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MARKET OVERVIEW

GLOBAL DIGITAL TRANSFORMATION MARKET SIZE IS
PROJECTED TO BE AROUND US$ $798.44 BILLION BY 2025

USA

AUSTRALIA

Operating successfully in the modern business environment is very different from the
conditions of just a few years ago. Technology advances and open access to information and
social dynamics in the marketplace are forcing companies to re-think what products and
services they offer and how they provide them. Younger generations of customers expect
every interaction with companies to be efficient, informed by any available data about who
they are and their unique needs/preferences and enabled using modern technology, as a
result each technological sector is improving and transforming and becoming more digital as
digital transformation is future.
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DIGITAL TRANSFORMATION MARKET SIZE WORTH
$798.44 BILLION BY 2025

GLOBAL MARKET OUTLOOK

The global digital transformation market is expected to reach USD 798.44 billion by
2025, according to a new study by Grand View Research, Inc. The increasing necessity
for the introduction of innovative solutions that are capable of engaging customers or
employees to integrate process, data, IT and business and the increasing demand for the
adoption of Internet of Things (IoT) are propelling market growth.

Digital transformation allows organizations to tackle disruptive changes such as
marketplace fluctuation, and corporate restructuring, among others, occurring in their
markets and customer base by designing new products, services, and business models
leveraging digitalization. These newly designed solutions are generally a mix of digitally
stored historical information about business activities and the customers Furthermore,
they facilitate the transformation of traditional processes, business activities, and models
to take advantage of the upcoming changes and opportunities of digital technologies.
Moreover, factors such as optimization of end-to-end customer experience and
improvement in operational flexibility are promoting the growth of digital transformation
along with the recognition of new revenue sources.
The digital transformation industry contain the below sectors:
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IDC FORECASTS WORLDWIDE SPENDING ON
DIGITAL TRANSFORMATION TECHNOLOGIES TO
REACH $1.3 TRILLION IN 2018
Worldwide spending on digital transformation (DX) technologies (hardware,
software, and services) is expected to be nearly $1.3 trillion in 2018, an increase of
16.8% over the $1.1 trillion spent in 2017. A new update to the Worldwide
Semiannual Digital Transformation Spending Guide from International Data
Corporation (IDC) forecasts DX spending to maintain a strong pace of growth over
the 2016-2021 forecast period with a compound annual growth rate (CAGR) of
17.9%. In 2021, DX spending will nearly double to more than $2.1 trillion.

SOURCE: WWW.IBISWORLD.COM

The majority of DX spending in 2018 ($662 billion) will go toward technologies
that support new or expanded operating models as organizations seek to make
their operations more effective and responsive by leveraging digitally-connected
products/services, assets, people, and trading partners. The second largest DX
investment area in 2018 ($326 billion) will be technologies supporting omniexperience innovations that transform how customers, partners, employees, and
things communicate with each other and the products and services created to
meet unique and individualized demand. Information will also be an important DX
investment area ($240 billion in 2018) as organizations strive to obtain and
leverage information for competitive advantage through better decisions,
optimized operations, and new products and services.
"At this point in the digital transformation era, all industries are investing heavily
in 3rd Platform technologies," said Eileen Smith, program director in
IDC's Customer Insights & Analysis Group. "While some industries are more
focused on the core technologies underlying the 3rd Platform, particularly cloud,
big data and analytics, and mobility, many have shifted their investment focus
toward the Innovation Accelerators, such as the Internet of Things, artificial
intelligence and cognitive computing, and robotics. While the investment
strategies may differ from company to company, the objective remains the same:
to reimagine and reconstruct the business to compete in the increasingly digital
economy that's platform-powered and ecosystem-enabled."
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The industries that will invest the most in digital transformation in 2018 are discrete
manufacturing ($214 billion), professional services ($133 billion), process manufacturing
($132 billion), and transportation ($127 billion). All four industries are expected to spend
the most on operating model transformation, with information transformation as the
second largest area of investment for both the discrete and process manufacturing
industries and omni-experience transformation coming in second for the professional
services and transformation industries. The industries that will see the fastest DX
spending growth over the five-year forecast are construction (32.1% CAGR), retail
(21.9% CAGR), and healthcare provider (21.7% CAGR).
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TOP 10 TRENDS FOR DIGITAL TRANSFORMATION

