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Dear Reader,

You haǀe ĐhoseŶ to opeŶ ouƌ ďook aŶd to staƌt diǀiŶg iŶto it. A Đookďook oŶ digitalisaioŶ. 

͚A Đookďook?͛ Ǉou ŵight ask Ǉouƌself. ͚What the heĐk? I haǀe ǁoƌk to do oŶ digitalisaioŶ, that s͛ tƌue, ďut ǁhǇ 
would I need a cookbook? What is this all about?’

DigitalisaioŶ is happeŶiŶg all aƌouŶd us. Ouƌ ĐhildƌeŶ, ouƌ paƌeŶts, ouƌ fƌieŶds aŶd ouƌ Đolleagues, ǁe ouƌselǀes 
– eǀeƌǇoŶe has ďeĐoŵe used to the ďlessiŶgs of digital deǀiĐes. We eŶjoǇ theŵ eǀeƌǇ daǇ, happilǇ leiŶg theŵ 
completely transform our daily life. We understand that blessings never come without caveats, and hopefully 

ǁe aƌe aǁaƌe of theŵ, ďut ǁe should also uŶdeƌstaŶd that suĐh Đaǀeats aƌe a Đoƌe ĐhaƌaĐteƌisiĐ of aŶǇ 
fuŶdaŵeŶtal ĐhaŶge. AŶd this is pƌeĐiselǇ ǁhat digitalisaioŶ is – a fuŶdaŵeŶtal ĐhaŶge of ouƌ ǁoƌld, aŶd 
suďseƋueŶtlǇ of ouƌ ďusiŶesses. DigitalisaioŶ is highlǇ ƌeleǀaŶt iŶ ouƌ pƌiǀate aŶd ďusiŶess liǀes, aŶd it is 
ďeteƌ to faĐe up to the ĐhaŶges it dƌiǀes. 

SeiŶg aside the soĐiologiĐal, Đultuƌal aŶd ŵaĐƌoeĐoŶoŵiĐ ĐhaŶges dƌiǀeŶ ďǇ digitalisaioŶ iŶ ouƌ soĐieies, ouƌ 
focus here is on the microeconomic impacts on our businesses. Vast resources are available to support us in 

this ĐoŵpƌeheŶsiǀe, all-eŶĐoŵpassiŶg tƌaŶsfoƌŵaioŶ of ouƌ ďusiŶesses. EǀeƌǇ ĐoŶsuliŶg iƌŵ oŶ this plaŶet 
ǁill ƌeadilǇ help us, Ŷot to ŵeŶioŶ the ǀeŶdoƌs juŵpiŶg iŶ ǁith theiƌ tools, pƌoŵoiŶg theiƌ supposedlǇ ŵiŶd-
ďoggliŶg Đapaďiliies – soŵe of ǁhiĐh ǁe kŶoǁ aƌe, aŶd soŵe ǁe kŶoǁ aƌe Ŷot. A siŵilaƌlǇ ǀast liteƌatuƌe is 
available on all facets of this topic. Just a couple of clicks or taps away on your favourite digital device. Why 

then, you might wonder, would someone write yet another book on the topic? And why on earth a ‘cookbook’?

Well, ǁe set out to Đƌeate a ŵelaŶge. Take a teǆtďook-stǇle appƌoaĐh to the ďƌoad speĐtƌuŵ of digitalisaioŶ s͛ 
faĐets, ďleŶd ǁith the peƌsoŶal eǆpeƌieŶĐes of a ǁide ƌaŶge of disiŶguished guest authoƌs fƌoŵ ďoth ďusiŶess 
aŶd aĐadeŵia, let it siŵŵeƌ foƌ Đouple of ŵoŶths oŶ loǁ heat to let the disiŶĐt laǀouƌs of the ǀaƌious 
iŶgƌedieŶts deǀelop, aŶd theŶ seasoŶ eǀeƌǇthiŶg ǁith a iĐiious digitalisaioŶ stoƌǇ, told iŶ the foƌŵ of a 
ĐoŵiĐ highlighiŶg the doǁŶ-to-eaƌth situaioŶs Ǉou ǁill faĐe iŶ ƌeal life. 

