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Abstract. Modern business models are increasingly seen as a source of out-
standing organizational performance and competitive advantage that either
synergizes with the previous business model or completely replaces the previous
strategy. For enabling this transition the paper describes an advanced model to
master the digital business transformation. Based on a large literature review the
paper will identify useful methods and tools which are used in modern industrial
companies. By this the findings serve as blueprint for the education and training
of future service engineers and deliver the basis for the elaboration and design of
according skill cards.
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1 Introduction – Business Models and Trends

1.1 A Subsection Sample

Today’s trends such as lean supply chain, smart manufacturing, cloud platforms, big
data management, artificial intelligence, augmented and virtual reality, mobility, smart
e2e transparency, additive manufacturing, customization, service-orientated business
models and outsourcing etc. are all based on the changes of customer mentality and
technological advancements. Through the faster means of communication caused by
the introduction of worldwide accessible internet, trends form and can spread much
faster than ever before in history. Figure 1 shows the different driving factors on
business model trends.

Shorter product life cycles, continuous changes of business processes and higher
customer expectations lead to a new kind of relationship between the customer and
business partners within the value chain. Customers expect faster business transactions,
one-stop-shop solutions and transparency in the supply chain. This is only possible, if
companies can digitalise information and data about products, customers, processes
and services and thereby digitally transform their business model. With this new
working method, a high amount of data is collected about business procedures and
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production processes, customer demands, as well as data about internal and external
communication, requiring a high amount of management and data analysis.

Digital transformation means a reorientation of products, services, processes and
business models towards the continuously digitalised world and results in faster
transactions and more reliability through quality and security and therefore leads to
higher customer satisfaction [1]. The digital transformation of business models can be
implemented in three general phases (see also Fig. 2):

• Phase 1: Digitise the current business and build a platform for digital processes.
• Phase 2: Integrate Internet of Things (IoT) functionalities into the platform and

develop digital services.
• Phase 3: Close e2e loop of the entire business operations and modularize platform

services [2].

Figure 2 depicts the journey from the traditional to the digital business. The model
is divided into company internal and external elements, as the digitalisation of a
business model can only work, if both the customer side and the own company can be
“digitalised”. This begins through the digitalisation of the channels and processes used
to create or provide value. Afterwards, the digitalisation of products, services and other

Fig. 1. Business model trends

Fig. 2. Digital transformation (modified and enhanced according to [2])
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objects included in the value chain. Finally, full digitalisation of all transactions and
procedures with a high automation level leads to a fully digitalised business model [3].

2 Transition from Traditional to Modern Business Models

Modern business models are increasingly seen as a source of outstanding organiza-
tional performance and competitive advantage that either synergizes with the previous
business model or completely replaces the previous strategy.

New business models such as pay-per-use (usage-based payment e.g.: Car2go),
peer-to-peer (trade between private individuals e.g.: Airbnb) or performance-based
contracting (payment for the final performance e.g.: Rolls Royce) have revolutionised
entire industries. Therefore, many companies have changed their model to move from
pure product sales to the sale of problem solutions and services. When servitization
moves a manufacturer all the way to becoming a solution provider there are major
changes on the business model (Fig. 3).

For enabling this transition, several frameworks are described in the literature [4, 5].
Figure 4 shows a modified and advanced model based on Bucherer which is applied for
the development of a new business model on the basis of an existing model. It consists of
several phases in which different activities are proposed. After each phase there is a gate
which requires a verification, if the planned solutions and the meaningfulness of the
concepts are given.When this is fulfilled the next phase starts, otherwise there is a need to
start from scratch with the previous phase. This model is to be understood as a cycle and
should serve to question and optimize the business model during the entire life cycle.

Fig. 3. Process model for business model innovation (modified and enhanced according to [6])
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3 Methodology for Transformation

To develop a new business model and to transform the current business model,
numerous methods exist to support the process. To provide extensive applicability to
any kind of business sector, the stepwise approach presented was based on a combi-
nation of methodologies from various authors.

A methodology is defined as “a system of broad principles or rules from which
specific methods or procedures may be derived to interpret or solve different problems
within the scope of a particular discipline. Unlike an algorithm, a methodology is not a
formula but a set of practices” [7]. The following chapters will explain the created
methodology and shows the recommended methods that can be used. The set of
methods in use have been selected based on a literature research and interviews with
practitioners from industrial companies [8–13].