1-4. The IoT Will Push Us To The Edge — Literally (IoT, Analytics, Edge, 5G)
One thing I noticed in putting this list together is that the IoT kept popping up, repeatedly. This is
why it has found its way to the top. Gartner estimates more than 8.4 billion "Things" are on the
internet today, up more than 30% from just one year ago. However, IoT alone is just the start. It
isn't so much about the things, but rather what we do with these things once they are connected
and supplying us data. Three of the main trends I see — the analytics revolution, edge computing,
and 5G cell processing—are all driven by the IoT at their core. In fact, IDC predicts that up to 40%
of all compute will happen at the edge in just the next couple of years. This is why trends 1-4 all
rest with IoT.
• Analytics (2): If you’re maxing out on data and analytics in 2017, just wait. The mass amount of
information being created by the IoT has the power to revolutionize everything from
manufacturing and healthcare to the layout and functioning of entire cities — allowing them to
work more efficiently and profitably than ever before. One company, for instance, found that it
was able to reduce the cost of managing its fleet of 180,000 trucks from 15 cents per mile to just 3
cents. That same kind of efficiency can be exercised in almost every industry, from retail to city
planning. Tech giants such as Microsoft, IBM, SAS and SAP are all heavily investing in Analytics,
more specifically IoT Analytics as they are seeing the power of this combination in driving new
business insights across a vast array of industries and applications.
• Edge Computing (3): If you think you’ve already been pushed to the edge when it comes to
digital transformation, look out: you haven’t seen anything yet. Just when many companies are
finally beginning to move toward cloud computing, edge computing — driven by the sheer volume
and speed of information produced by the IoT—is jumping to the forefront of the business scene.
Industry leaders such as Cisco and HPE have made huge hardware, software and service bets on
this movement, which I look at as strong validation of this trend. As smart drones, autonomous
vehicles, and other AI-powered smart devices seek to connect and communicate instantly via the
IoT, the matter of sending data “all the way” to the cloud will become highly impractical. Many of
these devices will need real-time response and processing, making edge computing the only viable
option. For those of you who have just jumped into the cloud generation: don’t fret. Though edge
will continue to be the go-to choice for processing real-time data, it’s likely that the most
important and relevant data will still head cloud-ward.
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• 5G (4): Just as the amount of data produced by the IoT will force data to the edge, it will also
force mobile providers to move faster than ever — toward 5G. The level of hyper-connectivity
expected by users today leaves little room not to move forward on the 5G path, but don’t get
too excited. The move to 5G won’t happen overnight, and it will likely be patchy at best
throughout the coming year. This year we are seeing Gigabit LTE (the stepping stone between
current LTE and 5G) making leaps with devices from Samsung and Sony leading the way. Today
much of the Gigabit LTE movement is being powered by Qualcomm Snapdragon technology, but
others will certainly seek to become involved in this rapid growth market for mobile.
5. Blockchain Finds Its Way
While its more popular cousin Bitcoin continues to blow away stock market analysts, Blockchain
may finally find its place in 2018. Gartner shows that as of February this year, blockchain was
the second top search term on its website, increasing 400% in just 12 months. To me, it’s no
surprise. While the financial industry will be the first to begin utilizing this amazing tool,
numerous others — from healthcare to entertainment to hospitality — will not be far behind.
Granted, the move to blockchain will not come overnight either — just 20% of trade finance
globally will use it by 2020. But once it finds its sea legs — most likely this year — there will
literally be no turning back.
6. AI Goes From Newbie To Mainstream
“Yeah, yeah, I know — artificial intelligence.” That’s likely the response you’ll get when talking
about AI in 2018. With everyone from toddlers to seniors using Alexa, Siri, and customer service
chatbots, it’s no wonder AI may soon begin to feel like old news—at least to mainstream users.
On the business side, however, so much power remains in AI — in everything from customer
service and robotics to analytics and marketing. Companies will continue to use AI to surprise,
connect, and communicate with their customers in ways they may not even appreciate or
realize. This includes faster, cheaper, and smarter automation of everything from emails and
content generation to industrial manufacturing. I believe we are still only at the beginning here,
but we have seen the likes of IBM Watson, SAP Leonardo, Salesforce Einstein and other major
software companies all launching embedded AI right into their platforms. This is a sign of what
is to come.
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7. VR Goes From Hero To Zero