Et voilà! The Đookďook is ƌeadǇ! It has ďeeŶ desigŶed to giǀe Ǉou pƌaĐiĐal adǀiĐe oŶ hoǁ to go aďout ĐookiŶg 
up Ǉouƌ oǁŶ iŶdiǀidual ŵeŶu of digitalisaioŶ iŶ the ĐoŶteǆt of Ǉouƌ iŶdiǀidual ďusiŶess. 
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SeleĐt the ƌeĐipes ŵost ƌeleǀaŶt to Ǉou to push foƌǁaƌd Ǉouƌ digitalisaioŶ iŶiiaiǀe giǀeŶ its ĐuƌƌeŶt status, 
aŶd deǀelop Ǉouƌ oǁŶ iŶteƌpƌetaioŶ of digitalisaioŶ. 

Apply this book’s recipes to your individual context and enjoy the result! Be a courageous cook yourself – 

ĐoŶseƋueŶial, iŶŶoǀaiǀe, deteƌŵiŶed. Adapt ouƌ ƌeĐipes ǁheƌe ŶeĐessaƌǇ, aŶd ƌeŵeŵďeƌ the ŵoto: 
͚EǀeƌǇoŶe ĐaŶ Đook .͛ EƋuallǇ, eǀeƌǇoŶe ĐaŶ digitalise theiƌ ďusiŶess – ǁith just a Đouple of siŵple ƌules to 
follow.

So, heƌe is the Đookďook, ƌeadǇ foƌ Ǉou to eŶjoǇ. To suppoƌt Ǉou iŶ Ǉouƌ dƌiǀe to iŵpleŵeŶt digitalisaioŶ iŶ 
Ǉouƌ speĐiiĐ ĐoŶteǆt, aŶd to assist Ǉou iŶ the shapiŶg, plaŶŶiŶg aŶd eǆeĐuioŶ of a ĐoŵpƌeheŶsiǀe tƌaŶsfoƌŵaioŶ 
of the status Ƌuo ;aŶd Ǉou should Ŷot setle foƌ lessͿ. It ǁill aĐĐoŵpaŶǇ Ǉou aŶd Ǉouƌ ďusiŶess iŶ ŵeeiŶg this 
ĐhalleŶge, to opeŶ up oppoƌtuŶiies uŶthiŶkaďle eǀeŶ just a Đouple of Ǉeaƌs ago.

We, the thƌee Đhefs of this Đookďook, ǁish Ǉou aŶ appeisiŶg, Ǉet Ŷutƌiious eǆpeƌieŶĐe. 

Diƌk, MaŶas aŶd MaƌiŶ
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Here‘s your prescription.

Stop painkiller. Not compatible 
with previous prescription. Risk of 

Adverse drug reaction.

Helsana
Leverage existing strengths 
WITH DIGITAL SERVICE 
AUGMENTATION

Digitalisation goes 
hand-in-hand with process, 
people and culture 
transformation

Bimodal IT revolves around 
seamless integration of 
front and core
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5.7 Helsana

Helsana is the leading health insurance provider in Switzerland. The company provides health 

insurance coverage to around 25% of the Swiss population. Market and regulatory pressures are 

increasing in Switzerland, and customer expectations are beginning to shift. New insuretech players 

are entering the market with innovative products, while the regulator is pushing for an electronic 

health record ecosystem. In this situation, Helsana has opted to focus on its core promise: being a 

‘health partner’ engaged for life and not just a transaction provider. This promise builds on the 

company’s core strengths – a strong brand, attractive products, motivated employees, a wide partner 

network and, most importantly, superior service. 

But how can Helsana enrich existing products with digital extensions that would provide added 

value to its members? How can data insights help consumers improve their understanding of health 

and make more informed choices? How can the health insurer contribute to reducing healthcare 

costs while improving the quality of care? Will members even allow the necessary access to their 

personal data?

