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The best starting point for assessing the value proposition of a digital transformation 
initiative is to understand the benefits and goals commonly associated with suc-

cessful digital transformation e�orts. These benefits and goals need to be married with 
the organization’s own business goals so as to determine:

• when (or whether) an organization should invest in and commit to digital 
transformation

• to what extent the organization should carry out digital transformation

• the rate at which the organization should transform

This chapter begins by summarizing the following primary organizational benefits that 
result from an organization’s successful digital business transformation and the corre-
sponding competency it needs to gain in the automation and data science technologies 
associated with the previously described technology drivers:

• Enhanced Business Alignment

• Enhanced Automation and Productivity 

• Enhanced Data Intelligence and Decision-Making

Now comes the fun part. We get to learn about the many 
positive things a digital transformation can bring. Organizations 

undergoing digital transformation often look forward to 
“shaking things up” in their markets and communities.

Disrupt!
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Enhanced Business Alignment 39

The chapter then continues by explaining the strategic 
goals that can be attained by applying the enhancements 
and capabilities the organization gains from the previously 
described benefits:

• Improved Customer Experience and Customer 
Confidence

• Improved Organizational Agility

• Improved Ability to Attain Market Growth

Digital transformation results in business and technology enhancements that lead to 
improvements that help attain goals.

Enhanced Business Alignment 

Traditionally, organizations were often structured around business silos based on spe-
cific products, services or lines of business. 

A digital transformation can introduce the need for:

• previously isolated or separated business departments to collaborate in support of 
common business goals (Figure 4.1)

• previously separated business and IT departments to collaborate more closely in 
support of common business goals

• existing business processes and models to be optimized, reengineered and/or 
further innovated in support of new business goals

• single-purpose business processes previously focused 
on specific products to be consolidated with others in 
support of new business goals (Figure 4.2)

• new business processes and models to be introduced 
and merged with existing business processes and 
models in support of new business goals (Figures 4.1 
and 4.2)

These business transformations and the resulting cross-
departmental collaborations that are formed naturally 
align the business of an organization with its strategic busi-
ness goals, several of which may be focused on improving 
customer-centricity.

CAUTION
The actual benefits 
of rethinking and 
combining busi-
ness processes 
will relate directly 
to the quality of the newly 
designed business process. 
The goal is to consolidate and 
streamline, but there is always 
the danger of a new workflow 
becoming overly complex or 
convoluted.

TIP
Realizing key ben-
efits is what helps 
attain key goals.
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This type of business alignment can strengthen an organization culturally, but primar-
ily benefits the organization by establishing a solid foundation upon which automation 
and data science technology enhancements can be applied. These technologies can be 
e�ectively utilized by human workers to enable the organization to realize its business 
goals to their full potential. 

Figure 4.1
A common goal of digital transformation initiatives is to eliminate product “silos” so as to establish an environment that 
fosters collaboration and alignment across departments. For example, to improve customer-centricity, those groups or 
departments originally responsible for business analysis as it pertained to individual products, now work together to 
provide a consolidated customer experience through which all products (and new products) can be explored. New, broader 
performance and customer success metrics and indicators are commonly established to measure the collective outcome of 
these types of collaborations instead of measuring only the performance of individual contributions.

business analyst

Department B

business analyst

business
requirements
for Product B

Department A

business analyst

Department C
business

requirements
for Product C

business
requirements
for Product A

business analysts from different 
departments collaborate to produce 

customer-centric business requirements

Organization A

business analyst with
idea for new Product D
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Enhanced Business Alignment 41

Figure 4.2
Customer A wants to obtain three different products from Organization A. Previously, Customer A had to interact with 
Organization A via three separate workflows and systems (top), which may have even required the creation of three individual 
accounts. A transition toward a customer-centric solution results in a consolidated customer experience enabling Customer 
A to carry out transactions in relation to the three products in a single environment (bottom). Customer A is further able to 
discover new products while in the consolidated environment.

business process
for Product B

business process
for Product C

business process
for Product A

Customer A Customer A Customer A

Organization A

consolidated and optimized business processes for Products A, B, C and D

Organization A

Customer A
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Enhanced Automation and Productivity

An organization undergoing a digital transformation can extend the reach and improve 
the quality of its automation capabilities significantly. Solutions can be built using com-
binations of technologies that can enable organizations to automate business tasks so as 
to boost operational productivity.

