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INNOVATION

DIGITAL — DON’T GET CONFUSED

CUSTOMER VALUE



EFFICIENT OPERATIONS
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NETFLIX — BUSINESS MODEL CANVAS

Key Partners ey Activities Value Pro ons

Channels

Content (virtual)

Cost Structure

Both



Revenue Generation
Efficiency

Basket of indicators:
= Revenue/Employee
= Fixed Asset Turnover

FOUR LEVELS OF DIGITAL MASTERY

DIGITAL MASTERS

Strong overarching digital vision

= Good governance

= Many digital initiatives generating
business value in measurable ways

Strong digital culture

FASHIONISTAS
= Many advanced digital features (such
as social, mobile) in silos
= No overarching vision
= Underdeveloped coordination
= Digital culture may exist in silos

Digital Capability

BEGINNERS CONSERVATIVES
= Management skeptical of the = Overarching digital vision exists, but
business value of advanced digital may be underdeveloped
technologies = Fewadvanced digital features, but

traditional capabilities may be
Strong governance across silos

Taking active steps to build digital skills
and culture

Leadership Capability

May be carrying out some
experiments
Immature digital culture

Profitability

Market Valuation

Basket of indicators:
= EBIT Margin

= Net Profit Margin

Basket of indicators:
= Tobin's Q Ratio
= Price/ book ratio

Source — Capgemini consulting



PATH TO DIGITAL TRANFORMATION

i

OPERATIONS Path 1
Enhance, extend or redefine the customer value
proposition with digital content, insight and

INTEGRATE | 2 3 engagement. Then focus on integrating digital
content.
Path 2
Create and integrate digital operations first. Then
LEVERAGE address the customer value propositions to achieve

full transformation.

Path 3
Build a new set of capabilities around the
transformed customer value proposition and

CREATE 1 : _
operating model in lock step.
THE “HOW”
ENHANCE EXTEND REDEFINE .
o ” ‘a
THE "WHAT CONSUMER

Source — Capgemini consulting



DIGITAL TRANFORMATION CAPABILITIES
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ONLINE/MOBILE

S':l INSIGHTS FROM CUSTOMER AND
ANALYTICS COMMUNITY COLLABORATION

OMNICHANNEL

Seamless multi-channel
shopping experiences

CUSTOMER
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DIGITALLY ENABLED
SUPPLY CHAIN

Revenue

INTEGRATION

BUSINESS MODEL INNOVATION



CONSUMER
UNDERSTANDING

SOCIAL
CONVERSATIONS

BIG DATA
ANALYTICS

MANUFACTURING INDUSTRY TRAJECTORY

PARTICIPATIVE
DESIGNING

DESIGN & DEVELOPMENT

REMOTE ASSET
MONITORING

PROACTIVE
MAINTENANCE

INNOVATION FACILITIES &
ASSETS
WEARABLE
TECH
MVP
TESTING

SHOP FLOOR
VISIBILITY

IoT

AUTONOMATION/
ROBOTICS

MULTI LEVEL
PLM

SUPPLY CHAIN
ORCHESTRATION

VALUE
DELIVERY

AUGMENTED
REALITY



MANUFACTURING INDUSTRY TRAJECTORY
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CONSUMER DESIGN & DEVELOPMENT INNOVATION FACILITIES & TALENT SUPPLY CHAIN VALUE
UNDERSTANDING ASSETS ORCHESTRATION DELIVERY
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