At Helsana, business model innovations revolve around improvements in three areas: quality and 

efficiency improvements in its core systems, analytics to deliver value from information, and 

improved customer interaction. The triangle of digitalisation is a framework for identifying 

opportunities for innovation across all three areas. Enabling factors are security, agile methodologies 

and integration, with integration seen as a key enabler. 

Helsana’s digitalisation journey started with quality and efficiency improvements. In a two-year 

project, the legacy environment was modernised and transformed into a modular and agile 

application landscape. After an overhaul of 70% of the company’s administrative systems, the 

renewed core now supports a higher rate of change, is a sustainable basis for future development, 

and exposes business capabilities as reusable services. Some non-differentiating services are already 

sourced from cloud providers. 
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Next up in the digitalisation journey will be the area of analytics, with the creation of a new analytics 

suite. Insight gleaned from data has tremendous potential in healthcare – to improve the quality of 

care while driving down medical costs at the same time. Imagine rapid detection of multi-drug 

interaction issues, recommendations for providers who are highly specialised in your condition, 

suggestions for alternative treatments, generic pharmaceuticals or precision medication, a personal 

health coach who steers you towards a healthier lifestyle. All this is feasible on the basis of existing 

case data and cleverly applied analytics. 

A future step will bring significant improvements to the area of customer interaction. Here analytical 

insight and core business capabilities are woven into a rich, personalised customer experience and 

delivered across many channels and devices. The aim is a superior and attractive customer service 

that members interact with frequently. At the same time, however, Helsana realises that a human 

touch and a high level of engagement are required. The company can build on its strength of highly 

qualified and motivated personnel. They are always available when a client prefers face-to-face or 

telephone interaction, because some situations call for intensive personal and engaged contact. 

Enabling Factors

Integration: seamless and 
excellent
Security: data protection and 
safety
Agility: agile methods and 
cross-functional collaboration

Analytics

Population health management
Personalised health
recommendations: treatments,
generics, precision medication
Provider recommendations

Customer Interaction

Health platforms/portals
Apps and wearables
Multi-channel: consumerisation

Quality and Efficiency

Automated processes by 
reducing manual steps incl. 
business rules
Aim at 90% ‘dark processing‘ 
of requests
(no human intervention)
 

Business Model Innovation

Develop new products and 
services
Build digital services around 
existing products

Business Model
Innovation

Customer
Interaction

Quality
Efficiency Analytics

   
   

   
 In

te
g

ra
ti

on
   

    
    

    
     

      
             

                                           Secu
rity                                                                                  Agility



Chapter 5: Digital Business Models 149

How can Helsana rapidly test innovations in its market while keeping core systems stable and 

efficient? How does the company create cost structures that can support low-viability products? 

How can Helsana leverage its core competencies and co-create innovation with partners and start-

ups? 

Excellent integration is the key enabler for these principles. Reusable services expose data, insight 

and functional capabilities from core systems. They also decouple quick front-end innovation cycles 

from the much slower renewal of the core.

Data integration propagates data from core systems into a 360-degree customer view. Integration 

replicates master data and analytical insight to cloud services and mobile apps, and improves 

performance and autonomy. 

Functional integration makes core capabilities available to customer interactions. Secure APIs add 

an outside-in perspective to business capabilities. They are the basis for ecosystem participation, 

partner integration, and mobile as well as Web apps. The forecast sees a push for self-service 

integration by lines of business. 

A market reference model helps Helsana to position digital services. Health platforms, for example, 

provide services to gauge the quality of care delivery, as well as to enable collaboration and more 

effective care coordination. Providers can benefit from tools to manage the population health of 

their patient panel. Broker compensation could be reduced through more direct sales. All this 

optimises care, allows better management of health, provides self-enablement, and fulfils the 

changing expectations of today’s health user. However, it requires integration points and data 

sharing amongst insurers, brokers, members and providers. Here Helsana puts the concerns of its 

members centre stage – guaranteed safety of personal health data and ongoing commitment to the 

solidarity principle in compulsory health insurance. 
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