
LAY THE GROUNDWORK
FOR DIGITAL TRANSFORMATION SUCCESS



The term ‘digital transformation’ likely brings two  
questions to mind:

• What is that?
• What does that mean to me?

Although it seems a mere catchphrase, digital transformation 
is, in reality, a business imperative. Perficient believes 
companies that delay transformation or ignore it altogether 
risk becoming irrelevant. 

Trends analyst Altimeter defines digital transformation as 
“the realignment of, or new investment in, technology and 
business models to more effectively engage digital customers 
at every touch point in the customer experience lifecycle.” 
Note that this lifecycle encompasses the entire progression of 
customer interaction, from consideration of a product through 
its purchase and use on through the maintenance of loyalty 
surrounding that product.   

Simply put, business success in a digital age requires new 
technologies, new strategies, and a new psychology that 
embraces both. Consider:

• Digital channels have evolved from the single-function, 
static websites of the 1990s into multiple tools and 
systems that Perficient’s clients say provide more than 
25 percent of business revenues. 

• The technology and market research firm Forrester 
believes all companies will become digital predators or 
digital prey by 2020. 

• Using the stock market as an indicator, Watermark 
Consulting found that customer experience leaders in 

all markets had a 43 percent average value gain over six years, 
compared to laggards who lost 33.9 percent of their value in 
that same time. 

• Millennial-generation customers increasingly lead digital 
lives and expect brands to provide a seamless omni-channel 
experience.

• Mature businesses respond through the channels customers 
prefer, at the speed they expect, and with little or no friction or 
inconsistency between channel experiences.

• Legacy competitors are investing in digital. Market upstarts are 
devising new customer-centric processes to reach consumers 
and meet their needs.

Today’s competitive markets demand that companies evolve 
faster, become more efficient, and focus on memorable customer 
experiences.

Yet big change intimidates even the most innovative companies, and 
digital transformation requires a big, overarching commitment for it 
to succeed. The best first step requires companies to sincerely and 
succinctly answer these questions:

• Do we grasp the importance of digital transformation?
• If so, are we identifying digital transformation as a lead 

initiative?

Companies must be aware of the risks and requirements of digital 
transformation before investing the necessary time, money, and 
resources. Perficient has compiled the steps we believe are critical 
to laying the groundwork for a successful digital transformation and 
will address each in this guide, starting with the first and most crucial 
step: laying the groundwork for digital transformation.

DEFINE YOUR DIGITAL TRANSFORMATION



ASSESS THE CHALLENGES
Upon committing to digital transformation, the first concern 
becomes obvious: What are the challenges inherent in 
digital transformation? The answer is three-fold.

• Continual connectivity. Customers expect to 
access any information they need to execute any 
task from any device. We live in an always-on, 
always-available world.

• Organizational velocity. Businesses that recognize 
where change is going and what opportunities 
arise from it stand to profit most from digital 
transformation.

• Deluge of data. Information is flowing at us from 
everywhere at tremendous speeds. Understanding 
how to process and glean value from that data 
fosters business insight.

Digital transformation may be a single idea but its execution 
demands more than a “one size fits all” or “one and done” 
solution because it cuts across many different areas 
in business and in society – collaboration platforms, 
collaborate economy services, and e-commerce among 
just a few of them. 



Success Story: 

HOTEL CHAIN
Hilton Hotels is a global player in the competitive travel 
industry, which includes airlines and car-rental companies. 
Customers have high expectations of this industry, and 
customers want more control over their travel experiences.

Hilton decided in 2014 to invest in the customer experience 
so they built a mobile app that doubles as a concierge and 
a room key. Customers can also check in and check out 
from their phones and make special service requests. To 
do all this, Hilton had to include 4,000 properties, 650,000 
rooms, 40 million Hilton Honors members speaking multiple 
languages scattered across 80 countries, and make certain 
the user experience was uniform no matter the customer, the 
language, or location.

For an app like that to work, just having dependable data 
distributed at lightning speed is not enough. Consider many 
layers of integration and interaction when dealing with digital 
transformation.



Success Story: 

INTERCITY BUS SERVICE
In another example, an intercity carrier that operates 
low-cost, non-stop and limited-stop premium-level bus 
routes, sought a better travel experience for its customers 
extending from planning to booking to traveling, in real 
time. New systems were required for key process changes 
– switching from paper to electronic tickets, bus drivers 
scanning the tickets of boarding passengers, and others 
– as was a new appreciation for analytics that determine 
whether those process changes drive value.

In both examples, digital transformation hit multiple points: 
• Analytical insight
• Cloud storage
• Mobile technology
• Personalization
• The extent of transformation across an enterprise



DESIGN WITH  
CUSTOMERS IN MIND
Central to everything digital is customer experience, 
measurable by interactions such as walking into a store, 
seeing an advertisement, and calling customer service. 
The customer experience today constitutes a lifecycle, 
not just an interaction restricted to the front end of the 
enterprise.

