR systems, allowing 
caregivers to access accurate 
patient information from a vari-
ety of devices and systems in 
any area of the hospital. Staff 
can retrieve a fully digital patient 
record from mobile devices, so 
they always have a complete and 
accurate view of the patient.

Let’s not forget about docu-
ment security. A data breach can 
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be devastating to an organiza-
tion’s reputation and bottom line. 
Intelligent automation enables 
the convenient data accessibil-
ity that results from connecting 
MFDs to business systems while 
maximizing document security. 
Capabilities like user authenti-
cation, network auditing, data 
encryption, secure print release, 
and content redaction enable 
healthcare organizations to 
control and protect the physical 
and electronic access points on 
MFDs.

Workflow automation even 
helps behind the scenes, pro-
cessing the millions of benefit 
claims forms and other docu-
ments coming into the mailroom. 
Claims can be processed in days 
rather than weeks, and fewer 
staff are needed to complete the 
work.

Specific benefits of intelligent 
automation in healthcare include:

· Streamlined admissions and 
registration processes

· Implementation of a one pa-
tient/one record methodology
· Delivery of better and  
faster patient care

· Elimination of overhead costs 
associated with paper-based 
systems

· Improved security and com-
pliance

INSURERS ENSURE  
THEIR FUTURE WITH  
AUTOMATION

As the insurance industry be-
comes more commoditized, it’s 
harder than ever to keep cus-
tomers loyal and stand out in the 
market. An efficient, custom-
er-friendly application process 
and fast claims processing are 
two of the best ways to gain a 
competitive advantage. How-
ever, these processes are often 
riddled with paper documents, 
and customers don’t want to deal 
with paper anymore. They ex-
pect to complete the application 
process digitally. The same goes 
for claims processing. Customers 
demand real-time status updates 
in their preferred channel, when-
ever they want.

How can intelligent automation 
provide the seamless custom-
er experience insurers need to 
survive?

With end-to-end automation, 
insurers can create a truly fric-
tionless customer experience 
that automates underwriting and 
claims processing, loan servicing, 
operations and even customer 
communications, for true digital 
workflow transformation.

Intelligent automation creates a 
better experience from the very 
beginning of the application pro-
cess, offering relevant products 

and services to the applicant. All 
supporting documents required 
for applications can be upload-
ed easily and quickly via mobile 
device, and all information can 
be supplied in the applicant’s 
preferred channel. Even better, 
intelligent automation technolo-
gy ensures applicants are never 
asked to enter the same informa-
tion twice and can pre-populate 
information of existing customers. 
Secure e-signature technology 
keeps the process paperless, 
and applicants have full visibility 
into the application status during 
all stages.

A slow onboarding process 
increases abandonment rates, 
and current customers who have 
to wait a long time for claims 
processing (or even for a simple 
status update) won’t remain cus-
tomers for long. Intelligent auto-
mation delivers speed through 
faster document processing, so 
applications and claims can be 
handled more quickly. Customers 
also have access to self-service 
features, so they get answers to 
their questions rapidly.

Automation technology also 
helps with third-party data, which 
often needs to be verified by in-
surers. Robotic process automa-
tion (RPA) uses software robots 
to connect to external sources 
and extract third-party data such 
as credit reports, saving time and 
reducing errors.

When workflows are automated, 

AS THE INSURANCE INDUSTRY BECOMES 
MORE COMMODITIZED, IT’S HARDER THAN 
EVER TO KEEP CUSTOMERS LOYAL AND 
STAND OUT IN THE MARKET. 
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insurers have a bright future 
thanks to:

· Faster onboarding and claims 
processing times

· A frictionless customer expe-
rience

· Reduced abandonment rate 
during onboarding

· Improved compliance 

WHY BANKS CAN BANK 
ON INTELLIGENT  
AUTOMATION

Onboarding is just as important 
for banks as it is for insurance 
companies. The same seamless, 
fast experience is necessary to 
avoid abandonment. But as more 
financial services companies of-
fer similar products as traditional 
banks, banking organizations are 
pressed to find new ways to re-
main competitive and stay afloat.

With so many options available, 
customers demand speed, trans-
parency and security, which calls 
for a mobile-first approach. In 
the attempt to provide faster and 
more convenient services, how-
ever, banks can’t afford to ignore 
Know Your Customer (KYC) and 
Anti-Money Laundering (AML) 
compliance requirements. In 
addition, fraud identification and 
detection cannot be overlooked.

Workflow automation makes it 
possible for banks to deliver what 
customers want without putting 
themselves at risk.

Intelligent automation provides 
a simple and secure mobile 
onboarding process. A customer 
can use their smartphone to take 
a picture of their ID, and mobile 
capture technology extracts the 
information and prefills the form. 
Authentication and verification 

technology ensures ID docu-
ments are genuine and unaltered, 
while facial recognition tech-
nology validates the applicant’s 
identity.

Workflow automation goes 
beyond onboarding however, 
enhancing all types of bank 
services. A customer can upload 
a photo of a bill, and automation 
can extract the required informa-
tion to schedule automatic bill 
payments.

The opportunities for mobile 
banking touch all parts of the 
customer journey, from research-
ing financial needs to comparing 
products, seeking advice, ap-
plying for a product, and viewing 
transactions.

With workflow automation 
banks benefit from:

· Better customer attrition rates

· Lower customer acquisition 
costs

· Improved customer satisfac-
tion and retention

· Improved KYC and AML com-
pliance

· Better fraud identification and 
prevention 

WHAT’S REQUIRED FOR 
A CUSTOM WORKFLOW 
SOLUTION

Regardless of your vertical, 
intelligent workflow automation 
can help overcome the challeng-
es unique to your business. But 
you need the ability to adapt the 
solution to fit your immediate and 
long-term needs.

An integrated platform makes 
end-to-end automation and the 
creation of custom workflows 
possible through:

· Low-code technology: A 
simple platform with drag-
and-drop features empowers 
citizen developers to put their 
business knowledge of specific 
problems to work and create 
innovative automated work-
flows quickly.

· Embedded artificial intel-
ligence (AI): When AI is built 
into the platform, organizations 
can benefit from complex 
technologies without having 
to understand how they work. 
Automatic extraction and vali-
dation, sentiment analysis and 
advanced analytics improve 
document processing and pro-
vide actionable information for 
better business decisions.

· Partner ecosystem: Pre-built 
connectors and frameworks 
speed up automation initiatives 
and make it possible to share 
data automatically across your 
critical databases and applica-
tions.

· Integrated platform: A plat-
form of complementary tech-
nologies enables organizations 
to leverage the right mix for a 
custom solution. Technologies 
like cognitive capture, RPA, elec-
tronic signature, and process or-
chestration can be deployed as 
needed to build an automation 
solution that solves your unique 
business challenges.

From healthcare to banking and 
beyond, custom workflow automa-
tion is the universal answer, deliver-
ing a faster time-to-value, growth, 
and a competitive advantage. Make 
sure you stand out in your market – 
today and tomorrow.  