However, this process and its tools must be followed and used by a competent team
with a suitable set of skills. The selection of the team members is highly important, as
the business model they will find could be crucial to success. The aim of the business
model transformation is to improve the existing business or change it with the result of
success and higher profitability. One of the keys to success is not only the team, but
also the dedication of the top management to increase innovation and change [9].

3.1 Phase of Business Analysis

Companies are a complex of various elements and interdependencies. Three main parts
of the company should be analysed: The own business model (customers, value
proposition, value chain and profit model), the stakeholder (customer incentives,
partners, competitors) and the external influences on the business (ecosystem) [14].

Questions to be answered during the as-is-analysis of the business are:

• What can my company provide to be attractive and accepted in the future?
• What must change to ensure sustainable survival and competitiveness?
• What mechanisms must be implemented to recognise opportunities, risks and the

need for change early on? [15]

Fig. 4. Analysis – steps and tools
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Step 1 - As-Is Analysis
The As-Is-analysis includes all functions and departments of a company, the product
spectrum, technology, production depth, quantity framework, financial data, customer
and supplier data, organization data, all methods and tools used, as well as the
employees and their relationships toward each other and the company. During the As-
Is-analysis deficits will be found, which are a result of various reasons. For example,
wastage of resources or potential of the employees or not seizing opportunities by
acting in a non-future orientated way [15]. A literature review shows that the methods
have been listed to be the most suitable and applicable in operational business:

• SWOT [4, 5, 8]
• Benchmarking [9, 15]
• Ishikawa diagram [4, 5, 16].

Step 2 - Goal Definition
The highest level of a company goal is the vision. The vision is the long-term goal of a
company that describes the general purpose of the company [8]. An example for a
vision from Procter & Gamble is the following:

“We will provide branded products and services of superior quality and value that
improve the lives of the world’s consumers, now and for generations to come. As a
result, consumers will reward us with leadership sales, profit and value creation,
allowing our people, our shareholders and the communities in which we live and work
to prosper” [17].

When developing goals the company should decide what they want to achieve,
where they want to stand in the future and in which amount of time the goal should be
achieved. According to a literature review the following tools are essential in practical
use:

• Goal pyramid [4, 8]
• Gap analysis [4, 8]
• Scenario analysis [4, 5, 8].

3.2 Phase of Design

In this phase ideas for the new business model will be systematically developed. This is
mainly done by work groups applying creativity techniques (Fig. 5).

The identified business models will then be designed and evaluated according to the
company goals and capabilities. Figure 6 shows the single steps.

Step 3 - Business Model Idea Creation
The idea finding phase marks the beginning of the business model development pro-
cess. The goals have been defined and the development direction set. Either an existing
product or service is to be improved or a completely new idea is to be developed. In
either case a key aspect is to take the customers into account. It is crucial to understand
what the customer needs and where his inconveniences lie, as well as what the cus-
tomer expects from the company. Another question to be answered is, how the com-
pany can position itself in a way to satisfy the customers need in the best manner in

Toolbox of Methods for the Digital Business Transformation 787



comparison to the competition. All methods to develop creative ideas and to emphasise
creativity underlie the same principles: understanding of the challenge, loosening of
transfixed stereotypes and assumptions, recombining existing approaches and solutions
and refining of ideas through criticism and improvement [18].

This phase helps to create new ideas through creative thinking, without being
influenced by existing business models and ideas, as well as the current business model
in place [19]. The following sections will explain some methods to develop creative,
innovative ideas. The most commonly used idea generation methods are mind mapping
and brainstorming. However, these will not be looked at further, as they are very simple
and well known. For operational business applications the literature references the
following tools:

• Destroy your business [11]
• The empathy map [13]
• St. Galler business model navigator [14].

Step 4 - Detailed Business Model Design
After some ideas have been gathered, they should be thought through systematically.
All aspects should be considered, to enable a holistic perspective of the business model
and to ensure its functionality. For this the most proven tools used in practice are

Fig. 5. Design – steps and tools

Fig. 6. Implementation – steps and tools
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• Business Canvas [1, 13]
• SIPOC [9, 20].