A recent survey by Watermark Consulting found that 
those companies defined as customer experience leaders 
– based on heavy investment in measuring customer 
experience and, consequently, investment in digital 
transformation – showed a 28 percent improvement 
in stock price and a 76 percent improvement when 
compared against companies considered laggards in 
digital transformation.

Implicit in that lifecycle:
• Customer insight
• Design processes
• Strategy
• Omni-channel engagement
• Moving from merely creating customer 

experiences to sustaining customer experiences

Companies that highlight all of these and find a consumer 
culture can heavily influence the way they interact with 
customers.



TURN WEBSITES INTO  
DIGITAL HUBS
For most companies, that influence starts with 
websites – still the center of our digital experience. 
But rather than just being a place for customers to find 
information, websites should focus on the customer 
experience by being:

USEFUL
RESPONSIVE
INTUITIVE

Web analytics ensures this is possible, and that’s why 
analytics have become essential. Website analytics 
should be able to measure:

WHICH PAGES ARE IMPORTANT
HOW PEOPLE ARE USING THE SITE
WHICH PEOPLE ARE USING IT

Successful digital transformations turn websites into 
content-rich hubs of communal activity and sources of 
lead generation that encourage customers to stay and 
engage. They provide searchable, findable, valuable 
content that educates and informs.

Companies that let their websites go two or three years 
without revision or improvement may find that their sites 
– and consequently their brands – lack the ability to 
handle what’s asked of them.



PUT A PRIORITY  
ON MOBILITY
Mobile devices have gone from unique to ubiquitous, 
populating a channel that customers, partners and 
employees use to engage with any organization regardless 
of industry. Because of this, mobile apps lead the current 
wave of digital transformation – they have changed users’ 
expectations about what computing systems can do. For 
this, there is an enabling wisdom: delivering with velocity 
while not sacrificing good architecture. This means creating 
a robust delivery model that remains so throughout the 
system lifecycle and enables integration across numerous 
platforms.

To support this crucial distinction, Perficient developed 
an Agile approach to building application program 
interfaces (APIs) for a large retailer resulting in a catalog of 
reusable and published APIs that supported the retailer’s 
omni-channel business model. This required leveraging 
investment in service-oriented architecture, including a 
lightweight governance model and API management, all on 
an Agile framework.

ANY JOURNEY ALONG A 
DEVELOPMENTAL ROADMAP – IN THIS 
CASE, ONE THAT CHARTS MOBILITY 
– MUST ALLOW THE ORGANIZATION 
TO MATURE AND DELIVER MORE 
COMPLEX SOLUTIONS OVER TIME.



Clearly, digital transformation requires both shared 
responsiveness and dependability, and no other tool enables 
both like the cloud. Transforming a business means:

• Thinking of software as a platform – Software that 
provides a digital user experience is faster, cheaper, and 
more convenient.

• Leveraging any function with high velocity – Use 
cases that map well through a rapid cloud delivery model 
are the most successful.

The roadmap should reflect both, incorporating a rapid 
cloud delivery model with customer-facing systems that help 
businesses understand customer preferences. Doing that 
requires a system selection based on:

MATURITY
RISK
VALUE

For example, fast-paced models reduce risk in part due to low 
overhead; however, such a model may not remain competitive. 
A mature model is holistic and considers all assets.

REACH FOR THE CLOUD



CREATE ‘GOLDEN RECORDS’
More than 50 percent of consumer interactions occur in multi-vendor, 
multi-channel environments, according to the business management 
consultancy McKinsey & Co; however, other research shows that 65 
percent of those consumers are easily frustrated by companies unable 
to provide a consistent experience through those environments.

The bottom line: A business’s brand is not simply what it thinks it 
is; it’s increasingly what consumers tell each other it is. Competitive 
organizations must recognize and embrace the emerging nexus of 
cloud, mobile, and social, as well as Big Data and analytics.

Big Data refers to a massive volume of data too large to process 
using conventional database techniques. Personalization grows the 
data massively, but it is imperative to leverage the individual customer 
experience by considering contextual and environmental factors, and 
the customers’ previous interactions, to provide an evolving customer-
driven experience spanning interactions.

Successful companies create seamless virtual cycles of targeting 
that provide customers with the right offer at the right time. Until 
now, targeting was restricted to within an enterprise. Today, a fully 
360-degree view of the customer makes full use of insights from:

EMAIL
MACHINE DATA
SOCIAL MEDIA SENTIMENTS
UNSTRUCTURED DATA

Processing this complete package requires a cohesive solution  
that incorporates:

DATA ACCESS
DATA EXPLORATION
DATA INTEGRATION
DATA GOVERNANCE
ADVANCED ANALYTICS

Establishing a whole view of the customer, ensuring federated 
search, and securing navigation and discovery across a wide range 
of applications, data sources and formats are all essential. The 
combination results in a ‘golden record’ that integrates high-quality 
data from multiple enterprise systems and creates a single, up-to-date 
view of the customer at a central location from which the data can be 
more easily managed, analyzed, and shared.

