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Your Customized
Digital Transformation Readiness Report

Built on primary research with executives and leaders inside major US corporations (May/June 2018) the algorithms from this SaaS will
enable you to see where you stack up against a basket of likely competitors in your market. You can see over 90 comparative segments
across 1lindustries. This report based on comparisons inside your industry/sector is the start of the journey to help re align thinking,
design and your investment approaches (strategy, IT, people, sales, marketing, listening and A.l) as you move forward. We have invested
five years in writing the Wall Street Journal best selling book on digital transformation that was the number book on the subject in 2017,
The Digital Helix: Transforming Your Organization's DNA to Thrive in the Digital Age

Contact us for areview an further discussion so you can thrive even better with your digital transformation.

Summary & Next Steps

» What state of digital transformation are you likely in: Your responses show that your corporation is most likely to
be getting medium level success init's digital transformation investments as an organization in your sector. You
have close tendencies in some areas that are near to a digital thriver especially around challenges. However your
scores in digital drivers and Digital DNA are at the low end of a medium level digitally transforming corporation in
your sector. You cannot progress further unless you focus differently in these two areas.

« Digital Drivers: The gaps from where your corporation appears to be a digital thriver | this sector are very
significant except in one area (digital innovation). Itis very difficult to get improved results and the right internal
investments for long term growth unless your organization evolves how it sees and acts on these.

+ Challenges: Your answers show that your organization is low on attention to these even against other medium
level peers in your sector on these challenges. Other work has shown us that this needs special focus or you will
find it difficult to get past experimentation or even get to digital scale. Contact us for the ten steps we have
worked with clients on to get focus an performance changes here. Also check out the chapter in the book.

+ Digital DNA: On all seven Digital DNA components your organization appears to be behind how a digital thriver in
this sector generally acts and invests. On three of them your organization is very close to the key score of 7 that
has 35%-+ of your sector scoring in. These three areas should be the first areas of focus because your close to
the thriver profile so this should take less new investment. These can be used as examples to build the others.

« Digital transformation cookbooks: Contact us to discuss four areas of relevance for your organization: [1] A
potential workshop on the importance of the digital drivers, [2] Access to key metrics that should work better for
you than they likely are [3] Access the complete (135 variables) Digital Helix Algorithm in your sector that you
can build digital transformation cookbooks from, [4] Speaking at meetings where you are looking to inspire your
team to thrive on these changes together.

Inc.digital recognizes its responsibility as a provider of quality services to assure data security and client confidentiality. For these reasons This Safe Harbor Privacy Policy provides evidence to all
customers and suppliers of controls that are implemented to assure data security, client confidentiality, and employee confidentiality.


https://www.amazon.com/gp/product/1626344647/ref=as_li_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=1626344647&linkCode=as2&tag=cyclfast-20&linkId=89f3943880fe5ddb01210baeb991bbee

Drivers
Of Digital Change

Digital drivers of change are very varied and there are seven core groups we researched for the book and again in the June 2018 research
with major corporations in your sector. Some, many or all of these might be relevant in your segment. The levels of commitment to
leveraging each digital driver may well vary across your sector.

Scale

YOUR SCORE
MEDIUM PERFORMER SCORE IN THE INDUSTRY (AVAILABLE ON REQUEST)
HIGH PERFORMER SCORE IN THE INDUSTRY

We do not collectively believe that this matters tou

Groups are talking about acting on this but are not in active development yet

We have seen some small changes in our business to respond to this

We have seen the results of experiments that prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attentionto how they perform with this driver

We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it
We have fully embraced this pressure over the last two years and the way we manage it makes it an asset for our business

Our business is increasingly focused on this pressure or driver as an advantage for our business

We have built our business so that this pressure or driver is a key advantage for our business

Q1. There has beena compression of the time it takes to match supply and demandin our industry because of digital transformation.