Dan Johnson is director of 
product marketing at Kofax.
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STRAIGHT TALK ABOUT 
VERTICAL MARKETS

By  Terry Simpson, Nintex

Last December, I took my wife to an urgent care clinic. After recovering from 
COVID-19, she started showing symptoms of pneumonia and we thought she 
might need antibiotics. Given that it was the holidays and omicron was raging, 
neither of us was too keen to visit a medical facility. The last thing we wanted 
was to be exposed to COVID — and we certainly didn’t want to expose others  
to pneumonia. We needn’t have worried.   
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When we arrived, we called 
the receptionist from the car, 
as we had been instructed to 
do. Within a matter of minutes, 
we were brought to the facility 
by a staffer, escorted to a pri-
vate room where we met with 
a doctor, and then walked out 
the door — while a prescription 
was being sent electronically 
to our local pharmacy. We nev-
er touched a piece of paper, 
and the whole process took 
less than 10 minutes.

Back at the car, I stopped 
for a second and thought 
about how we didn’t fill out any 
paperwork or hand over an 
insurance card. I felt like I had 
robbed the place and won-
dered if we were supposed to 
just walk out.

Then I started piecing the 
puzzle together and realized, 
because we had been to that 
clinic before, they had our 
information in the system. But 
I found out later that if my wife 
hadn’t been in the system, she 
would have filled out a form 
on her phone and submitted it 
with a screenshot of her in-
surance card. She still would 
not have touched a piece of 
paper or had to sit in a wait-
ing room with other people. 
Since the last time I had been 
there, which was before the 
pandemic, they had modified 
their process drastically. Using 
a workflow behind the scenes, 
they were able to create a 
completely automated and 
contactless check-in process.

It was a great experience, 
and you can bet the next time 
my wife or I need to see a 
doctor, we’ll be going back to 
that urgent care. Obviously, the 
pandemic has accelerated the 
move to paperless interactions, 
particularly among healthcare 
facilities, but our urgent care 
visit is a good example of how 

companies in vertical markets, 
such as healthcare, can use 
process automation to differ-
entiate themselves through the 
user experience (UX) — long 
after the pandemic is over.

GO NICHE OR GO HOME

Vertical markets are often 
characterized by deep market 
penetration from a handful of 
long-established companies, 
so barriers to entry can be 
pretty steep. For upstarts and 
entrenched players alike, verti-
cals can provide huge oppor-
tunities — but those opportuni-
ties also come with challenges.

For example, you may have 
the ability to operate in multi-
ple verticals, but by definition, 
you’re catering to a very specif-
ic niche market and this re-
quires a high level of expertise. 
It’s not enough for your product 
or service to fulfill a specific 
need; to be successful, every-
one in the company — from 
design to sales to marketing — 
must have in-depth knowledge 
of that market. One mistake I 
see is companies spreading 
themselves too thin, trying to 

focus on too many verticals 
without the necessary mar-
ket expertise throughout the 
organization. I see many orga-
nizations where the salespeo-
ple may have that knowledge, 
but operations or marketing 
doesn’t and this won’t work.

You have to inject yourself 
into the industry, not only to 
raise awareness of your prod-
uct or service, but to keep 
up to date with the particular 
needs and standards of the 
vertical. For example, if you’re 
in banking, you have to know 
the regulations because they 
are constantly changing.

As mentioned, another chal-
lenge is differentiating yourself 
from the competition, espe-
cially if you operate in multiple 
vertical markets. You have to 
be an extremely good storytell-
er in order to paint the picture 
of why your product or service 
is the best one to fulfill a need. 
If you don’t have exact solu-
tions that speak the language 
of your customer, they may 
not be able to see the value. 
This is particularly true for new 
entrants who don’t have the 
benefit of name recognition or 
a history with their market.

VERTICAL MARKETS ARE 
OFTEN CHARACTERIZED BY 
DEEP MARKET PENETRATION 
FROM A HANDFUL OF LONG-
ESTABLISHED COMPANIES,  
SO BARRIERS TO ENTRY  
CAN BE PRETTY STEEP.
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The flip side is that there are 
common pain points in any 
vertical market, so anyone 
who solves those pain points 
can show their value quickly. 
Because players are so deeply 
entrenched, there usually isn’t 
a lot of innovation happening, 
so a new player that’s com-
ing into that market can really 
provide some disruption, make 
some space for themselves, 
and get some penetration by 
being a little different and pro-
viding a unique solution.

Again, you need to gain a 
deep understanding of the ver-
tical — the relevant pain points 
— and inject yourself into that 
market. This includes getting 
to know the industry partners 
as well as the associations 
and keeping abreast of indus-
try standards and regulatory 
requirements.

HOW CAN WORKFLOWS 
HELP?

Workflows can give players in 
a vertical market a competitive 
edge. The key is to create a 
low-code solution that’s ver-
tical agnostic, meaning it can 
be taken from one vertical to 
the next and across multiple 
industries.

When workflows are flexi-
ble, they can be configured 
to meet very specific needs 
inside of a particular vertical 
and adjusted by the users as 
their internal needs change; 
you just have to change the 
story behind it so that it 
makes sense to the individuals 
using it.

To create an advantage, the 
workflow needs to immedi-
ately add value. In this rapidly 
changing environment, your 
solution needs to be able to 
adapt and add value as that 
environment changes, as new 
requests, regulations and cir-
cumstances come up.

This is particularly true when 
it comes to customer service. 
The pandemic has taught 
us that we need to have the 
ability to pivot and adapt our 
workflows and processes 
in real time. A workflow that 
works one day may need to be 
drastically changed the next; 
that’s why configurable (ver-
sus customizable) solutions 
are so important.

A good workflow combined 
with some ingenuity can be 
instrumental in providing a su-
perior customer experience — 
which can set apart a compa-
ny in a crowded vertical from 
its competitors. For instance, 

instead of thinking about how 
to improve certain steps in a 
process, think about whether 
the steps are necessary. When 
looking at a problem, ask 
yourself if you can eliminate a 
manual step in favor of auto-
mation. Sometimes it’s just a 
matter of looking at some of 
those problems in a different 
light.

Let’s go back to that urgent 
care clinic. Pre-pandemic, my 
wife might have been handed 
a clipboard to fill out or update 
her information. Or the clinic 
could have taken that paper 
form and put it on an iPad, 
thinking they were improv-
ing the customer experience. 
But why does she need to fill 
out the form at all? If she’s 
in the system, wouldn’t it 
make sense for her informa-
tion to automatically populate 
throughout a digital process?

Of course, it would and 
that’s the kind of thinking that 
takes you straight to the top.  

A GOOD WORKFLOW COMBINED WITH 
SOME INGENUITY CAN BE INSTRUMENTAL 
IN PROVIDING A SUPERIOR CUSTOMER 
EXPERIENCE — WHICH CAN SET APART  
A COMPANY IN A CROWDED VERTICAL  
FROM ITS COMPETITORS.

Terry Simpson is manager, 
presales at Nintex.
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THE NEXT INDUSTRIAL 
REVOLUTION – 

INTRODUCING EMERGING 
TECHNOLOGIES TO 

MANUFACTURING OPERATIONS
By  Joanne Novak, Konica Minolta

The continuing pandemic has put stress on many business operations due to 
the disruption in business demand, supply chain fluidity and staff availability. 
The aftermath of the quarantine period for most of the world has been a 
rollercoaster of uncertainty with surges in demand for items like chips and 
containers and products that are downstream in the manufacturing process 
like cars, inordinate delays at ports, and staff shortages due to an uptick in 
resignations and lingering health effects.  
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The pandemic has also been 
an eye-opener for business-
es forced to look at opera-
tions from a new perspective. 
Businesses that had already 
embarked on a digital trans-
formation journey were not in 
the same dire straits as orga-
nizations that had not been as 
forward-thinking.