Step 5 - Business Model Evaluation
Having described the business models through the canvas and SIPOC method, the
business models can now be evaluated. However, this can be a difficult task due to
incomparability or through incomplete perspectives on the business models. Therefore,
first of all an environmental analysis for each business model that is estimated to be
promising should be made and then an objective evaluation with a systematic proce-
dure and reasonable evaluation criteria should be followed. Literature reports to apply
the following tools:

• PESTEL [19]
• Porters five forces [19]
• Value benefit analysis [21].

3.3 Phase of Implementation

In this phase the solution starts the design for the new found business model. All
relevant aspects and details have to be considered and included into the new solution.

After the final approval of the solution design the business model has to be
implemented into the daily operation and business routines. For this a detailed
implementation strategy has to be elaborated to master this transition with regard to all
kinds of management aspects.

Step 6 - Solution Design
This step focuses on the business model that is planned to be used and helps to prepare
and consider all aspects that are relevant for the implementation of the new business
model. According to several authors this step is being performed by the application of
the following tools.

• Detailed process design [4, 5, 9]
• Resource & investment plan [4, 5, 9, 22]
• Business case [9, 22–25]
• Performance management [12, 26, 27].

Step 7 - Implementation Strategy
When all the framework has been set, the implementation strategy can be developed.
The goal of the implementation strategy, is that the current processes can be trans-
formed without major delays and downtimes. Furthermore, the resource availability is
to be considered and the influence on the running operations or departments before
setting up a project. It is recommended to start a pilot first, to stabilise the processes and
find gaps and potentials for improvement. The old and the new process should be
operated in parallel, so that the new process can gain maturity and stability [9]. The
implementation of a new business model within a firm should be done through a
project. Beforehand, some planning must be done to define the framework. Therefore,
project management elements will be used to support the transformation [19].
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Beginning with the project charter, that defines all important elements of the project a
second important document will be presented, that is used throughout the entire
transformation phase: the project plan. Furthermore, a RACI plan is put together, to
define the roles and responsibilities during the transformation project. Finally, a budget
plan for the project is set up. Applicable tools to finish this step are:

• Project charter [9].
• Action plan [9].
• RACI matrix [9, 28].
• Project plan [9, 28].
• Transformation plan [11, 12, 29–32].

3.4 Phase of Control

The final phase aims at the continuous evaluation of the newly implemented business
model. For this the operational performance figures have to continuously monitored
and controlled in a structured manner (Fig. 7).

Step 8 - Continuous Performance Monitoring
The objective of this final step is to ensure a durable and sustainable development of
the new business model. Therefore the current operational performance is permanently
monitored and benchmarked against previously defined key performance figures. By
this deviations and according counter measures can be taken at an early stage. Various
authors recommend the following tools to master this step:

• Balance scorecard [12, 14, 32, 36, 37]
• Break even analysis [12, 14, 32–37]
• Rolling forecast [12, 14, 32, 36, 37].

4 Summary and Outlook

The paper describes a process and a toolbox of methods for the digital business
transformation. The single phases have been subdivided into smaller single steps. To
master the steps a literature review has been performed to identify useful methods for
the practical execution. This toolbox of methods can be used as a blueprint for the
education and training of future service engineers. Therefore it is recommended to
integrate the identified methods and tools into the curriculum and elaborate according
skill cards for training and education.

Fig. 7. Control – steps and tools

790 J. Niemann et al.



References

1. Kreutzer, R.T.: Konzeption und Grundlagen des Change- Managements. In: Wirtschaftswis-
senschaftliches Studium, vol. 1, no. 46, pp. 10–17 (2017)

2. Schallmo, D., Rusnjak, A., Anzengruber, J., Werani, T., Jünger, M. (Hg.): Digitale
Transformation von Geschäftsmodellen. Grundlagen, Instrumente und Best Practices.
Springer Gabler, Wiesbaden (2017). https://doi.org/10.1007/978-3-658-12388-8

3. Dehmer, J., Kutzera, A.-A., Niemann, J.: Digitalisierung von Geschäftsmodellen durch
platformbasiertes Value Chain Manage-ment. ZWF - Zeitschrift für wirtschaftlichen
Fabrikbetrieb 112(4), 253–256 (2017)

