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EXECUTIVE SUMMARY
Thank you for completing the IDC Digital Transformation Benchmark sponsored by SAP. Based on your
responses, we would describe your organization's current readiness and maturity level as Opportunistic (A Digital
Explorer). Your organization is ranked at the second stage (of the five possible maturity levels) in terms of IDC’s
Digital Transformation benchmark assessment. According to our Digital Transformation benchmark survey of 413
companies in Europe, 34.1% of companies are Digital Explorers in terms of Digital Transformation maturity. At
this stage of maturity, basic capabilities are established. The necessary disciplines for DX are in place to repeat
earlier successes on similar initiatives. The business somewhat lags behind best-performing peers. You might
have identified a need to develop digitally enhanced customer business strategies, but execution is on an isolated
project basis, and progress is neither predictable nor repeatable. As a result, digitally enabled customer
experiences and products are inconsistent and poorly integrated.
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The benchmark provides you with a guide for business and technology executives to identify areas in need of improvement in
support of digital transformation in five key areas or disciplines:
1) Leadership DX: This set of disciplines enables businesses to develop the vision for digital transformation of products,
services, and experiences that are optimized to deliver value to partners, customers, and employees.
2) Omni-Experience DX: This dimension describes an omnipresent and multidimensional ecosystem approach to
continually amplify experience excellence for products and/or services.
3) WorkSource DX: This dimension covers the evolution of the way that businesses will achieve business objectives by
effective sourcing, deployment, and integration of internal (full- and part-time employees) and external (contract,
freelance, partner) resources.
4) Operating Model DX: This dimension describes the ability to make business operations more responsive and effective by
leveraging digitally connected products/services, assets, people, and trading partners. Operating Model DX defines "how"
work gets accomplished in terms of digital transformation.
5) Information DX: This dimension encompasses the focused approach to extracting and developing the value and utility of
information relative to customers, markets, transactions, services, products, physical assets, and business experiences.
IDC recommends that you consolidate initial gains from any DX project successes which should lead to standardizing
strategy and practices for the enterprise. Bring C-level leaders together to assess links between ecosystem change and the
future business model.

The objective of this report is to help your organization to:
• Assess your capabilities and stage of maturity in Digital Transformation versus your peers in the industry
• Enable a dialog among business, digital, and technology executives about goals and actions relative to digital
transformation initiatives
• Identify areas of digital transformation capability that require strengthening.
• Establish standards for pursuing digital transformation initiatives.
• Identifying how and where to start and/or continue on your digital transformation journey

In just a few short decades, information technology (IT) has moved from the back office, IDC's 1st Platform, to the front office,
the 2nd Platform, and finally, embedded itself into nearly every aspect of people's business and personal lives, fueled by 3rd
Platform technologies including mobile, social business, cloud, and big data and analytics (BDA). We're entering an era
where the distinction between the technologies and processes that businesses deploy are so tightly linked to their customers
and markets that the boundary between the internal operations of the enterprise and its external ecosystem (e.g., customers,
markets, competitors, partners, regulators) is rapidly disappearing. Business leaders are challenged to move their enterprises
to the next level, that of digital business transformation, employing digital technologies coupled with organizational,
operational, and business model innovation to create new ways of operating and growing businesses. As such, IDC predicts
that virtually all of enterprises' new strategic IT investments through 2020 will be built on 3rd Platform technologies and
solutions. Hence, critical to an advanced level of digital maturity is linked, to a large extent, to the adoption of the 3rd Platform
technologies. Indeed, the 3rd Platform is increasingly being seen as 'business platform' to help deliver on key digital
transformation objectives.