In order to survive, busi-
nesses across all industries 
must be willing to undergo a 
digital transformation, includ-
ing the adoption of new and 
emerging technologies such as 
automation. Vertical markets in 
particular address technology 
differently due to regulations, 
processes and nuances specific 
to their market segment.

As Deloitte notes in their 
2022 Manufacturing Industry 
Outlook, manufacturers with 
higher digital maturity before 
COVID-19 had an advantage 
to some extent with greater 

resilience, as did those that 
accelerated digitalization during 
the crisis. For a manufacturer, 
digital maturity takes two roads 
– their production operations 
and their ongoing business 
operations. Without staying in 
sync with present-day techno-
logical advances, manufactur-
ers fall behind.  

Updating equipment and 
incorporating new business pro-
cesses for greater productivity 
will fend off the competition and 
overseas low-cost providers. 
Adopting a digital mindset and 
automation culture will drive the 
level of digital maturity and en-
able the organization to be more 
agile, not just on the production 
floor, but in their critical back-of-
fice operations that keep the 
business functioning. For these 
two focus areas in a manufac-
turer – production floor and cor-
porate operations – the common 
denominator is automation.  

AUTOMATION

 
Shared Services & Outsourcing 
Network’s 2021 State of the 
Industry Report asked respon-
dents about their current state 
of automation. Only 4% were 
not engaged at all, while 25% 
had already scaled their auto-
mation expanding beyond their 
initial engagement, and 11% 
percent were adopting emerg-
ing technologies of artificial 
intelligence (AI) and machine 
learning (ML) — the early 
adopters in 2021.

What about now?
Looking back on this data, 

SSON notes that a lot changed 
in 2021. “The number of tools 
based on AI technologies of all 
varieties mushroomed over the 
course of the year, changing the 
focus from efficiency to trans-
formation.” The disruption of the 
pandemic was a game-changer.
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All but essential businesses 
had to close, and to keep those 
businesses open, there was a 
great risk to the worker. Senior 
management saw the prob-
lems, and only then began to 
ask themselves how they could 
reduce the risk and leverage re-
mote work for the office employ-
ees. And on the production floor, 
they only began to think about 
how they could automate the 
processes more when forced to 
view their operations through a 
new lens.  

Deloitte’s study identifies five 
key trends for manufacturers, 
one of which pinpoints digital 
technology adoption. They note 
that to be successful in the 
long-term, manufacturers need 
to “embrace digital capabilities 
from corporate functions to the 
factory floor.” 

It is the organizations that are 
continuously improving all of 
their operations that will weather 
future disruptions more easily 
and find the true value of emerg-
ing technologies. According 
to Manufacturing Tomorrow’s 
Coming Changes to the Manu-
facturing Industry in 2021, the 
use of robotics and technology 
in manufacturing is growing so 
rapidly that the shift is being 
called the next industrial revolu-
tion. The surge of IoT, automa-

tion, robotics, and machines that 
utilize deep learning is rolling out 
in manufacturing warehouses 
everywhere – and this is just 
beginning.

EMERGING  
TECHNOLOGIES

Bots 
Cobots (collaborative robots) 
on the production floor and 
software bots in the office, both 
sharing activities with humans, 
become the digital assistants 
that the industry needs to dra-
matically affect how manufac-
turing operations can change 
how employees work.

By embracing robotics for 
process automation – on the 
floor or in the office – these 
tasks are automated even 
more. Bots add to employee 
productivity in both arenas by 
completing the task for the 
human or by assisting. Tedious, 
repetitive tasks handled by the 
bot are helping to erase the 
inefficiencies and transforming 
how work gets done.  

Does this replace humans? 
Never. Office workers are 
relieved of “junk work” so they 
can do thought-work. Bots 
achieve greater accuracy on 

production workers’ tedious 
work, freeing up humans to do 
more specialized critical oper-
ations and oversight. Bots can 
be trained for many things, but 
not everything, and can ease 
the burden of labor for workers, 
increasing efficiency, quality 
and speed.

AI/ML
Every industry has a back-office 
or customer-facing team that 
keeps their business going. So 
the conversation around bots, 
AI and ML is not just for the 
production floor. 

Corporate functions are the 
backbone of business and en-
sure the orders get processed, 
the invoices get sent and the 
inquiries are handled. Wheth-
er providing a part to another 
business or providing a product 
directly to the buying public, the 
customer experience is critical.  

Taking the time to enhance 
those operations with emerging 
technologies enables manufac-
turers to better play the game. 
Shutting down for COVID?  
With the corporate functions 
able to quickly pivot to remote 
work, those business processes 
are not affected.  But the pivot 
has to be supported by tech-
nology, adopting, training and 

THE SURGE OF IOT, AUTOMATION, 
ROBOTICS, AND MACHINES THAT 
UTILIZE DEEP LEARNING IS ROLLING 
OUT IN MANUFACTURING WAREHOUSES 
EVERYWHERE – AND THIS IS JUST 
BEGINNING.
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Joanne Novak is BIA 
Program Manager, Konica 
Minolta

leadership support in order to 
be ready to ensure business 
continuity.

For instance, digitizing and 
automating processes ensures 
the physical paper is not a 
bottleneck and staff does not 
have to be in an office to pro-
cess that paper. Layer in the 
value of using robotic process 
automation (RPA) to cover the 
repetitive tasks 24/7, then cor-
porate truly has an operation 
that never sleeps.

AI-enhanced software just 
makes it all more interest-
ing. When Accounting goes 
through testing, teaches its 
bots and checks up on their 
performance, they end up with 
a powerful application that 
can be up to 100% percent 
accurate with minimal excep-
tion handling. The key is the 
willingness to take this step. 
Manufacturing Tomorrow has 
stated that the growth of AI 
and IoT technology has finally 
become something American 
manufacturers cannot ignore. 
It’s not going away and those 
who fail to incorporate digi-
tization into their companies 
will get left behind.

Edge
Edge technology has man-
ufacturers rethinking their 
computing direction. With 
edge computing, computation 
and data storage is closer to 
the source of the data. For 
instance, with video securi-
ty cameras, the images flow 
to an edge device and then 
can get pushed to the cloud. 
Why not directly to the cloud? 
Using the edge, the flow 
can be controlled, improving 
response times and saving 
bandwidth. 

The technology is the 
answer to the increasing 
amounts of data we now work 
with, create with our IoT de-
vices, and will be working with 
in the future as the volume of 
IoT technology exponentially 
explodes. It is also supporting 
the AI algorithms by process-
ing them locally. 

Manufacturers rethinking 
their operations need to con-
sider the value of a well-de-
signed edge platform and how 
placement at the edge will 
help their efficiency. They will 
see edge AI, edge IoT, and 
edge analytics driving the new 

industrial revolution. Accord-
ing to Gartner, by 2025, 65% 
of global manufacturers will 
invest in edge AI as a part of 
their IoT-enabled hyper-auto-
mation strategy, up from less 
than 10% today.

When building a strategy, all 
these technologies should go 
hand in hand to support the 
future of manufacturing and 
corporate operations. They will 
enable manufacturers to be 
ready for future disruptions and 
build a more sustainable oper-
ation as they see the acceler-
ation and increased utilization 
of software taxing bandwidth. 
They must be able to be agile 
and to scale to sustain growth. 
In the long view, they will be 
rewarded with the flexibility 
and knowledge they need to 
weather future, unforeseen 
disruptions.  