Poor VR. Just yesterday, tons of us
were getting excited about buying
our first set of VR headsets — and
out of nowhere, AR has pushed it out
of the way. Why? At least for now,
it’s simply cheaper and easier to use,
especially in a professional context.
By using 3-D visualization, companies
can better train, pitch, and envision
new products — without the same
expense of VR. This isn’t to say VR
won’t have its day. Just not in 2018.

8. Failure As A Service?
Just as we saw the as-a-Service market continue to grow with software, infrastructure, and —
just about everything else — failure will soon be a service on the aaS menu. The reason:
failing fast is one of the most important elements of success in today’s quick-moving digital
transformation environment. Failure-as-a-Service (FaaS) will provide visualization, rapid
prototyping, and other fast fail methods that will help companies strategize fast for greater
success. It’s a bit speculative to say it will be called “Failure-as-a-service,” but the ability to
more quickly recognize when something isn’t working and move on will be a key differentiator
between the winners and losers of digital transformation.
9. Culture Remains a Hurdle
Bad news: If your company is battling culture issues in digital transformation, they will
struggle even harder in 2018. As the pace of change continues to increase — and the number
of new technologies continue to grow — it will become even more imperative that companies
move fast while moving forward toward growth. Companies that don’t embrace agility, or fail
to knock down silos, will have an even more difficult time next year. You often hear that a
leopard can’t change its spots, well culture isn’t that permanent and successful
transformation are nearly impossible in a resistant culture.
10. Digital Transformation Becomes a Must
Last, whereas digital transformation may once have been just a buzzword in some (lagging)
boardrooms in 2017, 2018 will force many companies to realize DX is no joke. It’s an
imperative in today’s business market. Disruption will continue to be an increasingly common
occurrence in the next few years, and companies unable or unprepared for those changes will
quickly fall to the bottom of the pack.
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Indeed, if there is one thing that’s clear in digital transformation, it’s that all the technologies
above are working together to push one another forward, creating a swell of change that
simply cannot be resisted. The strength of the whole is already too strong to fight against. The
companies that succeed — and survive — 2018 will be the ones that learn to go with the flow.
This isn't to say there aren't other trends. No doubt security is heating back up as consumer
privacy is at stake, but people continue to forgo privacy and security for experiences; this
likely won't change even though it seems that it should. So what other trends do you see out
there? Let's keep the conversation going below as we know Digital Transformation will stay
hot in the year to come.
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4 DIGITAL TRANSFORMATION TRENDS DRIVING INDUSTRY 4.0