For example, automation technologies can:

• automate tasks that previously needed to be performed manually

• automate new tasks in support of new products and services

• automate data collection across environments outside of organization boundaries

• automate actuating tasks in remote devices outside of organization boundaries

• automate tasks at a higher usage capacity than what was previously achievable

• automate tasks more reliably than what was previously possible

• automate decision-making

• improve the security and quality of storage for private, sensitive and important 
business data

What is significant about digital transformation envi-
ronments is how they combine these technologies into 
distinct platforms that help achieve strategic goals via 
their collective features (Figure 4.3).

NOTE

Technologies relevant to this benefit are covered in Chapter 10: An Intro-
duction to Digital Transformation Automation Technologies.

TIP
Introducing new 
automation will 
inevitably also 
impact how busi-
ness processes 
and workflows need to be 
designed.

Sam
ple

 p
ag

es



Enhanced Automation and Productivity 43

paper business
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Figure 4.3
The application of digital transformation technology improves the quality and efficiency of a range of operational 
business tasNs.
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Enhanced Data Intelligence and Decision-Making

As previously explained, digital transformation solutions can accumulate valuable data 
intelligence, enabling them to produce deeply insightful analysis results in realtime or 
near-realtime. This can significantly empower organizations with new insights, new 

ideas and more decisive and successful decision-making 
capabilities.

Organizations further have the option to defer some 
decision-making responsibilities to the underlying digi-
tal transformation solutions themselves. When doing 
so, decisions can be made and executed at the same rate 
(realtime or near-realtime) as that of the data processing 
(Figure 4.4).

NOTE

Technologies relevant to this benefit are covered in Chapter 11: An Intro-
duction to Digital Transformation Data Science Technologies.

Improved Customer Experience and Customer Confidence

One of the foundational objectives of digital transformation is to foster a shift toward 
establishing a customer-centric culture, resulting in improved relationships with cus-
tomers, attracting new customers and supporting all of this via enhanced automation. 

Customer-centric solutions have the potential of capturing the interest and enhancing 
the satisfaction and confidence of customers. 

This brings with it several core benefits, including:

• increasing the speed at which customers are served by reducing the time-to-value 
of services

• improving the e�ectiveness with which services are delivered to customers by 
enhancing their quality 

TIP
Much of what 
constitutes a 
successful digital 
transformation 
relies on the suc-
cessful attainment of this 
benefit.
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• increasing the “warmth” of the customer experience 

• improving customer confidence and loyalty by 
maintaining on-going relationships with customers 
beyond individual transactions

Digital transformation solutions aim to achieve these 
improvements by being designed, from the ground up, 
with customer-centricity in mind (Figure 4.5), as further 
explored in Chapter 6: Realizing Customer-Centricity.

TIP
:Ken Ze XVe tKe 
term “customer” 
we are not just 
referring to busi-
ness customers. 
A customer can be any user, 
employee or client of an 
organization, whether the 
organization is a for-profit 
business or a non-profit or 
public organization.

Legacy Order
Fulfillment

System

Digital
Transformation

Order Fulfillment
Solution

´I’d OiNe to oUdeU tKiV�µ

´I’d OiNe to oUdeU tKiV�µ

´+eUe \oX go�
<oX’OO Ueceive it Qe[t ZeeN�
7KDQN \oX DQd good�E\eµ

+eUe \oX go� <oX’OO Ueceive it toPoUUoZ�
DQd KeUe iV VoPe IXUtKeU

iQIoUPDtioQ DEoXt UeODted SUodXctV�µ

´7Ke Qe[t tiPe \oX viVit� Ze’OO PDNe
VXUe Ze VeUve \oX IDVteU DQd

Ze’OO DOVo KeOS \oX iQ otKeU ZD\V�µ

´+eUe’V KoZ Ze cDQ IXUtKeU
DVViVt \oX ZitK \oXU otKeU QeedV�µ

customer

customer

Figure 4.5
Digital transformation solutions are designed to be customer-centric so as to enable customers to interact with an 
organization in new ways and to make the customers’ experiences as positive and effective as possible.
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customer data
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makers

support staff
performance data

transport logistics data legacy
system

legacy
system

legacy
system

 product sales

staff performance
statistics

delivery truck
maintenance

and fuel expenses

decisions

Figure 4.4
Traditional legacy systems produce various independent reports for human decision makers. Digital transformation solutions 
process and consolidate input data from a range of sources with the aim of producing enhanced reports at a faster rate and 
with greater data intelligence. The reported data may be provided to human decision makers or to data science systems that 
can make and act upon decisions autonomously.
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Figure 4.4 (continued)
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Improved Organizational Agility

