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Problem Statement 

 As companies move towards digital business transformation more options are 

available to track, monitor, predict and execute non-financial data. Understanding the 

business needs from customer to employee brings companies to another level of success 

and profit; however, getting to that point is a challenge. Today companies need to tackle this 

digital evolution head on and not wait; time to embrace the change and innovate. There is no 

advantage to riding on the coat tails of others. How can a company embrace change? What 

sort of strategy or approach can a company take to be able to successfully adopt and 

transform their needs to fall in the digital business realm? (Moore, 2015).  

Westerman (2015), Most of the stories feature companies that are small and young 

or that operate in industries such as music or high tech, where digital technology has already 

radically shifted the business landscape. For larger companies in more traditional industries, 

it’s easy to think that digital transformation can wait and that a follower strategy is a safer 

route than trying to be a pioneer. That type of mindset needs to change or they will be left 

behind. According to Westerman (2014), “the phrase Web 2.0 entered popular use in 2004 

to signify a deep change under way on the World Wide Web. The rise of Facebook, Twitter, 

Wikipedia, and other utilities full of user-generated content shows that there really is a new 

version of the Web. Companies that struggle with becoming truly digital fail to develop digital 

capabilities to work differently and the leadership capabilities required to set a vision and 

execute. The firms that excel at both digital and leadership capabilities are Digital Masters 

(Digital Masters are 26 percent more profitable than their average industry competitors; they 



 

NDNU BUS4208 J.Moore Page 2 of 13 

generate 9 percent more revenue with their existing physical capacity and drive more 

efficiency in their existing products and processes).”  

However, how can a company get to this point? What sort of change would need to 

occur for companies to jump on the train of digital transformation? The ability to map the 

customer journey in a smart ecosystem, whether a consumer, employee or stakeholder, 

what information (big data) is needed to be able to determine what change is needed? This 

is the new era, the digital revolution so it is time to adjust and adapt to the rapid change. 

Challenges & Opportunities  

It is very important to understand that change is necessary. Welch (2007), “Change 

is an absolutely critical part of business. You do need to change, preferably before you have 

to.”  In general, people do favor stability and consistency; change can be disruptive and 

uncomfortable. Unfortunately, without change we cannot evolve. Customers and employees 

are expecting more from companies and in order to stay ahead businesses need to be agile 

to adjust to the popular demand of the customers’/employees’ needs. Stanleigh (2014) 

outlined five (5) challenges to managing change: 

 

1. Maintaining the energy and enthusiasm of employees throughout the change 

journey; 

2. Ensuring that your organization adapts to change and does not backslide into old 

ways of working; 

3. Prioritizing organizational projects and resources; 

4. Understanding the science of quality and implementing it as an art; 

5. Managing the cultural shift that is needed to create and sustain organizational 

change. 
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 Stanleigh (2014) reiterates how rapid organizational change can improve 

performance, save money and increase employee morale. Understanding that combining the 

ideas of performance improvement and increasing employee morale are the imperatives for 

organizational survival today. He goes on to say how we can no longer look to the past to 

help predict the future. Companies are asked to do more work with fewer resources, less 

money and faster without compromising the product quality. How are companies able to 

manage this if they are not up to speed with business change? In addition, stakeholders are 

requesting for data at the tip of their fingers. If a company is not set up right how are they 

able to support this request? The list can go on and on with the number challenges that arise 

with making the change to digital transformation to meet the demands of the customers and 

stakeholders. 

 In addition to the challenge of change management, the other piece is capturing and 

understanding the customer’s journey so companies are able to evolve with the trend and 

not left behind. How does one capture this journey? Designing a Smart ecosystem hub; this 

would give companies an opportunity to map the customers’ journey to determine the needs 

and how to expand. Understanding the customer is crucial to being able to move a business 

forward.  

Digital transformation cannot 

happen without astute digital 

investments - need to focus on 

making their businesses different 

through technology, not on the 

technologies themselves 

(Westerman, 2014). The use of computing technologies for the identification, discovery and 

analysis of business data – such as sales revenue, products, costs and productivity. A 

dashboard, a way to provide current, historical and predictive views of internally structured 

data for products and departments by establishing more effective decision-making and 

strategic operational insights through functions (Definition from Techopedia). To be effective, 
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there are two things you need to know about the Rapid Change Process for accelerating 

organizational change (Stanleigh, 2014):  

1. Understand the challenges and the opportunities that are associated with it. 

2. Apply it as a process that is carefully managed and implemented. 

  

Business Solution 

The common theme is for companies to be able to be agile to change. Companies need 

to be able to analyze big data to determine the latest trends and monitor behavior. In order 

for this to happen, senior management needs to be able to follow through to make the 

adjustments where needed. There is no benefit to set up all these smart ecosystems without 

applying the information to good use. If a change is warranted, what would be some of the 

best practices on managing change? Welch (2007) creatively defined best practices when 

handling change in a company: 

1. Attach every change initiative to a clear purpose or goal. Change for change’s sake 

is stupid and enervating. 