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting on this but are not in active development yet

We have seen some small changes in our business to respond to this

We have seen the results of experiments that prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attention to how they perform with this driver

We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it

64% OF
THRIVERS
ARE HERE

Q2: Thereis anongoing shiftin demographics of consumers or customersin our industrial sector that is leading to a different sense of their needs or entitlements

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting onthis but are not in active development yet

We have seen some small changes in our business to respond to this

We have seenthe results of experiments that prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attention to how they perform with this driver

We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it

54% O We have fully embraced this pressure over the last two years and the way we manage it makes it an asset for our business

THRIVERS  Ourbusinessis increasingly focused on this pressure or driver as an advantage for our business
JAREHERE  We have built our business so that this pressure or driver is a key advantage for our business
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Drivers
Of Digital Change

Digital drivers of change are very varied and there are seven core groups we researched for the book and again in the June 2018 research
with major corporations in your sector. Some, many or all of these might be relevant in your segment and the levels of commitment to
leveraging each digital driver may well vary too.

Scale

YOUR SCORE
MEDIUM PERFORMER SCORE IN THE INDUSTRY (AVAILABLE ON REQUEST)
HIGH PERFORMER SCORE IN THE INDUSTRY

Q3: Thereis amuch more level playing field of information than ever before where by customers, consumers, partners and employee have transparent
knowledge about what is going on.

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting on this but are not in active development yet

We have seen some small changes in our business to respond to this

We have seen the results of experiments that prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attentionto how they perform with this driver

We are seeing key parts of the corporation now paying attentionto how they perform with this driver

We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it

64% OF

THRIVERS
ARE HERE

Q4: Businesses can get near instant scale with digital technologies and canappear vastly bigger than they would be in a more traditional brick and mortar world.

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting onthis but are not in active development yet

We have seen some small changes in our business to respond to this

We have seen the results of experimentsthat prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attention to how they perform with this driver

64% OF We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it
0

THRIVERS
ARE HERE

Q5: Startups present a clear and present dangerin our industry sector and could easily be key playersin a short time frame.

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting on this but are not in active development yet

We have seensome small changes in our business to respond to this

We have seen the results of experiments that prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attention to how they perform with this driver

We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it

45% OF

THRIVERS Our businessis increasingly focused on this pressure or driver as an advantage for our business
AREHERE We have buitt our business so that this pressure or driver is a key advantage for our business
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Drivers

Of Digita

Change

Digital drivers of change are very varied and there are seven core groups we researched for the book and again in the June 2018 research
with major corporations in your sector. Some, many or all of these might be relevant in your segment and the levels of commitment to
leveraging each digital driver may well vary too.

Scale

YOUR SCORE
MEDIUM PERFORMER SCORE IN THE INDUSTRY (AVAILABLE ON REQUEST)
HIGH PERFORMER SCORE IN THE INDUSTRY

Q6: Building around the idea that that change s a constant is now a reality because of digital transformation in our industry.

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting on this but are not in active development yet

We have seen some small changes in our business to respond to this

We have seen the results of experiments that prove what the upside could be here

We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

We are seeing key parts of the corporation now paying attentionto how they perform with this driver

We are seeing key parts of the corporation now paying attention to how they perform with this driver

We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it

64% OF

We have fully embraced i presste over th st twoyears and the way we manage t makes it an asset for ur business
T VR Ourbusinesss increasingly focused on this pressure o iver s an advantagefor our business
SR HERE We have buitt our business so tht this pressure orcrver s  key advantageforour business

Q7: The idea of innovating seems to be easier because digital technologies let us solve for three traditional challenges at once - cost reductions, improved
effectiveness and real innovative ideas and practices.

YOUR ANSWER:

We do not collectively believe that this matters to us

Groups are talking about acting on this but are not in active development yet

We have seen some small changes in our business to respond to this

We have seen the results of experiments that prove what the upside could be here

45% OF We are formulating more extensive plans around this and looking to make changes elsewhere in the corporation

THRIVERS  Weare seeing key parts of the corporation now paying attention to how they perform with this driver
AREHERE We will be fully embracing this pressure in our next major strategic planning cycle and it will lead to resources being significantly allocated to handling it
We have fully embraced this pressure over the last two years and the way we manage it makes it an asset for our business
Our business is increasingly focused on this pressure or driver as an advantage for our business
We have built our business so that this pressure or driver is a key advantage for our business

Drivers of Digital Change Conclusions

4.
5.
6.