Sign up at www.WORKFLOWOTG.com
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FROM FORCED EVOLUTION 
TO STRATEGIC LEADER: 

MOVING FORWARD IN A CHANGED WORLD
By  Amanda Ulery, Hyland Software, Inc.

In 2020, digital transformation went from being a gradual evolution to an 
immediate need for most organizations. Digitally connecting your staff, 
customers and information outside your organization’s four walls is now  
a core tenet of “business as usual.” There is no going back.   
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Now that the dust has  
begun to settle on what  
this new “digital workplace” 
will resemble going forward, 
it’s time to stop playing 
catch-up and start evaluating 
the moves your organization 
made when its back was 
against the wall. Those  
decisions were likely made  
in an effort to keep work 
moving as smoothly as  
possible. But now there are 
so many additional things to 
consider:

· How do you evolve your 
processes in a way that 
takes advantage of a digital 
environment to increase 
efficiency?

· How do you create a 
human connection with 
employees and customers 
who are now more dis-
persed or in remote work 
situations?

· How does the deployment 
and upkeep of your organi-
zation’s software solutions 
need to change?

· What new technologies  
can your organization take 
advantage of to take your  
IT and business strategy  
to the next level?

The trends you’ll find below 
are some examples of new 
directions organizations — 
and industries — are headed 
in and the technologies that 
can help them get there. As 
you begin to evaluate your 
recent and ongoing digital 
transformation efforts, these 
initiatives can help point you 
in the right direction to pre-
pare your organization for the 
future — however unpredict-
able that may be. 

THRIVING IN  
A MORE DISTRIBUTED, 
DIGITAL ENVIRONMENT

Forward-thinking organiza-
tions increasingly focus their 
digital transformation efforts 
on enabling their people — 
and the people they serve — 
to thrive in a world that has 
woken up to the potential of a 
workforce that’s primarily re-
mote and dominated by digi-
tal interactions. This calls for 
augmenting their existing pro-
cess and workflow solutions 
with intelligent capabilities 
and emerging technologies. 
The following technology ar-
eas will likely have a profound 
effect on the creation of a 
more stable, connected and 
impactful digital workplace: 

INTELLIGENT AUTOMATION 
Too often, when people hear 
the term intelligent automa-
tion (IA), they think it ultimate-
ly means replacing human 
workers with bots. The reality 
is that the biggest advantage 
of intelligent automation is to 
empower your employees to 
do better, higher-value work in 
a more balanced environment.

IA technologies such as 
robotic process automation 
(RPA) and machine learning 
scale down the dependence of 
humans on the most tedious 
everyday tasks, resulting in in-
creased productivity, higher job 
satisfaction and more time to 
commit to high-value tasks and 
customer service. Automating 
the tedium is now a crucial 
aspect of keeping work moving 
in a world of decentralized em-
ployees. Importantly, IA tools 
open up more time for staff to 
focus on building strong inter-
nal and external relationships. 
With a decrease in the amount 
of time we are spending in 
the same physical location as 
our coworkers and custom-
ers, we need to increase the 
time we put into reaching out 
and building up those crucial 
relationships. Removing slow, 
manual processes makes those 
human-centric tasks more of a 
priority — as they should be.

THE REALITY IS THAT THE BIGGEST 
ADVANTAGE OF INTELLIGENT AUTOMATION 
IS TO EMPOWER YOUR EMPLOYEES TO DO 
BETTER, HIGHER-VALUE WORK IN A MORE 
BALANCED ENVIRONMENT. 
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Tools like RPA can also help 
to provide insight into those 
everyday tasks. By intelligently 
automating formerly manual 
tasks with bots, you open up 
the possibility of increased data 
tracking and dashboards that 
give a direct look at how pro-
cesses are working and the in-
formation they bring. With those 
analytics available, you can 
finally take advantage of your 
organization’s data and turn it 
into insights that can drive in-
creased efficiency and a better 
understanding of the needs of 
your customers and industry. 
Your organization’s data is its 
most valuable asset, so intelli-
gent automation tools like data 
aggregation, data curation, data 
visualization and machine learn-
ing are invaluable.

REAL-WORLD BENEFITS OF 
INTELLIGENT AUTOMATION:

· Human resources: In a 
world of remote workforces, 
employee retention becomes 
more challenging. Freeing 
up more time to focus on 
connecting with coworkers 
and customers increases job 
satisfaction and retention 
— cutting down on the cost 
and stress of offboarding 
and onboarding employees.

· Financial services: By in-
telligently automating back-
end clerical work like mort-

gage loan processing and 
making full use of chatbots, 
financial services organi-
zations have been able to 
adjust their business mod-
els and overcome staffing 
challenges that all industries 
currently face.

CLOUD-BASED DEPLOY-
MENTS AND A SHIFT TO 
DIGITAL EXPERIENCE 
As the decentralized, digital 
workplace continues to grow, 
our software solutions — and 
their deployments — need 
to evolve. With that in mind, 
the expectation is that cloud 
technology will continue to 
grow as companies adjust to 
hybrid and remote work, with 
the goal of faster and easier 
access to organizations’ stored 
information and processes 
from anywhere, as well as the 
scalability and flexibility that 
the cloud provides. But outside 
of secure information access 
— which became a main focus 
of cloud solutions in response 
to the needs of 2020 — there 
are a number of crucial bene-
fits cloud deployments provide 
organizations in any industry.

One enormous benefit of 
effective cloud deployment is 
taking the strain of hardware 
and software maintenance off 
the shoulders of your internal 
IT department and handing 
those responsibilities over to 
the cloud solution provider. 

Doing so empowers your IT 
staff to spend more time on 
strategic initiatives and fur-
thering innovation. The right 
cloud solution provider will 
also ensure adherence to the 
latest compliance and security 
standards, again relieving al-
ready overburdened IT depart-
ments from having to solely 
manage these considerations.

Another related benefit is 
the ability to quickly take 
advantage of new capabilities 
and updates. With on-prem-
ises deployments, updating 
software can be a difficult or 
oft-delayed process, depend-
ing on the availability of IT 
resources. With those respon-
sibilities in the hands of those 
who know the product best, 
updates and new solution 
deployments move quickly. 
This gives your organization 
a competitive edge in a world 
where the right software tools 
can make all the difference.

Cloud-based solutions can 
also go a long way when it 
comes to employee collab-
oration. Cloud technology 
enables staff to be working 
on the same, live documents, 
folders and applications. This 
removes versioning issues and 
frustrations involving linear, 
point-by-point processes. 
With the ability to work on 
projects simultaneously, work 
gets done faster and in a more 
collaborative environment.

AS THE DECENTRALIZED, DIGITAL 
WORKPLACE CONTINUES TO GROW, OUR 
SOFTWARE SOLUTIONS — AND THEIR 
DEPLOYMENTS — NEED TO EVOLVE.
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Amanda Ulery is Director of 
Portfolio Marketing, Hyland 
Software

Outside of the “digital con-
fines” of your organization, 
there is another group that 
sees a huge impact from 
cloud solutions and digital ex-
periences: Customers. Several 
industries have seen a surge 
in the demand for remote ac-
cess to not only information, 
but services as well. Health-
care and the public sectors 
(government and education) in 
particular needed to immedi-
ately shift the way they con-
nected with customers and 
constituents. Cloud solutions 
can give your customers new, 
secure levels of access to 
your organization’s people and 
information, creating a better 
experience for both sides.

