EDRRAEEZEESRATFIY AR TA—FD
AT XNeE~ DI AR e

An Approach of Artificial Intelligence to Business Informatics using the Business
Analysis Core Concept Model which leads to Values
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Abstract: Business Analysis Core Concept Model (BACCM®) has been introduced in the BABOK® V3.
The model focuses on values which come from satisfaction of stakeholders’ needs. Management decision-
making could be done by Al using the BACCM approach.
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Business analysis is the practice of
enabling change in an enterprise by
defining needs and
recommending solutions that
deliver value to stakeholders
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1.2 Business Analysis Core Concept Model
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