7.

Demand and Supply Compression: It is good that your organization has seen experiments on this driver so find ways to extend that idea across all elements of the corporations practices (sales,
marketing, operations, HR, service/support, channel partners).

Demographic shifts matter: Find ways to move passed experiments to a wider understanding of how practices need to evolve in your corporation on this driver. Ithas many layers so it needs a deep
knowledge and a defined process for how it percolates across the whole organization.

Level Playing Field of Information: The gap between your responses and that of a digital thriver show the need to accelerate learning internally about the power of this driver to change how you design
and deliver your business products/services

The Idea of Instant Scale: As in other respanses you gave your organization still appears to be in the planning process. Get real examples in place to increase your tempo for adoption.

Start ups Motivate Attention: Your answers show that planning is happening but you want to look wider across the organization to kick off real time ways tolearn and leverage start up ideas.

Change is Constant: Your answers show a very significant gap to how a digital thriver thinks an acts in your sector. Think about ways to educate and practice the skills needed to be able to thrive on
change like the digital thriver is very comfortable doing.

Digital Innovation : We appear to be near to how a digital thriver inthis sector thinks and acts. We should be learning from these teams/groups about how they have become more committed.

Contact Inc.Digital for best practices inthis areas.
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Internal Challenges
Of Digital Change

Internal challenges to digital transformation are very varied and there are seven core groups we researched for the book and again in the
June 2018 research with major corporations in your sector. Some, many, or all of these challenges may be ones you face and are handling
with conviction. Some challenges may not need extensive focus in order to be ahead of your competitive set.

Strongly Disagree Agree

Scale 1 2 3 4 5 6 7 8 g 10 @ YOURSCORE @ MEDIUM PERFORMER SCORE ON REQUEST
@ @ @ @ @ @ @ @ @ @ @"HiGHRERFORMER SCORE IN THE INDUSTR)

Our executive leadership are fully engaged in digital transformation efforts on a daily or weekly basis, and their efforts go well beyond just mandating
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(@D) 64% OF THRIVERS ARE HERE
. When faced with failure, our organization does not withdraw or retreat from new projects
1 2 3 4 5 6 7 8 9 10
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Q0 55% OF THRIVERS ARE HERE
«  Ourorganization fundamentally believes that digital requires different metrics to measure success in the digitally transforming world
1 2 3 5 6 7 8 9 10
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45% OF THRIVERS ARE HERE
£ OQurdigital transformation is well architected and highly collaborative across the organization
1 2 3 4 5 6 7 8 9 10
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64% OF THRIVERS ARE HERE
+n  Ourorganization is mostly focused on building the right resources, skills and capabilities internally and uses only uses external resources as needed
1 2 3 4 5 6 7 9 10
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O 454% OF THRIVERS ARE HERE
As an organization we are very open to developing, experimenting and sustaining alternative digital strategies for our digital transformation processes.
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i 644% OF THRIVERS ARE HERE
In our organization we leverage digital transformation across all functions and not just the customer facing ones
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45% OF THRIVERS ARE HERE

Internal Challenges Conclusions

1. Evenadigital thriverin this sectoris not scoringa 10 or 9 here. Find mechanisms to further push executive leadership to show their level of
commitment to improving here. Some examples are customer first calls, case studies, team meetings and workshops. Contact Inc.Digital for best
practices here as highly effective digital executives can directly help other areas (digital drivers an Digital DNA components).