REAL-WORLD BENEFITS OF 
CLOUD-BASED SOLUTIONS:

· Telehealth: The ability to 
schedule virtual appoint-
ments with physicians con-
tinues to grow and evolve 
as part of the new normal 
for patients. With the ability 
to connect remotely, conve-
nient access to professional 
healthcare advice has in-
creased while giving phy-
sicians the ability to reach 
home-bound or otherwise 
dispersed patients.

·  Secure, extended ac-
cess to patient informa-
tion: Cloud deployments 
of content services plat-
forms simplify access to 
the patient file for clini-
cians. Instead of relying 
on on-premises imaging 
and content repositories, 
healthcare organizations 
can create a central reposi-
tory accessible from any of 
their campuses or remotely 
— expediting and improving 
patient care. 

LOW-CODE APPLICATION 
DEVELOPMENT 
While the new normal of the 
digital workplace continues to 
take shape, there is a lot of po-
tential for continued, unantici-
pated change and the evolving 
business, technology and cus-
tomer needs that accompany 
it. To meet that change head 
on, organizations require digital 
agility. To achieve that, organi-
zations are making significant 
investments in low-code tools 
and technologies that enable 
rapid deployment and evolu-
tion of purpose-built technol-
ogies, ultimately improving 
experiences for customers and 
employees. Organizations that 
had already embraced low-
code tools at the start of the 
pandemic were a step ahead 
when the time came to pivot at 
a moment’s notice.

These low-code application 
development platforms em-
power both IT and non-devel-
opers to quickly stand up new 
and adapt existing solutions 
by making use of visual design 
elements like point-and-click 
and drag-and-drop configu-
rability. That enables organi-
zations to quickly respond to 
shifting business requirements, 
industry regulations and cus-
tomer needs while cutting out 
long lag times between new 
needs and the deployment of 
new software.

By leveraging a low-code 
platform for multiple enter-
prise applications, they are 
easily adjusted and main-
tained, reducing the stress on 
IT staff caused by supporting 
multiple, disparate systems.

REAL-WORLD BENEFITS OF 
LOW-CODE APPLICATION 
DEVELOPMENT:

· Overcome developer 
shortages: Currently, finding 

highly skilled developers is 
particularly difficult. Invest-
ing in low-code development 
tools empowers your orga-
nization to retain its agility 
even during times when your 
IT department may be short-
staffed — empowering IT 
with the framework to more 
quickly respond to business 
challenges while expanding 
application-building capabil-
ities to other tech-savvy em-
ployees. The rise in remote 
workers also increases the 
challenge of retaining staff. 
Low-code app development 
platforms mean that if you 
do lose a member of your IT 
staff, they aren’t taking all of 
that institutional knowledge 
with them. The rest of the 
department is familiar with 
the same toolset.

NECESSARY, 
BUT STRATEGIC LEAPS

Digital transformation efforts 
were kicked into hyperdrive in 
2020, and the business (and 
technology) environment are 
changed forever. While many 
decisions were made reac-
tively, now is the perfect time 
to evaluate your decisions 
and adjust your strategy as 
needed for the future. After all, 
many of the biggest techno-
logical leaps have come out 
of necessity. The real industry 
leaders emerge with a strat-
egy to prepare them for what 
comes next.  
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OUTCOME-DRIVEN 
WORKFLOWS MEET THE 

UNIQUE NEEDS OF VERTICAL 
MARKETS

By  Scott Dabice, Ricoh USA, Inc.

Workflows are only as successful as the data being managed to them. If the 
large quantity of data going in isn’t organized effectively, every downstream 
activity or action will experience delays, errors, and risk for non-compliance. 
Those are risks organizations cannot afford to take — especially not today, 
as rigorous security and compliance are increasingly vital across all vertical 
markets, from healthcare and finance to government and legal.   
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Today’s most successful 
workflow solutions are out-
come-driven. Effective work-
flows consider the specific and 
nuanced compliance needs of 
each particular customer and 
build structured, customized 
solutions around those needs. 
They do not modify or alter a 
generalized solution around a 
specific certification or require-
ment to fit into a box they were 
not designed for.

When exploring workflows to 
solve for challenges or create 
new opportunities, it’s import-
ant to remember that no two 
vertical markets require the 
same type of workflow. 

CONSIDER THE INTRICACIES 
OF EACH VERTICAL MARKET

Growth has been steady across 
many vertical markets, either 
due to expanding business, 
new ways of working in hybrid 
and remote office environ-
ments, or fluctuating market 
needs. Consider and address 
the distinctions specific to each 
vertical to successfully meet 
customer needs as this growth 
occurs. 

• Healthcare: Healthcare 
institutions have been on a very 
methodical path toward digital 
transformation that was accel-
erated during the pandemic. 
In the past, a lot of time was 
spent turning paper documents 
into digital information; now 
it’s about turning processes 
into digital workflows using 
software and offsite capabil-
ities to support these needs. 
Today, patient information 
management solutions better 
manage patients’ experiences 
and information from intake 
through insurance payment and 
all the steps in between. And, 

since healthcare can take place 
anywhere now — the doctor’s 
office, the emergency room, 
via telehealth, even from one’s 
home on a remote monitoring 
device — information must 
flow effectively and secure-
ly to enable the right people 
to access it in real time. Print 
MIS workflow software driven 
around accounting, purchasing, 
CRM, inventory management, 
scheduling, and more governs 
the influx of information through 
the patient’s entire engage-
ment process — from intake 
and monitoring to referrals and 
billing — to improve the overall 
patient experience. 

• Retail: The retail market 
requires automated workflow 
processes to keep physical and 
digital locations connected and 
physical and virtual shelves 
stocked. It relies on sophisti-
cated workflows to manage 
vendors, accounts receivable, 
warehouses/shipping centers, 
and inventory in an automated 
way. And today, retailers must 
be even further ahead than their 
normal lead time to gain better 
predictive analytics to antici-
pate inventory fluctuation due 
to ongoing global supply chain 
issues. With so many disparate 
data points, devices and sys-
tems, organizations that use 
data to drive workflow and pro-
cesses effectively will be a step 
ahead in the competitive retail 
environment. This is most often 
achieved by using a consoli-
dated dashboard that converts 
data into insights. 

• Banking/financial: His-
torically, people in finance and 
banking markets worked onsite 
in corporate offices where data 
security is paramount. With the 
onset of the pandemic, work 
shifted to remote and hybrid 
office environments, making 
automated workflow solutions 

essential to enable workers to 
access information and sys-
tems from anywhere. Data 
security is also critical in the 
banking and financial market, 
and workflows must keep data 
complaint with audit and cer-
tification policies, as well as 
identify potential gaps or mis-
aligned security and address 
those gaps before they become 
problematic.

• Insurance: Claims man-
agement processing requires 
highly sophisticated, automated 
workflows to manage data from 
myriad input sources, validate 
that the right data is attached to 
the right requirements, protect 
secured data, identify gaps 
and audit missing data. And, 
similar to banking and financial 
markets, work in the insurance 
market is shifting to hybrid and 
remote office environments, 
making access from any loca-
tion or device imperative.