Digital transformation can transform an organization to become more agile in its 
ability to:

• Adapt to unforeseen business changes, such as new or existing disruptive compet-
itors (that may be introducing new or improved products into a market), internal 
changes (the resignation of key executives, changes in internal funding, labor 
unrest), regulatory changes (new taxes, policies and other regulations that a�ect 
how a business operates) (Figure 4.6).

• Swiftly introduce new products or services into a market so as to maximize its abil-
ity to disrupt an existing marketplace before competitors can adapt and respond.

• Refine and adjust its business processes and models in response to new data intel-
ligence, which the organization will also want to carry out swiftly to maximize 
potential benefits before competitors can themselves adjust.

This increased level of organizational agility can enable businesses to maneuver in 
response to planned or unplanned business change, with less impact to its operations 
and automation solutions.

TIP
'igital tranVIRrPatiRn VRlXtiRnV are iGeall\ GeVigneG tR eYRlYe ZitK tKe 
organization’s business. This means that as the business changes, the 
underlying automation solutions are updated to enable those changes, 
preferably with minimal application development impact. To support this, 
a 'eY2SV aSSrRacK can Ee cRnViGereG� alRng ZitK tecKnRlRg\ arcKitec-
tXre PRGelV tKat aGYRcate ErRaG VtanGarGi]atiRn� VXcK aV 62A�Sam
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Q1

new tax
regulation

Your products are 
subject to these 

new tariffs.

Adjust price
or profit margin.

Adjust storage 
and shipping 

arrangements.

Q3

new labeling
regulation

Products with peanuts 
must now have an 

advisory label.

Add label to peanut
butter products.

Q2

new storage
regulation

Products containing 
peanuts must be 

stored in separate
shipping containers.

Q4

new data
privacy regulation

Customer data collected 
by your online store 

must be stored in this 
geographical location.

Ensure customer data is stored in
correct geographical location.

$7.85
$8.85

Figure 4.6
Over the course of a year, a business selling food products is required to adapt to a series of regulatory changes that impact 
some of its products. The improved alignment of its underlying automation systems allows the organization to more efficiently 
adjust its operations to accommodate such unforeseen changes.
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Improved Ability to Attain Market Growth 

Digital transformation platforms enable an organization to make significant enhance-
ments in how its business currently operates and, often more importantly, to introduce 
new products and services to disrupt existing markets in pursuit of growth. 

This can lead to several avenues for increasing market share and revenue, such as:

• being able to reach a wider range of customers by moving more products and 
services online

• being able to reach new customers by adding new products and services to their 
o�erings

• being able to increase the frequency of (existing and new) customers returning by 
improving customer experience

Furthermore, the technologies associated with digital transformation provide many 
opportunities for underlying automation solutions to become highly optimized, such as:

• optimizing business workflows by improving the quality of automation 
technology

• optimizing organization-wide workflows by introducing new automation technol-
ogy in support of cross-departmental collaboration

• carrying out tasks faster and with less overhead by replacing manual labor with 
automation logic 

• carrying out decisions in realtime and with less expense by replacing human 
decision makers with automated decision logic 

TIP
The extent to 
which an orga-
nization can be 
successfully dis-
ruptive is often tied 
directly to the quality of data 
intelligence it collects and the 
resulting quality of decisions 
made based upon that data 
intelligence.

 • continually improving and refining business oper-
ations in response to new digital data intelligence 
that is collected, analyzed and fed into decision-
making responsibilities carried out by humans and 
machines

By repeatedly building upon these enhancements, orga-
nizations can continue to optimize their operations 
while continuing to increase the scope and revenue 
potential of their businesses (Figure 4.7).
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