Figure 2

IDC's 3rd Platform and the 'Innovation Accelerators'
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IDC's Digital Transformation Benchmark is made up of five key dimensions:
• Leadership,
• Omni-Experience,
• WorkSource,
• Operating Model,
• Information.
Each dimension is targeted at a key aspect of DX mastery and can be assessed independently as a measure of the relative
maturity of a specific aspect of business functionality and performance. Each dimension also falls naturally into the domain of
certain business leaders, including CEOs, CIOs, CMOs, CFOs, COOs, and line-of-business (LOB) management, but digital
transformation is a "team sport" that requires collaboration across all business domains. Figure 3 highlights your
organization's maturity across these dimensions as it relates to your peer benchmark in the European market based on an
IDC survey run across 413 organizations in Europe in May/June 2015.
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Figure 3: Your Maturity Assessment across the Dimensions: SAP Slovenia
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IDC recommends that you focus on the dimensions where there is the biggest gap between the peer benchmark compared to
your digital maturity. You can de-prioritize the areas where you see a smaller gap between the ‘as-is’ position versus the
‘desired state’. You can use this as a basis for prioritizing where to focus your digital transformation efforts in terms of
investments and resources as part of the next steps of your digital transformation journey. Many organizations do not yet
possess the required maturity to address the range of technology, staffing, and process requirements needed to capitalize on
the Digital Transformation opportunity pervasively to optimize operational, tactical, and strategic decisions. In addition, the
focus on only one specific dimension creates an imbalance in an organization's ability to realize digital’s business value
potential. For instance, organizations with deep expertise in technology can find they are unprepared for the efforts and
process changes needed to change business behavior. These market realities point to the need to create a balanced Digital
Transformation program that addresses all five key measures of Digital Trasnformation maturity.
Now that you have a proper understanding of your current digital maturity, the gap analysis provides you with an overall view
of which areas of digital transformation need attention to obtain that alignment. Shown below is an overview of the gaps in
Digital Transformation between IT and the business based on your answers to the initial Digital Transformation, your digital
maturity (red), and the answers you provided as to where the business sees your organization's digital maturity (purple).

FIGURE 4
Your Gap Analysis
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The following recommendations will help your organization advance your Digital Transformation maturity across all five
dimensions.

Dimension 1: Leadership

Definition
IDC defines the leadership dimension of digital transformation as the set of disciplines that enables businesses to develop the
vision for digital transformation of products, services, and experiences that are optimized to deliver value to the business
ecosystem. In consists of five key areas or disciplines of leadership:
• Ecosystem Awareness and Insight
• Business Model Innovation
• Organizational and Cultural Disruption
• Agile Planning and Governance
• Financial and Economic Leverage
Optimized leadership for Digital Transformation requires a sophisticated knowledge of the enterprise ecosystem, including the
digital accessibility of markets, customers, and service providers. Digital Leaders anticipate and develop product and
operational innovations that extend market share and increase revenue by creating shared digital experiences that serve the
needs of mobile, socially connected, and digitally transformed customers and partners. In addition, it requires the ability to
communicate and embed the vision in the organization and to engage employees, customers, and partners in its execution.

Your Assessment:
Based on your responses we would describe your organization's current Digital Transformation Leadership maturity level as
Opportunistic (i.e. a Digital Experimenter). According to our Digital Transformation benchmark survey of 413 companies in
Europe, 34.6% of companies are Digital Experimenters in terms of the leadership dimension of Digital Transformation. At this
level, leaders allow limited-scope digital initiatives, but are unable to "connect the dots" to scale and broaden the impact of
these initiatives. Enterprise wide initiatives are rare and more often focused on a specific process or function rather than
being part of a broader adoption of new business competencies. They tend to spring from LOBs and focus on using digital
technologies to solve specific customer needs and opportunities – and therefore it is very difficult to integrate them into the
broader company approach. Opportunistic companies are far more likely to recruit outside leadership to be change agents or
to begin major organizational transformations.

IDC Recommendations:
1) Challenge the Status Quo: Given that you are unlikely to be able to scale any success from consolidating gains from any
digital project successes should lead to standardizing a strategy and practices for the enterprise. This requires a level of
structure, governance and process that the organization might not be ready for – but you have to persevere to deliver on
any goals. Highlight examples of well-known "digitally disrupted" European companies such as HMV, Borders, and
London Black Taxis that have been challenged by digital disrupters like Netflix, Amazon and Uber respectively. This will
help to explain to showcase how the status quo cannot be sustained over the longer term.