• Legal: The same shift is 
occurring in the legal field. 
Thanks to automated work-
flows, in today’s law “offices,” 
collaboration and communi-
cation are possible from any 
location, overhauling the way 
legal information is viewed and 
managed, as well as the way 
legal work gets done. Solutions 
like eDiscovery offer increased 
information governance, insight, 
and control to help legal orga-
nizations make more informed 
business decisions, glean 
critical information from their 
data, proactively manage costs 
and mitigate risk. This capa-
bility provides law firms with 
improved operational efficiency 
and the security required to 
help ensure client data and oth-
er sensitive information stays 
confidential no matter where 
work is taking place, drastically 
changing the culture of the legal 
field.
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• Government: Emerging 
workflow technologies are 
also advancing the way gov-
ernment agencies manage 
data and accomplish work. 
The distinction is that work-
flows must intake data from 
multiple sources, funnel it into 
one place for organization and 
management, and redistrib-
ute it to various audiences via 
multiple channels to reach the 
constituents that must receive 
it – responsibly and securely.

• Education: Workflows en-
able students to be part of an 
educational community from 
any location. The challenge 
is delivering a learning expe-
rience and environment that 
is consistent, collaborative 
and interactive, wherever it is 
taking place. Through an end-
to-end focus on the student 
experience, a wide portfolio of 
products, services and tech-
nology solutions, delivered 
both on-site and remotely, 
have enabled K-12 and higher 
education customers to pivot 
in how they deliver the educa-
tional experience. 

• Manufacturing: It’s also 
an exciting time in manufac-
turing, as managing enhanced 
workflows for incoming data 

and augmenting that with 3D 
printing is starting to take off. 
Effective workflows support-
ing manufacturing, supply 
chain, shipping, inventory and 
the like will always be imper-
ative as we will always be 
making “stuff,” no matter how 
digitally advanced we be-
come. Those that utilize work-
flows and effectively manage 
information and infrastruc-
ture will excel with improved 
operational efficiency and the 
security required to keep cus-
tomer data and other sensitive 
information confidential.

All vertical markets are 
fairly complex when looking 
at them holistically as the 
pace of digital transformation 
continues to accelerate. The 
key to making the complicat-
ed manageable is to focus 
on the specific needs of the 
individuals within each cus-
tomer and understanding who 
their customer is and what is 
required to serve them prop-
erly. Each vertical provides its 
own challenges that can only 
be met through a focused 
dedication to understanding 
the customer needs — or the 
customer’s customers’ needs 
— and delivering solutions 

that support them.  
Specific market nuances 

aside, there are some general 
things to consider when sup-
porting customers in vertical 
markets that can help drive 
business success across the 
board:

CONNECT THE PHYSICAL 
AND DIGITAL DOTS

With hybrid, home and remote 
workplaces on the rise and 
likely here to stay, there are 
more points of entry and exit 
in the workflow process than 
ever before. Organizations 
across all vertical markets 
need workflow solutions that 
keep people productive (and 
keep data secured) no mat-
ter where they are physically 
located, and no matter what 
type of device they are using 
for work. With multiple data 
points feeding into multiple 
information management 
systems and exiting via myr-
iad channels, organizations 
that manage and use data 
effectively to drive workflow 
and processes are better 
equipped to survive and in-
finitely more likely to thrive in 
today’s competitive business 
environment.

PARTNER UP WITH SUBJECT 
MATTER EXPERTS

Seek out and invest in estab-
lished subject matter experts 
who combine industry experi-
ence with focused vertical ex-
pertise for developing sales, 
marketing and portfolio plans 
that can meet the specific 
needs of each vertical. Look 
for alliances that offer indus-

ORGANIZATIONS ACROSS ALL 
VERTICAL MARKETS NEED 
WORKFLOW SOLUTIONS THAT 
KEEP PEOPLE PRODUCTIVE 
(AND KEEP DATA SECURED) 
NO MATTER WHERE THEY ARE 
PHYSICALLY LOCATED.
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try experience and very fo-
cused vertical expertise that 
enable you to meet customer 
needs in each vertical. Apply 
this focus both to the industry 
leaders within each vertical 
and to the smaller, developing 
organizations looking for con-
sultative expertise in develop-
ing their business. This part-
nership approach is equally 
beneficial for manufactur-
ers, dealers and customers 
who engage in non-selling, 
thought leadership forums to 
exchange ideas and develop 
new offerings. 

IDENTIFY WHAT YOU 
CAN ACCOMPLISH 
HORIZONTALLY

While it’s true that some 
needs are unique to specif-
ic vertical markets, there is 
also a strong opportunity for 
horizontal selling — imple-
menting solutions that work 
well across multiple verticals. 
It’s vastly more efficient to 
identify what needs are the 
same among your vertical 
customers and how they can 
be met in similar ways, than 
to create differences where 
they don’t need to exist. For 
example, the AP departments 
of business services, manu-
facturing and retail custom-
ers share similar needs, but 
their business focuses are 
drastically different. You can 
save a lot of time and money 
by meeting AP needs across 
verticals in the same way — 
where and when it makes 
sense to do so. Cloud fax, 
which was initially developed 
to support the specific needs 
of the healthcare market, is 
a great example of this hori-
zontal approach, as today it 

is also used by customers in 
manufacturing, insurance and 
banking. While these markets 
serve different customers 
with their own unique chal-
lenges, identifying the con-
sistent thread between their 
common needs allows you to 
meet customer requirements 
effectively and efficiently with 
value-added solutions.

 

MOVE BEYOND STANDARD 
BUSINESS

Sales opportunities evolve 
based on industry dynam-
ics, so it is critical to fully 
immerse yourself within your 
customers’ environments to 
witness challenges first-hand, 
experience common trends 
as they occur in real time, 
and grasp the main thread of 
their day-to-day hurdles. This 
consultative approach en-
ables you to become a trust-
ed partner offering valuable 
expertise, thereby potentially 
opening the door to opportu-
nities that expand sales into 
new areas beyond standard 
business. Once you famil-
iarize yourself with specific 
market needs and become a 
trusted resource with valuable 
expertise, you will also begin 
to anticipate future market 
trends and potential industry 
changes, such as regulations, 
technological shifts or new 
business models. This allows 
you to be better positioned to 
offer solutions that meet both 
your vertical market custom-
ers’ current and future needs.
 

LEAN INTO LEARNING

All vertical selling activities 

should begin with an obses-
sion around the customer’s 
evolving needs. That trans-
lates into how best to ap-
proach the market and assist 
your partners in meeting their 
customers’ needs, as well. 
There are myriad opportuni-
ties to learn — regular train-
ing, customer engagement 
surveys and panels, thought 
leadership sessions with 
industry leaders and experts, 
conversations with dedicated 
vertical industry strategists, 
and constantly engaging 
customers to truly understand 
their needs. These types of 
educational exchanges help 
ensure you have products, 
services and processes to 
meet customer needs both 
now and into the future. 

BOTTOM LINE

Workflows don’t exist in a 
vacuum. How effectively 
information is managed 
upstream directly influences 
downstream results, and the 
most successful workflows 
are custom-built for the 
outcome they are designed 
to support. Information 
management, security and 
compliance, and a thorough 
understanding of target 
outcomes are critical to 
address challenges, pursue 
opportunities, and support 
customers in today’s evolving 
vertical markets.  

Scott Dabice is Vice 
President, Strategic Pricing & 
Channel Engagement, Ricoh 
USA, Inc.
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FIVE HOT 
HEALTHCARE TRENDS

By  Christina Robbins. Digitech Systems

The technology opportunity remains significant in this multi-billion dollar marketplace.