4. Niemann, J.: Die Services-Manufaktur, Industrielle Services planen –entwickeln – einführen.
Ein Praxishandbuch Schritt für Schritt mit Übungen und Lösungen. Shaker Verlag, Aachen
(2016)

5. Niemann, J., Tichkiewitch, Serge: Westkämper Engelbert: Design of Sustainable Product
Life Cycles. Springer, Heidelberg (2009). https://doi.org/10.1007/978-3-540-79083-9

6. Bucherer, Eva: Business Model Innovation-Guidelines for a Structured Approach. Shaker
Velag, Aachen (2010)

7. Business Dictionary “Methodology”: Methodology. WebFinance Inc. businessdictionary.-
com. http://www.businessdictionary.com/definition/methodology.html. Accessed 04 Apr
2020

8. Herrmann, A., Huber, F.: Produktmanagement. Grundlagen - Methoden – Beispiele, 3.,
vollst. überarb. u. erw. Aufl. Springer, Wiesbaden (2013). https://doi.org/10.1007/978-3-
658-00004-2. Accessed 04 Apr 2020

9. Staudter, C., Hugo, C., Bosselmann, P., Mollenhauer, J.-P., Meran, R., Roenpage, O., et al.
(Hg.): Design for Six Sigma + Lean Toolset. Innovationen erfolgreich realisieren, 2 vollst.
überarb. und erw. Aufl. Springer, Wiesbaden (2013)

10. Schallmo, D.R.A.: Design Thinking erfolgreich anwenden. So entwickeln Sie in 7 Phasen
kundenorientierte Produkte und Dienstleistungen. Springer, Wiesbaden (2017). https://doi.
org/10.1007/978-3-658-12523-3

11. Kohne, A.: Business Development. Kundenorientierte Geschäftsfeldentwicklung für erfol-
greiche Unternehmen. Springer, Wiesbaden (2016). https://doi.org/10.1007/978-3-658-
13683-3. Accessed 04 Apr 2020

12. Gerberich, C.W. (Hg.): Praxishandbuch Controlling. Trends, Konzepte, Instrumente, 1 Aufl.
Gabler, Wiesbaden (2005)

13. Osterwalder, A., Pigneur, Y.: Business Model Generation. Ein Handbuch für Visionäre,
Spielveränderer und Heraus-forderer, 1 Aufl. Campus Verl., Frankfurt am Main (2011).
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&db=
nlabk&AN=832895. Accessed 04 Apr 2020

14. Gassmann, O., Frankenberger, K., Csik, M.: Geschäftsmodelle entwickeln. 55 innovative
Konzepte mit dem St. Galler Business Model Navigator. Hanser, München. http://www.
hanser-elibrary.com/action/showBook?doi=10.3139/9783446437654. Accessed 04 Apr
2020

15. Nührich, K.P., Hauser, A. (Hg.): Unternehmensdiagnose. Ein Führungsinstrument zur
Sicherung der nachhaltigen Existenzfähigkeit von Unternehmen. Springer, Heidelberg
(2001). https://doi.org/10.1007/978-3-642-56751-3

16. Munro, R.A.: Six Sigma for the Office. A Pocket Guide. ASQ Quality Press, Milwaukee
(2003)

17. P&G: Our Purpose. http://us.pg.com/who-we-are/our-approach/purpose-values-principles.
Accessed 04 Apr 2020

Toolbox of Methods for the Digital Business Transformation 791

https://doi.org/10.1007/978-3-658-12388-8
https://doi.org/10.1007/978-3-540-79083-9
http://www.businessdictionary.com/definition/methodology.html
https://doi.org/10.1007/978-3-658-00004-2
https://doi.org/10.1007/978-3-658-00004-2
https://doi.org/10.1007/978-3-658-12523-3
https://doi.org/10.1007/978-3-658-12523-3
https://doi.org/10.1007/978-3-658-13683-3
https://doi.org/10.1007/978-3-658-13683-3
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&db=nlabk&AN=832895
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&db=nlabk&AN=832895
http://www.hanser-elibrary.com/action/showBook%3fdoi%3d10.3139/9783446437654
http://www.hanser-elibrary.com/action/showBook%3fdoi%3d10.3139/9783446437654
https://doi.org/10.1007/978-3-642-56751-3
http://us.pg.com/who-we-are/our-approach/purpose-values-principles


