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LUMINARY LABS

20 years, 5 waves
of digital disruption

Web Search Social Mobile Voice

Make it Make it Make it Make it Make it

virtual, discoverable. shareable. responsive. conversational.
L L & & L

1954 2002 2006 2010 2016

A large extra cheese, Google Toolbar allows people Facebook goes beyond The iPad is announced. Apple During the 2016 haliceay
pepperoni, and mushroom to search in a browser without colleges: the platform opens fo sells 3 million in the first B0 days; season, sales of Amazon
pizza from Pizza Hut is the visiting the Google homepage; any user over 13 years old with 15 million are sold by the release Echo devices grow 900%
first thing ordered online. SEQ efforts begin in eamest. a valid email address. of the iPad 2, one year later. over the previous year,

https://epiloguesystems.com/blog/key-differences-between-digital-disru ption-and-digital-
transformation/



Digital disruption 2020

All industries
2015+ will be subject

CREATING AND DESTROYING INDUSTRIES Automotive to digital
Telco () disruption
NO SAFE HAVENS Transport
Fashion
Retail
2010 + ﬂ

Print media

1L
1995 + . Travel

Music Spoty (11075 n
Photography

Video rental

‘
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The world*
does not ov
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Alibaba Group

The world’
accommaod
any real est
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t retailer The world's biggest taxi firm

does not own a single vehicle

\UBER

L)

The world's biggest media
company does not create any

| | nfacebook.
; >

es not own

ate content
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. masxnsan1En Subscription Model
. nmsEgdumIusalanits Freemium Model

- gouflaneaas Marketplace Model

PARTNER

8 Selection of relevant partners
for sustainable business
success

KEY RESOURCES

Essential resources for the
successful operation of the
business model

KEY ACTIVITIES

Main (differentiating) activities
pertaining to the
implementation of the
business model

5 REVENUE MODEL

Definition of the main revenue
sources per customer
(segment) defined

CUSTOMER (SEGMENTS)

Selection of most attractive
customer (segments) for the
solution / service in question

PROBLEMS

Specification of problems to
be solved from customer
(segment) perspective

SOLUTIONS

Definition of solutions for identified
problems of the customer
(segments)

CHANNELS
4

Selection of the distribution channels
via which the solution/service will be
distributed to the customer
(segments)

REQUIREMENTS & EXECUTION

. uaneanmsaainauia liwal Hypermarket Model
. uanamnanAainis The On-Demand Model
anusdaslaazAuAuE Ay Ecosystem Mode

v
CUSTOMER (SEGMENTS) & SOLUTIONS

. mswinneg luusns The Access-over-Ownership Model

13
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RPA Use Case: Invoice Verification

™ ~
A/ a b
i

A
1. Vanders send : ﬂ%ﬂ‘
; Involce via o ' :

6, Validate agalnil
PO/GR Data

Automatlon

https://zygencenter.com/th/rpa-for-accounting/



How Does OCR Invoice Processing Work?

Digitizing the invoice Character recognition Accuracy validation

Optimizing the image Text and data extraction

https://www.highradius.com/resources/Blog/ocr-invoice-processing/ 20
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