2) Think about 'Monetizing Digital Transformation': Even for the industries that have not felt the same level of acute
digital disruption as we have seen in music, media, and retail, there is a growing realization that digital transformation can
have a huge impact on top and bottom line growth. This could be in terms of additional revenue, increase market share,
accessing new customer segments or delivering new forms of competitive advantage. Most scenarios differ depending on
the industry, but across all types of digital transformation the major challenge lies in turning the digital vision into real
business. Make sure that you have some level of high quality data to back up your approach. Begin to integrate customer
and market data as a key component in executive planning. Use program/project level digital results to create centers of
excellence that seed the enterprise processes and foster to rethink established structures.
3) Establish buy-in for Business Model Innovation: Change management involves plenty of getting the right level of buyin and engagement – especially if you are assessing a shift in your business model. Bring C-level leaders together to
assess the link between ecosystem change and the ideal future business model. Foster a culture to continuously rethink
business and add digital value to products and services. You will need to expand your financial metrics used to measure
program success to include additional ‘soft benefits’. For example, this could involve getting a better understanding the
impact of a social media marketing campaigns in terms of triggers, influences, connections and even ‘likes’, as a opposed
to traditional demand generation key performance indicators.

Dimension 2: Omni-Experience

Definition
IDC defines the Omni-Experience dimension of digital transformation as the multidimensional ecosystem approach for
businesses to continually amplify experience excellence for their products and/or services. If you have used Uber to book a
pickup as opposed to a traditional cab, you will have had this "Omni-experience". It consists of five key areas or disciplines of
leadership:
• Ecosystem experience
• Continuous innovation orientation
• Platform service delivery
• Omni-dimensional marketing
The ability to deliver an optimized omni-experience as part of digital transformation journey becomes an important competitive
advantage to all companies.
An organization with a high-functioning level of omni-experience requires the ability to:
• Create unique differentiating experiences across both physical and digital domains by listening and learning through all
internal and external market cues that are core to predictive market responsiveness. This requires defining experience
based on insights, starting with customer experience linked to a product or a service level as a minimum, up to Omniexperience for the whole ecosystem at the advanced stages of maturity.
• Be able to respond and adapt to the external ecosystem in a self-learning and automated fashion, as opposed to a kneejerk reactions which result in lost business opportunities and ineffective interactions with key stakeholders.
• Collect, deal with, integrate and disseminate critical information consistently across all possible channels and relationships
to deliver the optimized omni-experience. This would involve integrating different data sources from internal departments
and the external ecosystem to fully exploit the potential of information via advanced and predictive analytics (or the “digital
gold”). This is critical in terms of delivering seamless, engaging omni-channel customer experiences based on processes,
products, and assets that are highly instrumented, contextually aware, and autonomic.

Develop a culture of innovation that permeates all areas of the organization (leveraging external disruption) where rewards
and incentives offered for all members of the ecosystem, often in an automated and self-learning fashion.

Your Assessment:
Based on your responses we would describe your organization's current Digital Transformation Omni-Experience maturity
level as Opportunistic (i.e. at Stage 2 of 5). According to our Digital Transformation benchmark survey of 413 companies in
Europe, approximately 35% of companies are at this stage of maturity in terms of the Omni-experience dimension of Digital
Transformation. Most of the organizations interviewed are at this level of maturity. At this level, your organization delivers
some limited digitally-driven customer experiences, but new products/services are inconsistent and poorly integrated. There is
an inconsistent and narrow focus on enhancing experience as a key goal in developing digital products and services.
Companies in the opportunistic stage see inconsistent and unsustainable outcomes from efforts to deliver omni-experiences
to their stakeholders across the ecosystem. As a result missing consistent insights, the business leaders are unable to scale
success, and cannot easily adapt or respond to feedback from the ecosystem and will struggle to identify the value of doing
so.