18. Hoffmann, C.P., Lennerts, S., Schmitz, C., Stölzle, W., Uebernickel, F. (Hg.): Business
Innovation: das St. Galler Modell. Springer, Wiesbaden (2016). https://doi.org/10.1007/978-
3-658-07167-7. Accessed 04 Apr 2020

19. Schallmo, D., Brecht, L.: Geschäftsmodell-Innovation. Grundlagen, bestehende Ansätze,
methodisches Vorge-hen und B2B-Geschäftsmodelle. Springer, Wiesbaden (2013) Zugl.:
Ulm, Univ., Diss. (2012)

20. Melzer, A.: Six Sigma – Kompakt und praxisnah. Prozessverbesserung effizient und
erfolgreich implementieren. Springer, Wiesbaden (2015). https://doi.org/10.1007/978-3-658-
09854-4. http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&AN=
1050548. Accessed 04 Apr 2020

21. Kühnapfel, J.B.: Nutzwertanalysen in Marketing und Vertrieb. Springer, Wiesbaden (2014).
https://doi.org/10.1007/978-3-658-05509-7

22. Heesen, B.: Investitionsrechnung für Praktiker. Fallorientierte Darstellung der Verfahren und
Be-rechnungen, 3 Auflage. Springer, Wiesbaden (2016). https://doi.org/10.1007/978-3-658-
10356-9. http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&AN=
1087143. Accessed 04 Apr 2020

23. Brugger, R.: Der IT Business Case. Kosten erfassen und analysieren, Nutzen erkennen und
quantifizieren, Wirtschaftlichkeit nachweisen und realisieren, 2 Aufl. Springer, Wiesbaden
(2009). https://doi.org/10.1007/978-3-540-93858-3. http://site.ebrary.com/lib/alltitles/
docDetail.action?docID=10297037. Accessed 04 Apr 2020

24. Wöltje, J.: Finanzkennzahlen und Unternehmensbewertung, 1 Aufl. Haufe Verlag (Haufe
TaschenGuide - Band 00381, v.381) (2012). http://www.wiso-net.de/document/HAUF,
AHAU__9783648025130127. Accessed 12 May 2017

25. Olfert, K.: Investition. 13., aktualisierte Auflage. Kiehl (Kompendium der praktischen
Betriebswirtschaft), Herne (2015)

26. Gabler Kompakt-Lexikon Wirtschaft: 11 aktualisierte Aufl. Springer, Wiesbaden (2013).
https://doi.org/10.1007/978-3-658-00008-0

27. Mühlencoert, T.: Kontraktlogistik-Management. Grundlagen - Beispiele - Checklisten.
Gabler Verlag, Wiesbaden (2012). https://doi.org/10.1007/978-3-8349-3733-9. Accessed 05
May 2017

28. Bergmann, R., Garrecht, M.: Organisation und Projektmanagement, 2 Aufl. Springer,
Heidelberg (2016). https://doi.org/10.1007/978-3-642-32250-1. Accessed 04 Apr 2020

29. Mervelskemper, L., Paul, S.: Unternehmenkultur als Innovationstreiber? Ein Einblick in die
Praxis. In: Zeitschrift für das gesamte Kreditwesen, no. 15, p. 746 (2016). https://www.wiso-
net.de/document/ZFGK__081601014. Accessed 04 Apr 2020

30. Barsh, J., Capozzi, M.M., Davidson, J.: Leadership in innovation. McKinsey Quarterly.
http://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/
leadership-and-innovation. Accessed 04 Apr 2020

31. Schein, E.H.: Organizational Culture and Leadership. The Jossey-Bass Business &
Management Series, 4 edn. Jossey-Bass, San Francisco (2010). http://www.esmt.eblib.
com/patron/FullRecord.aspx?p=588878. Accessed 04 Apr 2020

