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How is digital business

different?

What is the main difference between working
in a digital environment versus a traditional

one?

Pace of business

Culture and mindset

Flexible, distributed workplace
Improved productivity
Improved access to, use of tools
Greater connectivity

Other / no difference

0%

% Respondents
23%

19%
18%
16%
13%
10%
1%

5% 10% 15% 20% 25%

INDUSTRY LENS: LEADERS, BUT NO LAGGARDS

Industries born of technology lead the list of sectors with the greatest
penetration of digitally maturing organizations — IT, telecom, and media &
entertainment. However, this year’s digital business study did not find a
consistent set of laggards on the opposite end of the spectrum.
Companies in each sector have strengths to build on as well as
weaknesses to address.

Digital technologies  Select digital qualities* o
enable employees to < &
work better with:* <&

Digital & & &8 &% e
Sector  maturity’ > %

IT and Technology  6.23
Telecommunications  5.89
Entertainment, Media  5.49
Professional Services  5.39
Transportation, Tourism  5.18
FSI— Asset Management 5.18
FSI—Banking 5.14

Retail 503
Auto 501 Top5
Pharma  5.00 Bottom 5

Consumer Goods  4.90

FSI—Insurance  4.80

Education 4.7

Oil & Gas 4.68

Health Care Provider  4.67

Manufacturing  4.54

Public Sector —Federal  4.51

Construction and Real Estate  4.50
1. Digital maturity is calculated as the average maturity of responses from a given sector. Respondents were asked

to rate their organization’s digital maturity on a 10-point scale with 1 being least mature and 10 being most mature.

2. Correspond ta specific survey questions in the study. Percentage of respondents who agree/strongly agree their
organization has the relevant digital skills or capabilities.



2015

Strategy, not technology
drives digital transformation.
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Coming of
Age Digitally

Transformation

2016

‘Doing digital’ is not enough.
Organizations need to align strategy,
talent, and culture.

Y Achieving
(| Digital
Maturity

2018

Learning and leadership models are
evolving as companies digitally
mature.


https://www2.deloitte.com/cn/en/pages/technology-media-and-telecommunications/articles/strategy-not-technology-drives-digital-transformation.html
https://www2.deloitte.com/insights/us/en/topics/emerging-technologies/mit-smr-deloitte-digital-transformation-strategy.html
https://www2.deloitte.com/insights/us/en/focus/digital-maturity/digital-mindset-mit-smr-report.html
https://www2.deloitte.com/insights/us/en/focus/digital-maturity/coming-of-age-digitally-learning-leadership-legacy.html

Culture and the Talent Gap

Provides employees
with resources/ opportunities

.- to thrive in a digital business
Lacks sufficient talent to &

support digital business
strategy K

Effectively utilizes
the digital knowledge,
skills, and experience
held by employees

The talent ‘gap’ is
impacting both early a
developing companies

Early Developing Maturing

EXH%

| Actively increases agility

Encourages experiments
& continual learning

Recognizes &
rewards collaboration

Accepts risk of failure

Organizes around cross-
functional teams

12

Early Developing

Maturing



Deloitte
Digital

Thank you.

This publication contains general information only, and none of the member
firms of Deloitte Touche Tohmatsu Limited, its member firms, or their related
entities (collective, the “Deloitte Network”) is, by means of this publication,
rendering professional advice or services. Before making any decision or taking
any action that may affect your business, you should consult a qualified
professional adviser. No entity in the Deloitte Network shall be responsible for
any loss whatsoever sustained by any person who relies on this publication.

As used in this document, “Deloitte” means Deloitte Consulting LLP, a subsidiary
of Deloitte LLP. Please see www.deloitte.com/us/about for a detailed description
of the legal structure of Deloitte USA LLP, Deloitte LLP and their respective
subsidiaries. Certain services may not be available to attest clients under

the rules and regulations of public accounting.

Copyright © 2019 Deloitte Development LLC.
All rights reserved. Member of Deloitte Touche Tohmatsu Limited
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4 Years researching digital's business evolution

Undertaken by Deloitte Digital in collaboration with MIT Sloan Management Review (MIT SMR)

2014 - 2018

16,400 0.

Annual surveys of business executives, managers,
and analysts from organizations globally to
understand how the digital enterprise is evolving

. . ~70 EXECUTIVE
L | Lnpem L | INTERVIEWS

C-suite and other executives, subject matter specialists

‘

31% @>$1B

REVENUE

157

COUNTRIES

28

INDUSTRIES

35%

UNITED STATES

65%

INTERNATIONAL



But only 30% of companies would
rate themselves as digitally mature

DEVELOPING
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Change from o
2017-18 9%

+5%

3%
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The Knowing-Doing Gap

87%

of respondents believe digital
technologies will disrupt their industry

44%

feel their organizations are adequately
preparing for disruptions projected to
occur in their industry due to digital trends



Are companies holding themselves back?

What is the biggest threat facing your company as a result of digital trends?

TOP 3 RESPONSES:

1 INTERNAL ISSUES 2 MARKET ENVIRONMENT 3COMPETITIVE PRESSURE

Lack of agility, complacency,
Inflexible culture, digital
Not a priority

Product obsolescence, lower
barriers to entry, eroding
competitive advantage

More intense competition,
Faster competitors, new
competitors

Source: 2017 MIT SMR and Deloitte Digital business research



Digital business
S at the core
of maturing
companies

The role of digital business is:

(TOP RESPONSE)

34% 30% 66%

DIGITAL IS SUPPORTS SOME DIGITAL IS
ONLY TALK DIGITAL OBJECTIVES, AT OUR CORE
BUTIS NOT CORE

Early Developing Maturing



Those who
make digital
core to their
Strategy see a
stronger return
on digital
investments

80%

OF RESPONDENTS WHO SAY
DIGITAL IS CORE TO THEIR
ORGANIZATION'S STRATEGY
CLAIM THEIR DIGITAL
EFFORTS ARE SUCCESSFUL
OR VERY SUCCESSFUL




Lack of digital opportunities may increase attrition

7%
3% 204 Company does provide opportunities
to develop in a digital environment

Percentage who plan to leave VP/ Sales

their company in one year or Director  Staff
less given digital trends

Company does not provide opportunities
to develop in a digital environment

VP/DIRECTORS ARE

15x

AS LIKELY TO LEAVE IN ONE YEAR
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Digitally maturing organizations
have a distinct culture

MY ORGANIZATION...

Early

Developing

Maturing

ACTIVELY INCREASES AGILITY

ENCOURAGES EXPERIMENTS
& CONTINUAL LEARNING

RECOGNIZES &
REWARDS COLLABORATION

ACCEPTS RISK OF FAILURE

E INGLY ORGANIZES AROUND
S-FUNCTIONAL TEAMS



1. Putdigital business at the
core of your organization's
overall strategy

_rlgvr;/] %ﬁ nit\g/ﬁ learn 2. Prioritize talent
nat rir%g y development and learning
Uring at the individual and

O, 5 ind
organizations: organizational levels

3. Build the environment
(culture and organizational
structures) to enable digital
SUCCESS



Want to learn more?

Join the conversation:
#TechFallacy
#DigitalEvolution
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