IDC Recommendations:
1) Think Omni-Channel with a focus on E-commerce: It is likely that you are able to deliver a reasonably personalized
approach to a customer within the ‘silo’ of one specific channel (e.g. online). You will need to start thinking about how you
are going to extend this across into other channels (e.g. contact center) as part of a consistent omni-channel strategy.
Having this sort of information will help you not only to deliver better service to customers, but also to contribute to new
revenue streams with new offers (e.g. cross-sell or up-sell recommendations made via a contact center agent). In parallel,
if you do not have an E-commerce strategy in place, create one that is integrated into your broader omni-channel plans.
2) Create a CX task team to deliver consistency: Very often, the organizations at your level of maturity deliver reasonably
consistent ecosystem and customer experiences on a project basis. However, in order for this to be delivered across all
customer touchpoints in a consistent fashion, it is critical to work leveraging technology and services more consistently to
deliver omni-experiences more rapidly and effectively. To execute on this requirement, break down functional and
informational silos and work on digital enabled processes and put together a task team focused specifically on this area.
Ensure that its activities are measured against a well selected and clearly defined goal, such as omni-channel (including
digital engagement) metrics such net promotor score (NPS).
3) Measure benefits to create a ‘dynamic’ business case: In order to justify additional investments in this area, study the
"ripple effect" of leading creators of great omni-experiences (focusing on a social channels to gather feedback in a
dynamic fashion); use this information to test and learn, and organize for building new types of ecosystem engagement
techniques based on data-driven insights that will deliver compelling ecosystem experiences.

Dimension 3: WorkSource

Definition
The WorkSource dimension covers the evolution of the way that businesses will achieve business objectives by effective
sourcing, deployment, and integration of internal (full-time and part-time employees) and external (contract, freelance,
partner) resources. Transformation and optimization are realized by adopting strategies that leverage digital interactions and
collaboration, connections, relationships, and tools, including machine intelligence. WorkSource dimension are assessed by
four key areas or disciplines:

• Manage talent
• Source talent
• Optimize work
• Facilitate a digital transformation mindset
Each of these areas is targeted at a key aspect of WorkSource mastery and can be assessed independently as a measure of
the relative maturity of a specific aspect of business functionality and performance. The four disciplines also falls naturally into
the domain of certain business leaders, including CEOs, CHROs, COOs, and line-of-business (LOB) management, but
WorkSource, like digital transformation overall, is a "team sport" that requires collaboration across all business domains.
Ultimately, WorkSource transformation optimizes the productivity and flexibility of the internal and external contributors to
organizational value; identifies the right resources to achieve business objectives; drives business outcomes by creating a
modular, agile structure; facilitates relationships; and maximizes the productivity of interactions.

Your Assessment:
Based on your responses we would describe your organization's current Digital Transformation WorkSource maturity level as
Ad-hoc (i.e. a WorkSource Traditionalist). According to our Digital Transformation benchmark survey of 413 companies in
Europe, 18.6% of companies are WorkSource Traditionalists. These companies generally view talent management as
unimportant and maintain a "personnel" mindset. Traditionalists have a bias toward full onsite employment, eschewing remote
workers and contingent or freelance workers. Desktop-, Web-, and paper-based business processes are leveraged
exclusively. And the culture consistently honors the founder's vision without adapting it to current conditions or market
opportunities.

IDC Recommendations:
1) Align data and processes of core talent functions of management and recruiting. Traditionalists have no visibility
into talent issues, gaps, or opportunities. Sourcing new talent is slow and the cost of hire is generally high for most
significant positions. Create an environment that allows you to build a transparent perspective on the talent and resources
within your organizations. This will also help you find gaps of talent or bottlenecks within the organization.
2) Formalize use of digital technologies to support communication. While individuals and small teams may be highly
productive, WorkSource traditionalists do not support the use of tools to facilitate larger, more collaborative processes and
projects. Introducing or formalizing communication and collaboration tools will help your organization work more efficient
and share knowledge to improve the collective intelligence of the organization.
3) Increase toleration of risk and failure. WorkSource traditionalists focus on incremental change: individuals succeed
largely, and failure is strongly discouraged. One of the main challenges to effectively deliver on digital transformation is the
underlying change management required. This involves the ability for ALL employees to think, act and talk “digital”. If you
think about the business model shifts involved from selling products to service-enhanced product positioning (e.g.
automotive organizations selling ‘mobility’ as opposed to a car), it will require a significant amount of skills to develop
existing job roles, functions and the people required to fill them.
4) To ease the impact of this change, aim to nurture an organizational culture that permits mistakes and allows the new/ nontraditional workgroup to experiment with new ideas. As part of this, it will be important to empower employees to
collaborate and share ideas in this experimentation mode.