When you hear the word "industry," you may think of factories or tall smokestacks. And even
though technology grows in leaps and bounds daily, this is still our mindset. For
manufacturers that want to remain in the game, they must embrace the digital
transformation and everything it has to offer. They need to pay attention to the digital
transformation trends driving industry 4.0.
How important is the digital transformation for manufacturers? According to PWC, out of
2,000 manufacturers, 86% expect to see cost reductions and revenue gains from their
digitization efforts over the next five years. If you’re not on it already, it’s time to jump on
board.
Digital Transformation Trends Driving Industry 4.0: What Does That Mean?
Industry 4.0 is a term coined for the mixing of traditional manufacturing and industrial
practices with the technological world. I’ve also heard and used the term “smart factory”
during discussions about the technology advancements. We are seeing a complete revolution
in factories and manufacturing. Technology including advanced analytics, machine learning,
the IoT, cloud computing and human-machine interfaces are part of the mix.
Although these technologies are already making a difference throughout industry, they now
make sense for use within the manufacturing sector. They are reliable and with lower costs,
allowing them to be used within growing industrial applications. No longer do manufacturers
have to be large to take advantage of smart tools. In fact, companies of all sizes now have
opportunity.
Industry 4.0 is also the stance that manufacturer must digitize using these technologies to
remain in the future or risk becoming obsolete. There are four major trends in the digital
transformation that manufacturers and the rest of us alike should be paying close attention
to. They are the driving force behind it all.
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Connected Consumers, Customized Experiences
Perhaps one of the biggest switches in mindset will be between assets and customers. Gone
are the days of manufacturing one product to be the fix for millions of consumers. Instead,
consumers are connected to the industry via social networks, customer interactions and data
analytics. Every part of business can be informed by the consumer.
Consider the buyers journey for a new vehicle. Many auto manufacturers have been able to
create an abundance of customizable options, even on entry level vehicles. Forget just
exterior color options, but interior colors, equipped with technology, built in wifi, wireless
charging, you name it—it can be done, even at small volumes. This shows the that the
manufacturers are listening to what consumers want and embracing the power of next
generation manufacturing to build it.
Before, the thought of customizing a million products for a million consumers struck fear into
every company. The cost and the time were impossible. Now, it is just as efficient to produce
customized products than it is to produce batches. Why? because now you can combine the
efficiencies of mass customization while delivering a truly unique product to consumers at a
near individual level. Manufacturing meets 1:1 marketing.
Empowered Employees
Beyond connected consumers are our connected employees. Employees become empowered
when they are given direct access to the information they need most. New collaboration
platforms and tools make it easy for employees to access everything they need, from
anywhere, using the device of their choosing. Now, remote work is more than possible and
worldwide use of talent will soon be normal.
Businesses and manufacturers alike will benefit from a more streamlined decision-making
process thanks to the visibility that technology has given us. With enhancements in ERP, CRM
and Customer Experience Mapping, employees are now able to view the entire supply chain
which empowers them to make informed decisions about products, marketing strategies and
the assembly line.
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Transformed Products
Vehicles that can track their own gas usage and engine health, manufacturing floor machinery
that can predict failure and maintenance needs. These revolutionary products can potentially
save manufacturers and companies millions of dollars per year. They can also bring forth new
and improved products thanks to the analytics gathered from these enhancements. The IoT,
mixed with machine learning capabilities is the only way to make this happen.
This live product performance will increase productivity by allowing for product
enhancements and changes quickly. Other tech such as AR and VR can also change the way
we design products, by using live demos and full immersion. Products can be tested even
before they hit the assembly line saving time and money.
For manufacturers and other businesses, the digital transformation is critical for success.
Industry 4.0 isn’t just a mindset, it is the only way to ensure you have a future within the
industry. These digital transformation trends driving industry 4.0 are only the first steps too.
I’m sure that next year more technology and more trends will be taking us further. But for
now, taking steps to ensure you are ready for complete digitization is the only way to make it
to 4.0 status.
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Optimized Production
New technology has made quick change in production a
reality. As consumers shift their mindset towards
products and their demand, production can be
dynamically adjusted to follow suit. From the assembly
align, insights can be accessed in real time.
For the longest time, cloud analytics devices such as
sensors were only available to the larger manufacturers
and companies that had the time and cash to use them.
Now, businesses, organizations and manufacturers of all
sizes can take advantage of these tools.
Where can we speed up production? Where are we
wasting product or time? Where is our inventory
lacking? What equipment needs servicing and
maintenance? All of this and more can be answered
quickly. As machine learning becomes more prominent
in manufacturing, I predict these issues will go away all
together.

