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Introduction.
We’ve helped many clients understand 
and re-position their capabilities to align 
with digital transformation over the past 
24 months.

Three central questions emerge every time digital 
transformation is mentioned now in our minds:

• What does digital transformation mean?

• How are businesses implementing it?

• Where have these businesses 
reached on their journey?
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What does transformation mean? 
Transformation infers an “end-point”  
transforming from one form to 
another like a caterpillar turning 
into a chrysalis and emerging 
as a butterfly – a fundamental 
transformation of structure and 
purpose and reason to be.

We can’t think of one organization that  
has done that yet or will do at such a  
fundamental level. In financial services, digital 
banks exist but they’ve been created fit for this 
purpose not moved from a traditional bank to a 
digital bank. And although digital transformation 
is a central strategy for nearly all retail banks 
the majority won’t transform any time soon. 

When we think about this question, it’s important 
to focus on how digital transformation might be 
defined in the short-, medium-, and long-term  
by an organization. What an enterprise 
needs to do, what it might consider, and how 
it might approach its strategic decision to 
undertake digital transformation. By doing 
that, we can be more specific, relevant, and 
practical, enabling our clients to engage 
organizations with the right types of ideas inline 
with their digital transformation strategy.
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How is transformation being 
implemented by other businesses?
Usually, it’s led by the C-suite with IT supporting their ambitions. This means 
digital transformation and the ideas of what it should focus on are being driven 
by the business. As a result, many of the early success stories and initiatives have 
a strong focus on innovations mainly in customer experience.

Often, these innovations aren’t connected 
or integrated with transformation in other 
areas such as finance, HR, or supply chain. 
They’re pockets of innovation often served 
by a specialist set of new digitally equipped 
vendors or created by Google-style  
internal departments. This happens 
because it’s the easiest place to start, 
the customer gets a better experience, 
it’s less disruptive, and it can be done 
outside of the organization’s existing 
processes and legacy systems.

We see the answer to this question as 
an opportunity. The challenge is how do 
organizations industrialise the innovation  
and turn digital transformation into a scalable 
and enterprise-wide change to deliver  
true transformation. To answer this, we 
help clients to define what it will take for 
transformation to work across all areas of the 
organization and how to fill the gap between 
the new digital and the old legacy worlds 
[and the change defined and managed over 
time]. By doing this we can help our clients be 
relevant to organizations undergoing digital 
transformation and re-position them against  
the new breed of digital-first competitors that  
are emerging. 
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Where have businesses reached on the 
digital transformation journey? 
As you’d expect it’s a 
very mixed picture: 

• Many are aware of 
digital transformation, 
but haven’t pursued 
what to do about it. 

• Some have adopted 
digital as a strategic 
vision and are 
already initiating 
transformational 
programmes. 

• A few have built 
themselves up 
as a holistically 
digital business. 

• The clear majority 
sit somewhere 
in the middle.

Why is this important to 
consider – because we’ve 
all been talking about 
digital transformation 
for quite a while in the 
business technology 
world and as a result its 
becoming a buzzword 
we’re showing signs of 
becoming weary of.  
But this isn’t where most 
clients live. They focus on 
their own world and digital 
transformation for them 
is relatively new and will 
be something they focus 
us for the next few years.

By trying to understand 
where on the journey 
organizations are we 
ensure our clients 
can relate and fit 
their consultative sell 
approach to the context 
of the organization 
they want to sell to 
and where they really 
are on the journey. V
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Some closing thoughts.
By thinking about these three questions as a collective, we’ve developed 
some acid test points we apply when working with our clients:

• Have we made the context and 
definition of digital transformation 
relevant to the market or account 
our client wants to engage with?

• Have we been able to do this in a 
way that it is relevant to both the 
business and technology audiences?

• Have we enabled a consultative-level  
conversation that can focus on 
specific areas of innovation but 
equally scale to show how it could 
impact the entire organization?

• Have we made the compelling argument 
strong enough to make organizations 
feel it’s relevant to their strategy and 
their state of transformation?

If we can answer these questions, 
then we have a robust and compelling 
story for our clients to use.

At The Craft, we help our clients 
navigate these complexities. 

Take a look at: 
www.thecraft.consulting 
to find out what we do and who 
we are.
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Confidentiality and Copyright: The Craft produces ideas, designs, code, 
intellectual property and proposals plus introduces partnerships, media, 
celebrities and contacts in good faith for existing or new clients / business. 
Copyright of all information and attachments originated by The Craft 
belongs to The Craft and cannot be executed or used fully or in part without 
the consent of the Company and, if appropriate, The Craft reserves the 
right to charge a fee. Should the recipient wish to use ideas independently a 
fee will be negotiated with The Craft. Content should be read by addressee 
only and not forwarded to any third party without consent.

The Craft is a strategic consultancy that helps  
clients to compete at the very highest level  
and build a sustainable competitive advantage 
in their markets. We deliver Strategic 
Differentiation to set businesses, products, 
or services apart from their competition. 
 
The Craft creates compelling stories that  
make its clients truly different from others,  
and reinvents the way they engage with  
their demanding audiences. It thrives on  
complexity and change, is meticulous  
in leveraging insight, and experienced in 
moving the best buyers to your brand.

Mark Wiseman-Smith
Business Strategy Director
Email: mwisemansmith@thecraft.consulting
Twitter: TheCraftMWS