Dimension 4: Operating Model

Definition
IDC defines the Operating Model dimension of Digital Transformation as the ability to make business operations more
responsive and effective by leveraging digitally connected products/services, assets, people, and trading partners. Maturity in
Operating Model DX enables the enterprise to spend more of its time and energy focused on developing new products and
services by integrating the business' external digital connections to its markets and suppliers with the internal digital
processes and projects that are directly impacted by customer requirements. Operating Model DX defines "how" work gets
accomplished in terms of digital transformation.
According to IDC, five critical dimensions determine the Operating Model Digital Transformation maturity level. These are:
Connected products/services. The ability to digitally connect products and services to enable higher levels of customer
satisfaction and information-based revenue opportunities.
Connected assets. The ability to connect corporate assets to improve effectiveness inclusive of efficiency, reliability, and
availability.
Connected processes. The ability to digitally connect processes, both intracompany and intercompany, to create a more
responsive operating capability and improve productivity.
Decision making. Understanding of the next best action based on digitally delivered situational awareness, real-time
information and machine learning. This capability includes the ability to connect operational decision making to strategies
and tactical plans.
Organizational structure. The ability to shift responsibility for technology governance to operational leadership while
maintaining fidelity to corporate information technology standards and guidelines.

Your Assessment:
Based on your responses we would describe your organization's current Digital Transformation Operating Model maturity
level as Repeatable (i.e. connected operator). According to our Digital Transformation benchmark survey of 413 companies in
Europe, 29.4% of companies are at the repeatable stage in terms of the operating model dimension of Digital Transformation.
At this level of maturity, your organization has centrally coordinated operations which enable the sharing of best practices.
Initiatives to digitally connect products, assets, and processes are under way but are of limited scope. At this level of maturity,
your business is able to keep pace with traditional competitors but can only partly mitigate the impact of new digitally-savvy
competitors on market share.

IDC Recommendations:
1) Think Automated Analytics: If the Internet of Things (IoT) underpins your digital transformation strategy, you will need to
think about putting connectivity in place for all products/services, building in self-provisioning and automated
product/service design recommendations. This will be critical in terms of supporting the next step which involves
evaluating and potentially implementing predictive and real-time analytics capabilities.

2) Expand Your Connected Strategy: Put connectivity in place for key assets, building in self-provisioning and automated
intervention based on situational awareness. This should link directly to the automated analytics approach highlighted
above – but should be looking for new and innovative use cases that deliver the next level of customer experience or
employee engagement to improve operation efficiency and productivity (via 3rd Platform technologies)
3) Set up a Digital Center of Excellence: Take steps to put a formal organization in place, focus on the project
management office (PMO) and then bring together operational and information technology groups. Ensure that you have
representatives from marketing, sales, IT, HR and security departments. Actual structures can be formalized once the
right group are working together and are starting to deliver results.

Dimension 5: Information

Definition
Information Digital Transformation (DX) is the focused approach to extracting and developing the value and utility of
information relative to customers, markets, transactions, services, products, physical assets, and business experiences.
Transformed enterprises treat data and information as they would any valued asset. Information is not only used to make
better decisions and optimize operations and products but also monetized in the form of products and services. Information is
the currency of a dynamic experience chain between the enterprise and its ecosystem that leverages information for
competitive advantage by enabling the business to respond to opportunities in less time with better intelligence.
Information DX is a challenging and multidimensional journey that is crucial for an organization's ability to adapt existing
organizational processes, culture, and skills to the norms of the new digital ecosystem. Efforts to improve information
transformation maturity must focus on the most critical aspects of the enterprise's business strategy, target outcomes, and
competitive environment.
According to IDC, five critical dimensions determine the Information Digital Transformation maturity level. These are:
Data Discovery: This dimension consists of acquisition, preparation, exploration, visualization, and datafication.
Value Development: This dimension consists of analytics, algorithms, program management, and quality.
Value Realization: This dimension consists of monetization, productization, real-time orchestration, and service innovation.
Knowledge and Collaboration: This dimension consists of work virtualization, knowledge integration, governance, and risk
and privacy.
Information Architecture: This dimension consists of data management and models, integration and synchronization,
information architecture (IA) services, and security.