2. Hire and promote only true believers and get-on-with-it types. 

3. Ferret out and get rid of resisters, even if there performance is satisfactory. 

4. Look at car wrecks. 

Eventually change will become business as usual. Figure 1 provides a schematic 

approach on addressing and implementing change. These five (5) steps (best practices) can 

be applied as more information is pulled from the customers’ journey. However, companies 

need to ensure the right software is designed and able to “talk” to one another. What sort of 

architect structure would need to be designed to ensure all smart ecosystems can be relay 

the pertinent information across platforms, ontology (information science)? Ontology, defined 

in relationship to computer and information science, is a formal naming and definition of the 

types, properties, and interrelationships of the entities that really or fundamentally exist for a 

particular domain of discourse. It is thus a practical application of philosophical ontology, 

with taxonomy (Ontology, 2017). 
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Figure 1: Steps to Change Management (Adaptive, 2014) 

 

 

 

 

 The article, (In collaboration with NTT DATA, 2015 Partner Collaborations Global 

Focus North America, "Customer Journey Mapping -- the heart of Digital Transformation"), 

discusses how a customer’s journey is illustrated mapping a customer’s (e.g. consumer, 

employee or stakeholder) expectations, experiences and reflections as it unfolds over a 

period of time across various touchpoints while using a product or consuming a service; see 

Figure 2.  The article goes into discussing what it entails on creating this sort of map on how 

the organization can use the evolving elements of digital to their advantage — analytics, 

mobile, social, the cloud and Internet to enhance the experience. Customer journey mapping 

requires design, domain and facilitation skills. The mapping is typically created by using data 

from primary research, such as personal interviews, focus group sessions, brainstorming 

and shadowing, as well as secondary research such as gathering and collaborating over 

information from databases within the organization, websites, social media and so on 

("Customer Journey Mapping -- the heart of Digital Transformation", 2015). If a company is 

able to map a customer’s journey successfully then they will be in a better position to solicit 
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change where needed and to address issues in a timely manner. Companies should enable 

a single customer viewpoint; successful customer-centric organizations tend to have more 

centralized data and information management system for a single view of the customer 

(Heisterberg, 2014).  

 

Figure 2. Touchpoints of customers’ journey (In collaboration with NTT DATA, Nov 04, 2015 

Partner Collaborations Global Focus North America, "Customer Journey Mapping -- the 

heart of Digital Transformation") 

 

 

 

Lessons Learn/Business Case 

Stanleigh (2014), “There are many challenges ahead in ensuring our organizations 

continue to survive. We have less resource and less money; yet the expectations for product 

and service delivery are higher than ever. It is now urgent that we quickly build or re-shape 

our organizational culture so that quality, in the delivery of our products and services, is “just 

part of what we do.” This will ensure a continued focus on organizational effectiveness, 
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efficiency and the meeting of all customer requirements.” Learning from the customer’s 

journey will set the wheels in motion of change and movement to digital transformation. An 

article, The How-To: Managing Change For Your Company’s Digital Transformation, (Li, 

2016) addressed how the number of pages printed in Central and Eastern Europe, Middle 

East and Africa (CEMA) countries declined in 2015 based on the latest end-user printing 

industry survey conducted by International Data Corporation (IDC). The data suggested that 

the decline was due to the impact of digitalization of various enterprise processes. 

Therefore, companies/organizations have started digitalization initiatives. Designing 

processes based on minimizing the use of paper (Li, 2016).  

The data pulled from IDC determined that printing companies may want to look how 

to be more agile as more and more companies move to digital based data instead of paper. 

Figure 3 (Heisterberg, 2017) shows a diagram of the customer’s journey in a smart 

ecosystem; PLE (personal learning environment), BICC (business intelligent competency 

center), EIMS (enterprise information management system) and EPM (enterprise 

performance management) which serves as the core to PLE, BICC and EIMS. Each of these 

categories has their own ecosystem which comprise of data to be shared among each other. 