As the use of electronic health records (EHR) systems has become pervasive 
among healthcare providers, some resellers have turned away from the 
healthcare marketplace thinking there is no opportunity for additional 
technology sales. But technology spending is rapidly increasing, driven primarily 
by cloud, telemedicine, interoperability, automation, and security, leaving plenty 
of room for you to find new revenue in this giant marketplace.   
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THE HEALTHCARE  
OPPORTUNITY IS HUGE

There are more than 6,000 
hospitals and almost 1 million 
doctors in the United States, 
and they all use technology 
to improve patient care and 
to streamline business func-
tions. In our rapidly changing 
environment and partially 
driven by marketplace shifts 
due to the COVID-19 pandem-
ic, technology spending by 
healthcare practitioners is rap-
idly increasing. Markets and 
Markets estimates the global 
technology spend for health-
care solutions was $326.1 
billion in 2021 and will grow to 
$821.1 billion by 2026.

CRITICAL TECHNOLOGY 
TRENDS YOU CAN  
LEVERAGE

What is driving the growing 
technology spend for health-
care providers? The pandemic 
accelerated both the need 
for healthcare services and 
a shortage among available 
workers — squeezing pro-
viders on both sides as de-
mand outstripped their ability 
to supply timely services. 
They’re turning to technolo-
gy to streamline office sys-
tems and to enable them to 
put more time and focus on 
patients. Five critical technol-
ogies are driving the increase 
in spending on technology. 
Let’s take a look at each one.

CLOUD BECOMES  
THE FOUNDATION
It’s dominated the technology 
landscape for a little over a 
decade, but some healthcare 
providers were slow to adopt 
cloud services. When the 

need for seamless, secure 
access from any location to 
systems and records be-
came paramount during the 
COVID pandemic, providers 
using cloud switched much 
more quickly and with fewer 
problems than those reliant 
on in-office software or even 
physical paper-based records 
systems. It’s clear that cloud 
should be the foundation for 
healthcare providers and hos-
pitals, so they are converting 
remaining systems.

How is this trend important 
for you? If you don’t already 
offer enterprise content man-
agement (ECM) or automation 
— especially simple automat-
ed workflow — in the cloud, 
now is the time!

TELEMEDICINE RISES
Many of us experienced our 
first telehealth service some-
time within the last couple of 
years thanks to widespread 
stay-at-home orders and the 
need to quarantine to prevent 
the spread of COVID. In fact, 
Deloitte estimates there has 
been a 70% increase in virtu-
al health use since 2020. As 
experts predict this is a trend 
that will stick, providers are 
turning from stopgap solu-
tions chosen quickly to enable 
basic services to now looking 
for technologies to provide 
a base for virtual health for 

years to come. How do you 
get in on this spend?

Markets and Markets indi-
cates that telehealth is a key 
factor driving increased tech-
nology spending by healthcare 
providers, so you’ll want to 
get your sales and marketing 
messages clean and clear 
about how your technology 
offerings enable remote work 
and telehealth. Security was 
one shortcut taken by many 
providers early in the pandem-
ic but it’s something they can-
not continue to compromise 
on. They’re looking to improve 
data security during remote 
work with today’s technology 
purchases. 

INTERNAL SYSTEMS  
CONNECT
Interoperability is something 
of a buzzword in the health-
care industry these days as 
providers work to enable EHR 
systems to share patient infor-
mation with providers across 
facilities. As a result, they’re 
eying other business systems 
and records to find efficien-
cies from sharing records as 
well. Just how important is 
interoperability for healthcare?

· 84% of physicians say ease-
of-use and seamless integra-
tion of technology is essential 
to any successful practice.
· Markets and Markets notes 

THERE HAS BEEN AN 
ESTIMATED 70% INCREASE 
IN VIRTUAL HEALTH USE 
SINCE 2020.
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that interoperability is a key 
factor driving the increase in 
technology spending in the 
healthcare marketplace. 

As you know, ECM systems 
make it easy to “image en-
able” virtually any other line-
of-business system so work-
ers can access any record 
they might need to enter data 
or make decisions in other 
applications. Robotic process 
automation (RPA) makes it 
easy to automatically share 
information between systems 
and to automate other rou-
tine tasks that streamline and 
simplify information sharing 
across a hospital or healthcare 
practice. Make sure interoper-
ability and integration are core 
parts of your marketing mes-
sages to healthcare buyers.

AUTOMATION ARRIVES
Like most other industries and 
businesses, automation is at 
the forefront of technology ini-
tiatives for healthcare compa-
nies this year. During the pan-
demic, non-essential workers 
in departments like records 
and accounting worked from 
remote locations, putting a 
spotlight on the need for au-
tomation. Further, automation 
typically streamlines mundane 
tasks rather than entire jobs. 
Employees who no longer 
have to pass documents 
hand-to-hand or manually 
enter data report higher job 
satisfaction and higher lev-

els of engagement with their 
employer. Think automation 
isn’t important? Consider the 
cost to primary care providers 
who spend 5.9 hours daily on 
manual data entry.

Successful sales and mar-
keting campaigns will empha-
size the time and cost savings 
offered by automation along 
with an ability to support 
better patient care and more 
engaging work for employ-
ees. Be sure your automation 
product is easy enough to set 
up that users can make their 
own modifications to work-
flows as needed.

SECURITY NEEDS  
INCREASE
Data security sits at the fore-
front for healthcare providers, 
because they manage and 
store protected health infor-
mation (PHI). Much of the 
security for PHI is provided 
by the health records system, 
but other parts of the business 
are less well-protected. Con-
sider the following concerning 
statistics:

· Between 2009 and 2017 
there have been 2,181 health-
care data breaches involving 
more than 500 records. Those 
breaches have resulted in the 
theft/exposure of 176,709,305 
healthcare records. That 
equates to more than 50% of 
the population of the United 
States (54.25%). Healthcare 

data breaches are now being 
reported at a rate of more than 
one per day.

· Veronis notes healthcare 
takes the longest to discover 
data breaches (325 days on 
average) and has the highest 
average cost at $7.13 million 
per breach.

Information management 
systems offer significant se-
curity advantages for health-
care providers who are not 
getting the cybersecurity they 
need from their EHR. ECM 
can ingest any type of busi-
ness record, accommodate 
multilayered and extremely 
complex security and access 
standards, and is designed to 
enable compliance with many 
types of regulations through 
detailed audit logging and 
extensive reporting. Marketing 
messaging that emphasizes a 
partnership between ECM and 
EHR will create opportunities 
for technology sales to health-
care providers.

CONCLUSION

Don’t be fooled by rumors that 
the healthcare industry is sat-
urated because EHR systems 
are well-established. Opportu-
nities abound for resellers who 
support telemedicine, system 
interoperability, automation, 
and security on a cloud ser-
vices foundation. There is 
plenty of business for tech-
nology resellers who key into 
these five trends.   

 HEALTHCARE DATA 
BREACHES ARE NOW BEING 
REPORTED AT A RATE OF 
MORE THAN ONE PER DAY.