HOW 4 INDUSTRIES
ARE NAVIGATING
DIGITAL
TRANSFORMATION

Regardless of industry, digital transformation is underway in many organizations, as
companies exploit the opportunities presented by digital technology to build their brand,
connect with customers, and enhance sales models.
However, there are some differences from one industry to the next. The culture, systems,
processes, and even the capabilities of each industry all come into play when embarking upon
digital transformation.
As a result, the pace at which industries are changing differs.
In this article, we take a closer look at four industries - pharma, telecoms, finance and
technology - that are taking charge of digital to lead business success, and also consider what
challenges and opportunities the future holds for each.
Health & Pharma
Traditionally, the health and pharma industry has been a little slow to adapt. According to
McKinsey, almost 40% of pharma companies are unsure about how to align digital strategy
with their customers’ journey while only 10% based strategic decisions on a granular
understanding of how digital affects their business model and competitive environment
compared with 22% across all industries.
With the internet offering people information at the touch of a button, patients behave in a
different way today. In fact, nearly half of people diagnose themselves prior to speaking to
doctors.
As patient behavior changes, the pharma industry has responded. Now, with digital at the
forefront of their strategies, innovative practices are helping to enhance healthcare.
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Pharma IoT
The Internet of Things has brought about a paradigm shift in the pharma sector. As patients
demand faster and easier access to healthcare services the davent of IoT can be used to help
the sector change and adopt.
An example of that is the transformation of manufacturing and supply processes, which in
turn has improved issues in quality control. This can be seen in drug packaging now having
tags that monitor temperature, ensuring the products retain their integrity and quality during
transit.
Another example is the use of data, with IoT enabling the assembly of data from a range of
functions, data can be aggregated and analyzed to provide to stakeholders and also help the
complex logistic process run more smoothly using sensors.
lectronic Health Records
The sight of a paper chart at the end of a patient’s bed will soon be a memory. There are
multiple benefits to using electronic health records (EHR) instead, as the digital version
provides instant updates, security, and better data organization.
This streamlines information sharing in cases where patients move between different
hospitals and several doctors, allowing for better treatment.
It is proving so crucial in delivering better healthcare that Apple are looking to get involved
and gather patient data through a mobile. In the same way the company suggest music, it
could use this data to suggest health interventions through an app.
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Wearable Technology

The technology used by devices like Fitbit gives
patients more responsibility in looking out for their
own health. Other wearables allow for real-time
monitoring of symptoms and vitals, providing status
reports and reminders so that patients and medical
staff stay informed.
An untapped area, a number of companies are looking
to develop wearables that can help to transform
heathcare. The Zephyr BioPatch can be attached to
collect vital signs, whicle in the US an ingestible pill
with a sensor has been approved.
Analytics
With a vision to empower all people with chronic
conditions to live healthier and better lives, the
disrupter Livingo uses advanced analytics to create
personalized experiences based on technology that
didn't exist just 3 years ago.
Using a 'whole person' approach Livongo offers
patients care using digital technology to help people
manage conditions e.g. using an iPhone fitted with a
cellular chip to keep track of sugar levels in diabetes
patients.
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2) Telecoms
Just nine years ago, there were less than half a billion global smartphone users. Today, that
figure is closer to 3 billion. The telecommunications industry is transforming at an incredible
rate, and businesses around the world know it.
A early investor in digfital technology the telecoms sector has used digital to tap into new
business models and a globally connected network to access real-time data, customer support
and social program to enhance user experience.
According to McKinsey, there is a strong correlation between profit margin and five areas of IT
for the telecoms industry:


Robust Consumer analytics



Digitization of order management



Self-service CRM



Simplified IT interfaces



Business Automation

Take Google’s move to mobile-first and the rise of messaging apps are changing how people
communicate and access information. As a result, declining growth and shrinking profit
margins have troubled many businesses in the industry.
To stay competitive, companies are revamping IT services, overhauling core processes and
methods to address the customer’s desire for more digital touchpoints.
A prime example is Sprint (recently acquired by T-Mobile in a $24 billion merger). Faced with
stiff competition from their rivals, the company invested heavily in modern technology such
as AI, putting greater focus on their customer experience. Recognizing the power of data, they
made it their mission to lead the way in machine learning and AI within the
telecommunications industry
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3) Finance
The development of digital is changing the finance industry in many ways.
Technologies like cloud computing, analytics, and robotics are among the
most innovative digital tools revamping the core of banking and finance.
Now, human error is less likely as machine learning and robots take over.
People have financial management at their fingertips, and digital is at the
heart of all interactions.
From mobile banking apps and smart ATMs to virtual assistants and
chatbots, the future of finance and banking is already quickly taking shape.
Sooner rather than later, human staff will be reduced to a minimum in
banking. Not only can the robots do the job faster, there is also widespread
consensus that they can offer a superior user experience.
Accenture reports that almost 80% of bankers think advancements in AI
will enable banks to offer a “human-like customer experience”, and 76%
believe the robots will lead the way in customer interaction within the next
three years.
According to Mike Brady, AIG’s global CTO they went about restructuring IT
into a single organization to create a new enterprise technology paradigm.
The first stage involved building foundational capabilities that looked at
optimizing network performance through self-service, automation and
DevOps implementation.
To achieve this, the company developed an advanced robot program that
uses built-in algorithmic capabilities, machine learning, and robotic process
automation.
Launching a learning virtual engineeer coined as ARIES, the company
identified and fixed 60% of outages within just 6 months and just a year
later could resolve a number of alerts before they affected the business.
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4) Technology
With digital and technology so intertwined, it should come as little surprise that the tech
industry is more prepared than most for digital transformation.
Research by eConsultancy indicates that tech companies are twice as likely to class
themselves as digital-first, when compared to companies in other industries.

One of the areas they excel at is user experience (UX), as 23% of organizations claim to have a
user journey that is well-designed, thus allowing for better communication and transactions.
Having the necessary skills already in place offers tech companies an advantage over others,
making it easier to instill a digital culture in the workplace, which is necessary to succeed with
a digital transformation.
To date, businesses in the tech industry have been using strategies like coopetitionand
venture investing to grow in the digital era.

Going forward, there will be a lot of opportunity for tech companies to grow, especially when
they are using tools like these:
Cloud computing – This helps companies put data insights to better use, while also making it
easier to transform business models and operations.
Flexible consumption – This approach reduces unit costs and allows for “pay as you go”
models. Ultimately, flexible consumption enhances the customer relationship.
Cognitive computing – While still a work in progress, cognitive computing improves products,
streamlines services and allows companies to make more informed decisions, as they learn to
harness the potential of machine learning.
The benefits of investing in these methods have been well demonstrated by Intel, who
brought predictive analytics and machine learning into the heart of their strategy for digital
transformation, using it in product design to accelerate production time.

SOURCE: WWW.IBISWORLD.COM

A $656 million increase in the valuation of the company justified the move, as production
time was slashed by over 8 months.
These four industries are leading, offering important lessons for companies still yet to
embrace the change, as well as inspiring other industries in their own journey.
While the methods and cultures may differ, each industry shares a common goal: cater to the
customer.
People have expectations that are dictated by widespread access to the internet. They want
problems solved faster, products delivered quicker, and questions answered now.
Digital provides a goldmine of resources and tools to serve audiences better than the rest. It
allows companies to change the core concept and practices, making it possible to rise above
the intense competition their industry.
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5 TOP CHALLENGES FACING DIGITAL TRANSFORMATION MARKET