For instance, the BICC and PLE have a business intelligent and analytics “relationship” 

where data is not only shared but it is read through their respective platform (software). The 

same is for PLE and EIMS where data is based on the workplace; EIMS to BICC which 

consist of the work team. Lastly, the EPM is the core, where all three overlap in the data 

sharing (EIMS, BICC and PLE). Enterprise Performance Management (EPM); having the 

vision, strategize, plan and execute need to be managed. EPM helps bridge the gap 

between strategy and execution by providing a framework using BI (business intelligence) 

tools where appropriate information can be delivered in real-time, plans can be reviewed, 

progress of objectives assessed, and performance evaluated. To measure success with 

EPM (Grosage, 2010); you create a set of criteria to define and measure success. Program 

plans include clearly defined steps and responsibilities. 
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Article (In collaboration with NTT DATA, 2015 Partner Collaborations Global Focus 

North America, "Customer Journey Mapping -- the heart of Digital Transformation") 

Customer Journey Mapping Is at the Heart of Digital Transformation, stated that “these 

startups are leveraging new technologies to disrupt their industries while making life easier 

for users. But digital transformation goes deeper than simply improving the customer 

experience. It is also increasingly used to transform 

business processes and interactions within a 

company to keep it relevant in the digital age.” 

Companies need to understand what their 

customers, employees, partners and stakeholders 

desire. Figure 4, provides an overview of what a 

map may look like for a customer’s journey. Things 

to keep on radar as companies begin the exercise 

on mapping out a customer’s journey. In addition, there are companies that will provide 

services to help guide through digital transformation, such as, Transformuk.com, “Transform 

brings digital transformation to life through consulting, service design and development. We 

work with clients to make sense of digital disruption, providing the insights needed to design 

and deliver new solutions.” 

 

 

 

 

 

 

 

 

 

 

Source: Transformuk.com 
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Figure 3. Smart ecosystem hub encompassed with the customer’s journey (Heisterberg, 

2017). 
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Figure 4. Mapping of customer journey (In collaboration with NTT DATA, 2015 Partner 

Collaborations Global Focus North America, "Customer Journey Mapping -- the heart of 

Digital Transformation") 

 

Why I care? 

Welch (2007), “managing change can sometimes feel like moving a mountain. But 

managing change can also be incredibly exciting and rewarding, particularly when you start 
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seeing the results.” It is important for organizations to embrace change. Understanding the 

customer journey whether an employee, consumer and/or stakeholder. As Stanleigh (2014) 

stated, “We can no longer look to the past to help predict the future.” Companies must move 

forward as the digital world evolves. It is getting to the point that if a change doesn’t happen 

soon it may be too late to catch up. There are so many start-ups that continue to shape how 

we do business digitally; the Uber vs Taxis, Facebook Live vs Skype, Instacart vs. Safeway 

shopper, Netflix vs. Redbox…the comparison can go on and on. An apparent shift is 

occurring among television. It comes down to the cost of what a costumer is willing to pay. 

Cable and satellite companies are in the dilemma of competing with streaming TV programs 

and movies. The market is saturated with options for a customer to pick from; from Sling TV, 

Hulu, HBO Now, Fire TV, Apple TV to having gaming consoles or other devices, such as 

Roku where “apps” are available to stream. On the flip side, the internet companies must be 

able to keep up with the demand as more and more people stream TV and movies. Do 

people even remember TiVo? It gets to a point where making a decision is overwhelming for 

a customer. This would be a perfect example of what could be monitored through the 

customer’s journey; how to keep the experience worthwhile.  

Change can be looked at in two (2) ways: (1) general sense (i.e. economy) and (2) 

business sense - moving towards the digital transformation. Changes in the pattern of 

employment will have implications on where and how people live on educational 

requirements, and consequently, on the kinds of organizations that will be important to that 

society (Fitzsimmons, 2014). Not only do companies need to change to adapt to the digital 

world, people do too. If you are unable to adjust to fast pace change that is occurring on a 

digital level, how are you able to keep up with the company’s demand? This is the 

opportunity to develop one’s personal learning environment to manage the change on a 

personal level which will benefit in the end. In addition, company’s need to develop a 

learning environment on a company level; develop smart ecosystem hubs and dashboards 

to be able to pull in big data for decision making and identifying a path forward. There is no 

looking back at this point; only look forward, predict and innovate.  
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Image Source: In collaboration with NTT DATA, Nov 04, 2015 Partner Collaborations Global 

Focus North America, "Customer Journey Mapping -- the heart of Digital Transformation" 
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