Creating golden records affords new analytic opportunities that allow a 
deeper understanding of the customer’s journey. Golden records:

• Form foundations for centralized data-linked architectures 
that permit evaluation of consistent experiences across certain 
products and channels.

• Leverage cross-selling and up-selling with next-best-offer 
generations.

65% OF CONSUMERS ARE EASILY FRUSTRATED 
BY COMPANIES UNABLE TO PROVIDE A 

CONSISTENT EXPERIENCE THROUGH MULTI-
VENDOR, MULTI-CHANNEL ENVIRONMENTS



MANAGE THE DATA
Because effective digital transformation hinges on Big 
Data and analytics, an effective analytical process must 
be tied to distinct digital data architecture capabilities. 
Every step forward requires:

DATA INGESTION

DATA MANAGEMENT

METADATA MANAGEMENT

ROBUST VISUALIZATION

STATISTICAL MODELS FOR DISCOVERY AND   

  DATA WRANGLING

Next, the data should be funneled into a data sync 
– or “data lake,” as it is known in the language of the 
Hadoop open-source software framework – for storage 
and analysis. Creating such a streamlined and analytic 
environment capable of continuously deriving insights 
and streaming data as events unfold is vital to digital 
transformation.

Data integration strategies should address the volume, 
variety, and velocity of all data, no matter its size, in 
a contemporary enterprise. The key is to consider 
Big Data technologies as enabling solutions for such 
unification exercises.



INSTITUTE A FOUR-STEP PROCESS
A clear focus paves the way to success by keeping all digital transformation voyagers on the same path. That 
path starts with an honest assessment that cuts across many areas but is not limited in scope. Companies should 
be forthright and truthful with themselves regarding their range of measurable interests – technology, strategy, 
governance, design, etc. As noted, digital transformation requires considerable investment in time and resources; 
indecision and waste only create roadblocks that raise costs and frustration. Avoid waste and indecision by 
instituting what Perficient sees as a four-step process:

1
CONTEXT AND  
CAPABILITY INSIGHT
Do the research! Understand 
the key customer journeys and 
accept that they will change to 
meet unforeseen needs. Find 
out what competitors are doing.

2
VISIONS AND GOALS
Articulate the high value of 
scenarios and objectives. 
Be clear on where the digital 
transformation is headed so 
that it’s obvious why each new 
piece fits where it does and the 
way it does.

3
STRATEGY AND  
EXPERIENCE MODELING
Drill down from core initiatives toward 
experiences to gain a glimpse of the 
future. This is not limited to customer 
experience; CSRs, employees, and 
sales all will be affected. Returning to 
our earlier example, Hilton envisioned 
the end result and defined each step 
of the user experience before devel-
oping a mobile app and revamping 
its website. This way, Hilton could 
actually see where they were in the 
process.

4
ROAD MAP AND  
ROLLOUT PLANNING
Gaps will appear in the roadmap. 
Do not be frustrated. Accept that 
there will be faults and changes. 
Keeping an open mind prepares 
the company psychologically for 
the evolution that new needs 
demand.

COMPANIES SHOULD BE 
FORTHRIGHT AND TRUTHFUL WITH 
THEMSELVES REGARDING THEIR 
RANGE OF MEASURABLE INTERESTS 
– TECHNOLOGY, STRATEGY, 
GOVERNANCE, DESIGN, ETC.



OTHER CONSIDERATIONS
When thinking about digital transformation, also consider:

DIFFERENT CONSTITUENCIES AND AUDIENCE 
Partners will have a vested interest in what is being done. So 
will field service technicians. Transformation is not only about 
customers, but also the people who deliver services to them.

EASY, FREQUENT COLLABORATION  
BETWEEN EMPLOYEE 
Employees drive cost reductions and process changes 
and are the people who know what data is available and 
understand what questions to ask of the data, understand 
how to interpret it, and understand how it can be used to 
push change from within.

THE PROPER STEPS IN THE RIGHT 
DIRECTION CAN ENSURE THE RELEVANCE 
OF ANY BUSINESS ENGAGED IN DIGITAL 
TRANSFORMATION AND SEND IT DOWN A 
PATH TOWARD PROSPERITY.



Let Perficient help you on your  
digital transformation journey:

DOWNLOAD GUIDES AND ADDITIONAL  
DIGITAL TRANSFORMATION RESOURCES AT:
perficient.com/digital-transformation

http://www.perficient.com/digital-transformation




ABOUT PERFICIENT 
Perficient is the leading digital transformation 
consulting firm serving Global 2000® and 
enterprise customers throughout North America. 
With unparalleled information technology, 
management consulting and creative capabilities, 
Perficient and its Perficient Digital agency deliver 
vision, execution and value with outstanding 
digital experience, business optimization and 
industry solutions. 
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