Christina Robbins is director 
of strategic communications 
at Digitech Systems LLC.
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OVERCOMING DOCUMENT 
CHALLENGES IS KEY 

TO A MORE EFFICIENT 
SUPPLY CHAIN

By  Bruce Orcutt, ABBYY

New research among supply chain leaders on digitizing paperwork has revealed 
that their biggest headache is finding and verifying information. A document 
challenges study shows that 60% of transport and logistics organizations have 
already invested in digitizing and improving their documents, yet more than half 
complain that they’re still experiencing issues with information verification and 
finding the data needed for customers. There is 
a clear disconnect within the industry on what it means to be fully digital.   
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This new data highlights that 
manual document handling 
continues to be a huge time 
suck. Let’s explore why supply 
chain organizations must con-
nect their data and documents 
with the right automation tech-
nologies to move toward a high-
speed, more efficient future.

WHY SHIPPERS ARE 
GETTING IT WRONG

While many organizations have 
begun to dedicate more time 
and resources to digital doc-
uments, they’re still handling 
data and documents separate-
ly. For many organizations, they 
see digital documents as hav-
ing them in PDF form, which 
doesn’t move data into a digital 
process; a PDF is still a docu-
ment or document image that’s 
somewhat easier for them to 
read. The same thing happens 
with invoice processing: 65% 
of organizations said they still 
have paper-based invoices. 
What’s astonishing is that more 
than half of those respondents 
receive PDF documents in an 
email, and they still print them 
just to key the information back 
into another application or 
database — contradicting the 
whole point of having digital 
documents in the first place.

Additionally, shippers don’t 
understand what being fully dig-
ital and having documents with 
intelligent capabilities mean. 
Are their end-to-end processes 
digital without a single piece of 
paper ever being generated? Or 
did they only get rid of paper to 
replace it with PDFs? For most, 
it’s the latter, and many com-
panies simply did this because 
they could no longer afford 
to spend time and money on 
keeping up with paper docu-
mentation. This only provides 

gradual efficiency gains and 
often doesn’t change the docu-
ment processing operations.

THE KEY  
TO APPROACHING  
DOCUMENT AUTOMATION

Document-intensive processes, 
which make up the majority 
of supply chain processes, 
rely on human intervention 
and decision-making more 
than any other part of logistics 
operations. When disruptions 
occur, they directly expose 
operational reliance on docu-
ments and the rigid nature of 
manual processing or legacy 
OCR-based automation. Doc-
ument processing often is the 
least adaptive part of logistics 
operations, so it’s important for 
companies to reimagine their 
document process from the 
ground up.

Yet, most organizations don’t 
know where to start their au-
tomation journey in a way that 
gives them the quickest, most 
efficient wins. They need to em-
brace an automation-first mind-
set rather than solely focusing 

on task-based solutions, and 
analyze the people involved with 
their processes to determine 
which processes and tasks 
could be automated effectively.

For example, a global logis-
tics company we worked with 
wanted to automate several 
areas of their organization, 
including invoice processing. 
However, following an assess-
ment with their solution partner, 
they felt that the complexity of 
semi-structured documents, 
coupled with a lack of exten-
sive intelligent document pro-
cessing (IDP) capabilities within 
their robotic process automa-
tion (RPA) platform would lead 
to inefficiencies. They re-en-
gaged the accounts payable 
team and began to prove the 
value of an IDP solution, then 
analyzed the current process 
and designed the future pro-
cess prior to implementing a 
solution that could be scaled 
and reused. With the increasing 
sophistication of technology, 
the logistics company was 
able to benefit from an intelli-
gent invoice processing proof 
of concept, which could be 
applied to a number of different 
document types.

DOCUMENT-INTENSIVE 
PROCESSES, WHICH MAKE 
UP THE MAJORITY OF SUPPLY 
CHAIN PROCESSES, RELY ON 
HUMAN INTERVENTION AND 
DECISION-MAKING MORE 
THAN ANY OTHER PART OF 
LOGISTICS OPERATIONS.
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HOW AI ENABLES  
MORE SOPHISTICATED 
WAYS OF WORKING

Embracing a smarter 
document processing system 
is a quick and relatively 
simple way for companies to 
free up a significant amount 
of employee time while 
strengthening their bottom 
line. Document processing 
with intelligent capabilities 
can help provide speedier 
processing of bills of lading, 
waybills, invoices, and more, 
allowing quicker decision 
making and providing a more 
competitive edge. Once they 
adopt more sophisticated 
artificial intelligence (AI) 
solutions, including IDP and 
newer low-code/no-code 
tools, and leave manual 
paper documents in the past, 
their document processing 
automation turns into a 
realistic, attainable next step.

Most supply chain 
organizations have experience 
with traditional automation 
approaches such as RPA 
with basic OCR technologies, 
which enable them to 
automate routine tasks and 
document data extraction and 

validation in stable processes. 
But they only focus on data 
field recognition, extraction, 
and validation through hard-
coded instructions from 
applications and IT systems. 
Adding AI technologies like 
machine learning (ML) can be 
used to “read” information and 
apply experience and skill to 
make decisions on it, making 
it well-suited for applications 
that include information 
extraction, machine 
translation, report generation, 
and more. AI can be trained 
by humans to learn and read 
large amounts of complex 
information similar to how 
trained workers would do. It 
can distinguish various forms 
containing exceptions and be 
applied to different situations.

Additionally, no-code IDP 
platforms take this even 
further by removing the 
burden of having to create 
a complex application 
infrastructure for IT to 
implement and maintain. Pre-
trained low-code/no-code 
document skills (pre-built 
skills that understand the 
content of documents like 
bills of lading, for example) 
are a drag-and-drop option 
that can easily be plugged 
into an existing process or 

application and can run within 
minutes. This is extremely 
helpful for organizations that 
don’t have much of, if any, IT 
budget to work with and can 
be implemented directly by 
their operations group, where 
agility is needed most.

Real-time visibility and 
document processing are the 
key to supply chain digital 
transformation. Companies 
that continue to use paper 
documents will likely fall 
behind their peers who are 
more digitally advanced and 
must re-think their processes 
sooner rather than later 
to avoid seeing significant 
revenue losses. Innovative 
AI technologies like no-code 
IDP platforms will provide 
a hassle-free solution that 
identifies, evaluates, and 
removes friction from any 
document-driven process, 
and will ultimately help them 
remain competitive in a 
volatile market and during a 
time when agility in document 
processing matters more than 
ever.  

COMPANIES THAT CONTINUE TO USE PAPER 
DOCUMENTS WILL LIKELY FALL BEHIND 
THEIR PEERS WHO ARE MORE DIGITALLY 
ADVANCED AND MUST RE-THINK THEIR 
PROCESSES SOONER RATHER THAN LATER 
TO AVOID SEEING SIGNIFICANT REVENUE 
LOSSES.

Bruce Orcutt is senior vice 
president Product Marketing 
at ABBYY.
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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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We all love paper. From filing cabinets full 
of documents to piles on our desks, paper still 
manages a great deal of our work today. As times evolve, 
our long-standing relationship with paper must too, especially 
in light of today’s digital-first business climate.

Without digitization, there is no digital transformation. With Konica Minolta’s 
Business Process Outsourcing services, we help you take the first step toward your
digital transformation journey. Whether your organization needs backfile scanning, 
digital mail services, day-forward scanning, or content management services, Konica Minolta 
is the trusted partner to get you started.

Learn more about how Konica Minolta’s BPO solutions can add value to your organization’s  
digital transformation efforts at kmbs.konicaminolta.us/IntelligentInformationMgmt

HERE’S TO  

THE 
INNOVATORS
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