1. Organizational resistance to change
My rough guesstimate is that perhaps 10-15% of people in the world love change. They are
excited by constantly having new challenges to tackle and new things to learn. But for the
other 85-90%, change equals pain. It means uncertainty, a challenge to their role or identity,
and, worst-case scenario, possibly the loss of a job and their family's security. After all, once
you've got a good thing going, its natural not to want to see your applecart overturned. Digital
transformation, by its very nature, upsets a lot of apple carts. However the truth is that
in times of change, not changing is far more risky than taking the leap. It just doesn’t always
feel that way.
The consequences of resistance to change manifest itself in a myriad of ways. Digital projects
vital to a company's future success can have trouble getting funded, resourced, or marketed.
These projects may be modified so as not to threaten retail or partner brands. They are held
back by concerns about cannibalizing other revenue sources. They are asked to justify ROI to
an unreasonable level of certainty. They are sent through endless legal reviews.
Kodak invented the digital camera, but it was the internal resistance to change that led the
company to bury it because it threatened the company’s legacy film business. Imagine what
Kodak could have been had it done what Bell Atlantic did when it realized how bleak the
future of landlines looked -- it became Verizon, which is now a dominant figure in the
broadband, wireless and cable television industries. Did mobile phones decimate the landline
business? Yep. But Bell Atlantic "protected" itself by accepting that change was on the
horizon, and transformed by making the difficult decisions required to adapt to that change.

The great architect and innovator Matt Taylor once said “the future is rationale only in
hindsight." When Bell Atlantic was making those critical decisions that fundamentally
transformed what it was as a company, the outcome was far from clear or free of risk.
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2. Lack of a clear vision for a digital customer journey
Companies that succeed in creating a digital customer value proposition don't get there by
accident. They develop a clear vision of how they will meet their customers' digital needs, set
objectives against that vision, and execute - often over the course of multiple years. Often
times, companies that are not succeeding simply haven't painted a clear picture of what they
want – or need – to be when they digitally "grow up." While clarifying this vision doesn’t get
you there by itself, in fact its only one of many steps, not having a vision is like going on a
road trip without a destination. It's always possible you could stumble into something great,
but probably not.
Companies still in the dark need to do four things:


First, take stock of your assets - your brand, your customers, your intellectual property,
and the strengths and talents of your organization.



Second, study your market to understand your customers’ unmet needs and what your
competitors are doing.



Third, be on top of technology trends, which includes keeping apprised of relevant
emerging technology and shifts in consumer behavior as it pertains to technology.



Fourth, establish processes designed to generate portfolios of potential ideas for the
future state of the customer journey. These processes should allow your company to
create business hypotheses and vet and test them via customer research. In turn, new
ideas can be aligned to the vision for how the customer of the future should interact
with the brand, iterating along the way as more learnings come in.
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3. Ineffective gathering and leveraging of customer data
The root of digital success is customer data. There's more to the tree than the root, to be sure,
but whether it's Facebook, Amazon, Netflix or Uber, digital success stories have the effective
gathering, storing and leveraging of customer data at the core. Many organizations today have a
myriad of siloed systems containing various scraps of data about customer interactions, but no
clear way to pull them together. Others have petabytes of data centralized in an information
warehouse that they may use for reporting, however, they haven't figured out what to do with all
that data in a manner that provides value to the customer.
Fixing this in the most efficient way often requires starting fresh, to a degree. Determine what are
the ten to fifteen key attributes of a customer that would allow us to serve and sell to them more
effectively. Of course, these attributes are different depending on the sector that a company
operates in, but once they have been identified, the key is to figure out how to most effectively
gather and store that data in a centralized place that can be easily accessed via any touch point.

When you take a simplistic approach to creating value at the outset, you are then in a good
position to start looking at more complex pockets of customer data and considering how some of
that data might enable you to further enhance the experience and how to link it in.
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4. Inflexible technology stack and development processes

Successful digital experiences are achieved through iteration. Successful
digital properties almost always iterate to success via the "test and learn"
approach--where new features are being regularly added, measured, adjusted
and pruned, based on user feedback and usage data. However, it is impossible
to take this approach if your development process involves quarterly release
cycles. Leveraging agile processes and technologies that support frequent, if
not continuous, integration and product releases are critical behaviors that
lead to effective digital results.
Additionally, part of the iteration process involves the need to adjust
workflows, business rules, content presentation, and (potentially) leverage
data in different ways than were originally envisioned when systems were
built. Companies trying to build flexible and elegant digital experiences on top
of out-dated technology stacks are tilting at windmills. You don’t necessarily
have to discard the mainframe, but modern enterprises must make their data
read/write accessible via robust and secure APIs, and provide access to their
business logic in a way that’s independent of presentation layers. If your core
systems were designed more than five years ago, they probably need major
refactoring in order to support effective digital execution.
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5. Married to legacy business model
Lastly, real success in digital is rarely about providing the exact same products and services,
just through a digital pipe. Netflix shifted from DVDs to streaming. Uber created the world's
largest car service without buying any vehicles or hiring any drivers, and similarly eBay and
Alibaba created the world’s biggest retail channels without buying any inventory.