32. Gerberich, C.W., Teuber, J., Schäfer, T.: Integrierte Lean Balanced Scorecard, 1 Aufl.
Gabler Verlag, Wiesbaden (2010). http://gbv.eblib.com/patron/FullRecord.aspx?p=748707.
Accessed 04 Apr 2020

33. Niemann, J.: Ökonomische Bewertung von Produktlebensläufen- Life Cycle Controlling. In:
Spath, D., Westkämper, E., Bullinger, H.-J., Warnecke, H.-J. (Hrsg.) Neue Entwicklungen in
der Unternehmensorganisation. VDI Buch, pp. 247–261. Springer, Heidelberg (2017).
https://doi.org/10.1007/978-3-662-55426-5_27

792 J. Niemann et al.

https://doi.org/10.1007/978-3-658-07167-7
https://doi.org/10.1007/978-3-658-07167-7
https://doi.org/10.1007/978-3-658-09854-4
https://doi.org/10.1007/978-3-658-09854-4
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&AN=1050548
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&AN=1050548
https://doi.org/10.1007/978-3-658-05509-7
https://doi.org/10.1007/978-3-658-10356-9
https://doi.org/10.1007/978-3-658-10356-9
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&AN=1087143
http://search.ebscohost.com/login.aspx?direct=true&scope=site&db=nlebk&AN=1087143
https://doi.org/10.1007/978-3-540-93858-3
http://site.ebrary.com/lib/alltitles/docDetail.action?docID=10297037
http://site.ebrary.com/lib/alltitles/docDetail.action?docID=10297037
http://www.wiso-net.de/document/HAUF%2cAHAU__9783648025130127
http://www.wiso-net.de/document/HAUF%2cAHAU__9783648025130127
https://doi.org/10.1007/978-3-658-00008-0
https://doi.org/10.1007/978-3-8349-3733-9
https://doi.org/10.1007/978-3-642-32250-1
https://www.wiso-net.de/document/ZFGK__081601014
https://www.wiso-net.de/document/ZFGK__081601014
http://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/leadership-and-innovation
http://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/leadership-and-innovation
http://www.esmt.eblib.com/patron/FullRecord.aspx?p=588878
http://www.esmt.eblib.com/patron/FullRecord.aspx?p=588878
http://gbv.eblib.com/patron/FullRecord.aspx?p=748707
https://doi.org/10.1007/978-3-662-55426-5_27


34. Niemann, J.: Life Cycle Management- das Paradigma der ganzheitlichen Produktlebenslauf-
betrachtung. In: Spath, D., Westkämper, E., Bullinger, H.-J., Warnecke, H.-J. (Hrsg.) Neue
Entwicklungen in der Unternehmensorganisation. VDI Buch, pp. 179–193. Springer,
Heidelberg (2017). https://doi.org/10.1007/978-3-662-55426-5_22

35. Niemann, J., Fussenecker, C., Schlösser, M., Ahrens, T.: ELIC – teacher as a medium to
built a new generation of skilled engineers. In: Proceedings of the International Conference
on Competitive Manufacturing (COMA 2019), Stellenbosch, South Africa, 30 January–1
February 2019, pp. 234–238 (2019)

36. Gassmann, O., Frankenberger, K., Csik, M.: The Business Model Navigator. 55 Models That
Will Revolutionise Your Business. Pearson, Harlow (2014)

37. Glauner, F.: Zukunftsfähige Geschäftsmodelle und Werte. Strategieentwicklung und
Unternehmensführung in disruptiven Märkten. Springer, Heidelberg (2016). https://doi.
org/10.1007/978-3-662-49242-0. Accessed 04 Apr 2020

Toolbox of Methods for the Digital Business Transformation 793

https://doi.org/10.1007/978-3-662-55426-5_22
https://doi.org/10.1007/978-3-662-49242-0
https://doi.org/10.1007/978-3-662-49242-0

	Toolbox of Methods for the Digital Business Transformation
	Abstract
	1 Introduction – Business Models and Trends
	1.1 A Subsection Sample

	2 Transition from Traditional to Modern Business Models
	3 Methodology for Transformation
	3.1 Phase of Business Analysis
	3.2 Phase of Design
	3.3 Phase of Implementation
	3.4 Phase of Control

	4 Summary and Outlook
	References