Your Assessment:
Based on your responses we would describe your organization's current Digital Transformation Information maturity level as
Opportunistic (i.e. Using traditional data warehouse and analytics solutions but mainly limiting the use to structured data).
According to our Digital Transformation benchmark survey of 413 companies in Europe, approximately 32% of companies are
at the Opportunistic maturity stage in terms of the information dimension of Digital Transformation. At this level, traditional
data warehouse and analytics are used within your organization but these tools are mainly limited to structured data. The data
is presented through dynamic and highly interactive visualization tools. Data security is assessed. However, localized
business experiments with social-analytics, big data, and real-time analytic processing have yet to coalesce into a coherent
strategic information architecture.
As a result, the business intelligence and insights are limited because they come primarily from structured data analytics.

IDC Recommendations:
1) Move beyond structured data analytics: Having seen the benefits of using data warehouse tools and analytics solutions
on structured data, it is time to apply the strategies to tap the potential in semi-structured and unstructured data that can
extend the value of Big Data. Develop processes, standards, and infrastructure to support semi-structured and even
unstructured data which will give you insights and help localize your offerings. Acquire data scientist skills and create a
basic platform for experimentation, evaluation, and knowledge acquisition for the Information DX initiative.
2) Create a holistic information architecture across multiple delivery models: Develop an Information Architecture that
includes internal and external data sources to enable instantaneous data analysis and market intelligence. As part of this,
assess the option of leveraging multiple delivery models (for example hosted or public cloud) and new emerging
capabilities (such as in-memory computing) on which to run your information workloads. Based on a recent IDC survey of
1451 IT executives in Europe in May 2015, 65% indicated they were either currently running Big Data in the cloud, or were
planning to do so in the next 12 months. This will help you to overcome the ongoing complexity and costs of running your
existing IT infrastructure for your information strategy in an accelerated fashion.
3) Don't be afraid of using new data mining and analytics tools: Driving down the cost of IT business operations is still
one of the top priority for many organizations in Europe. But truly understanding and appreciating the value of information
in this data-driven economy has forced 'opportunistic' organizations to launch big data projects using existing tools and
solutions. Take your business intelligence and insights to the next level by evaluating tools and technologies dedicated to
extract data insights in the 3rd Platform era. New purpose-built, user-friendly tools will not only speed up the data
discovery process and improve accuracy but will also resonate with line of business who will adopt it less reluctantly
making the investment worthwhile.

OUTLOOK

IDC believes that an organization's ability to deliver business results from digital transformation is directly correlated to its
digital maturity across the Leadership, Omni-Experience, Information, Operating Model and WorkSource as highlighted in the
framework for this benchmark. However, digital transformation is not a project. It is a journey and it’s a journey that requires
speed.
Many businesses acknowledge the importance of transforming their businesses and processes as customer expectations rise
rapidly, but they are struggling to bring onboard all the business stakeholders to have holistic and more effective
implementations of digital initiatives. In the next few years, organizations in the earlier stages of digital transformation maturity
should work toward making digital transformation an enterprise wide objective by building awareness, sharing success stories
from smaller digital projects, and demonstrating the benefits and efficiencies it can bring to the business.
The output from this benchmark should provide you with a blueprint for taking the next step on your digital transformation
journey. IDC recommends that you focus on the dimensions where there is the biggest gap between the peer benchmark
compared to your digital maturity. You can de-prioritize the areas where you see a smaller gap between the ‘as-is’ position
versus the ‘desired state’. You can use this as a basis for prioritizing where to focus your digital transformation efforts in terms
of investments and resources moving forward.
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