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Our Simple Main Thesis

Digital Maturity Increases Competitiveness
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Pillars of Digdourney

Methodology for
transformation
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In Our Methodology, We Start Off With the CEO
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t Off With the CEOQ

We provide:
-Understanding
-Tools
-Recommendations
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Co-Creation

Workshops with CEOs and specialists
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Theoretical Background
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Theoretical Background

Implementing and
sustaining change

Engaging and enabling
the whole organization
; Crealing a climate
for change
....and John P Kotters 8-step model -

Create Create a Dewvelop a Communicate Empower  Get quick Leverage Emged in
urgency coalibion vision and  the vision action Wins wins to culture
strategy drive:
change

*The &-Step Process for Leading Change — O, John Kofter
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Theoretical Background
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Digital maturity

Our methodology
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Digital Maturity on Three Levels

Our main focus

—

ril Company

We look at digital maturity on 3 levels and our focus 70

Is at the company level. DIGJOURNEY



The Digital Maturity Matrix

Why & Where? How? What?
Mobilization Coordination Acceleration

Businesses generally
go through three
phases in their digital
journey.

This journey takes
different amounts of
time for different
companies.
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General vs Specific Digital Journey

Many specific
digital journeys

One general digital
journey

To increase a person's or company's general digital maturity it %

- IS necessary to do many specific digital journeys. DIGJOURNEY




How the new and old come together and evolve

Coordination Acceleration

ww
. @
Digital Existing Digital Existing Merged

activities activities activities activites activities

L}
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9 motors with their own digital maturity

Coordination Acceleration

We divide digital maturity into 9 different motors. Each motor has its
own digital maturity. These motors should follow a certain order to
Organization maximize the competitiveness

Values, Vision, & Mission
Strategy work

Processes
Infrastructure
Data & Analysis

Value prop. & Revenue model ' t
Touch points . . t . .
Relations . 70
Digital Existing Digital Existing Merged

activities activities activities activites activities DIG]OURNEY




Long journey = costly to be on the wrong path

Coordination Acceleration

Digital transformation is about fundamentally changing a company and
it takes time. It is important that priorities are right from the top since

Values, Vision, & Mission
Strategy work

Organization mistakes accumulate large costs over time The;’nurney
Processes 5-?5}!&3!‘5
Infrastructure

Data & Analysis

Value prop. & Revenue model ' t
Touch points . . t . .
Relations . 70
Digital Existing Digital Existing Merged

activities activities activities activites activities DIG]OURNEY




9 motors to develop in a certain order

Why & Where? How? What?
Coordination Acceleration
ﬁ

——————————————————

Values, Vision, & Mission
Strateqgy work

Organization
Processes
Infrastructure
Data & Analysis

Value prop. & Revenue model
Touch points

Relations

—
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We Measure Companies Digital Maturity Index (DMI)

Mobilization Coordination  Acceleration

Values, Vision & Mission DMI.‘ 37%

Strategy work

Organization
Processes .
It leads to an action plan
5 i icary = - based on which initiatives/
: - A Py -
Data & Analysi B tP; " investments are the most
W Best practice o i =
Value Proposition & Revenue Model EﬁEETlUE at anv glUE n Tlme
Touch Points
Relations
Total
0% 3% 67% 100% I:
Digital Maturity /ﬁ
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