2. Yourorganization appears in line (low end) with the digital thriver in your sector around the ability to hang and learn from failure. This should be
increasingly leveraged as a mechanism for helping your organization catch upin the digital driver and Digital DNA component areas. The ability to lead
fromthe front or grab the value of failure and learn will be helped if we shift our metrics models. Look at page 94 of The Digital Helix. Connect with
iinc.Digital about key S.S.D activity plans too

3. Thegap from your responses on the focus on where resources are being built (internal an or external) shows a gap to the digital thriver in your sector.
The ability to be better equipped to handle these changes internally could be an area where your executive teamleads more.
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Digital
DNA Components

These seven digital DNA markers were extensively researched for the book and tested again in our June 2018 research with major
corporations. Asin the drivers and the challenges sections successful comparative performance against a basket or baskets of
competitors may well involve varying levels of awareness or action against each of these digital DNA components.

Strongly Disagree gree

Scale 1 2 3 4 5 6 7 8 g 10 @ YOURSCORE @ MEDIUM PERFORMER SCORE ON REQUEST
o —O O 0 o o o o o o @ HiGH:RERFORMER SCORE IN NDUSTR!

Our executives are like digital explorers in the organization. They are active advocates and enablers for the process of digital transformation.

1 2 3 4 5 6 7 8 9 10
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) 45% OF THRIVERS ARE HERE
As an organization, we are very comfortable using information from new sources or even looking at new areas of interest and combining those insights
into more traditional areas of interest.
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64% OF THRIVERS ARE HERE
We believe that customers for us have a complex combination of experiences that need to be monitored and far better understood and acted on in
order to thrive in a digital world.
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45% OF THRIVERS ARE HERE

Our marketing and communicationsis planned together in one seamless and customer- centric way as a matter of course so that everythinglooks and

feels similar even if a customer sees or listens or reads about it elsewhere.

o

Q0 1 2 3 4 5 6 7 8 9 10
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64% OF THRIVERS ARE HERE
< Wefully understand all the key moments a customer would want or need to purchase a product or service fromus.
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) 551% OF THRIVERS ARE HERE
We work in very collaborative ways and share far more insights and information across the organization than ever before 9
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551% OF THRIVERS ARE HERE
We have changed the way we build strategy to be much more sensitive to handling evolving market conditions.
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36% OF THRIVERS ARE HERE 36% OF THRIVERS ARE HERE

Digital DNA Components Conclusions

L Comparing the responses for your organization against the performance of a digital thriver in your sector the gaps in all but two of the
Digital DNA components are not that large. Getting to a score of 7 is key but it is not an easy move as it requires the organization to
focus on the gaps with the digital drivers and appropriate challenges. These moves will not happen naturally Inc.Digital can show you
how many corporations in other sectors are also stuck in this position.

2. Two key Digital DNA components to focus onimmediately would be moving more to a sales moments model and recognizing and
organizing more around the component thatis focused on the complete portfolio of customer experiences. Contact with Inc.Digital to
talk about best practices, workshop anframeworks to help accelerate this process.

incdigital|ssndse A
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Potential reads

If you would like a digital copy of The Digital Helix please contact Inc.Digital
Hotlinks: Here are a collection of relevant articles based on the analysis.
Click on the links below:

What innovation means in a digital age (Forbes)

Does the existence of a Chief Digital Officer help with transformation

Why people matter more in transformation than capital and technology (Strategic HR Review)

Is your board a challenge or an opportunity for challenge (Forbes)

Language portrays your real capacity for digital transformation
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Inc.digital recognizes its responsibility as a provider of quality services to assure data security and client confidentiality. For these reasons This Safe Harbor Privacy Policy provides evidence to all
customers and suppliers of controls that are implemented to assure data security, client confidentiality, and employee confidentiality.


https://www.slideshare.net/IncDigital/innovation-leaders-incdigitals-michael-gale-on-digital-transformation-92763438
https://docs.wixstatic.com/ugd/86cf03_3d7c5286f80e4385869c9ba1693c168b.pdf
https://docs.wixstatic.com/ugd/86cf03_642dac0f4e1046d1b98a1c1afbeb9dfa.pdf
https://docs.wixstatic.com/ugd/86cf03_5e2a91f64b664fe1aed0f854e8425b46.pdf
https://docs.wixstatic.com/ugd/86cf03_018f2ca933e447398ad304dbfa854521.pdf