Companies that successfully "cross the chasm" to digital effectiveness often discover they
need to provide for free what they used to charge for, sell as a subscription what used to be
"a la carte," monetize via advertising things that used to be paid for in other ways, and rethink how they derive revenue from the value that they create. Those that do so flexibly can
often find that the adoption of a digital strategy offers more scale, revenue and profit than
the legacy approach, but it takes experimentation, an assumption of risk, and – to be blunt –
some failure along the way. Whereas this approach is widely accepted among startups, it is
one that the management and investors in mature companies generally fear. Yet, this is the
gauntlet they must run in order to achieve digital success.
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Only 19% of finance leaders describe digital change as top priority
With digital transformation the top priority for many aspects of modern business, with
innovations presenting a key chance to get a leg up on competitors, it has been revealed that
CFOs broadly do not share this enthusiasm. According to a new study, less than one in five view
digital change as a top priority, while feeling uncomfortable with change programmes when they
do occur.
In a climate of anxiety, Chief Financial Officers at companies across the world face up to
seemingly unresolvable uncertainties surrounding Brexit in the UK and the mounting threat of
international trade wars more generally. As CFOs have grown more risk-averse, and are
predictably placing greater emphasis on defensive strategies for the coming years, they are
increasingly turning to technology to help them combat this array of issues. To that end, a recent
survey by Accenture found that eight in ten CFOs were spearheading digital transformation at
firms where it was occurring.

This is a positive scenario for many firms, as thanks to their role and skillset, many CFOs are
actually the ideal candidate to take such a leading position. The combination of their financial
acumen to develop the business case for digital change projects and their placement in the firm
which enables them to showcase how digital tools can transform the efficiency and productivity
of their own department. Unfortunately, according to RSM, while a growing number have done
this, many are yet to grasp this opportunity.
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The new study from the auditing and advisory firm demonstrates that while 92% of finance
leaders believe digital will have a moderate or major impact on their role over the long term, a
mere 19% describe digital change as their top priority. This demonstrates a failure among many
Finance departments to understand how digitalisation intersects with other issues, or how it can
improve a company's survives the.
Part of the unwillingness to interact with digitalisation likely stems from a lack of confidence in
CFOs' own abilities. Within the c-suite, CFOs are the least confident in their potential to lead
digital change projects. Just 25% said they had all the skills they need to do this. This compared to
57% of business leaders more generally, and 51% of IT leaders. The title of a professional’s role
also seems to play a role in compartmentalising their perception of their remit, as CFOs believe
digital change is more the job of the business leader or the IT leader than the finance leader.
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RSM also found that finance leaders are slow to adopt new technologies for their own
departments. The right digital updates can transform the way the finance function operates –
slashing the time it takes to process transactions, reducing the use of valuable resources, and
making it possible for teams to collaborate on richer and faster insights for the management
of a firm.
However, just 42% of finance leaders have adopted cloud computing. In a fast-moving digital
world, this will only hold teams back. To further illustrate that point, RSM found that big data
and analytics had been deployed by only 27%, while only 14% had engaged in automation and
AI solutions.
In conclusion, the authors summarised, “Too often, finance leaders are so overwhelmed by
the day job – pulling and presenting business insights and preparing for month or year-end –
that they struggle to find the time to horizon scan for new innovations. Yet technology is the
one investment that can reduce their time spent on these activities. Those who are able to
reconcile their day job and a digital change agenda will, over the long-term, find success in a
digital world. Those that don’t run the risk of remaining uncompetitive in a fast-changing
world.”
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