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The difference between winning and losing the
digital race is intelligence

Effective value delivery in key moments of truth — times when decisions must be
made quickly, and when decisions have important consequences — depends on
more than the quality of a website or mobile app.

Grasping the biggest share of the digital opportunity depends on your
organization being able to continuously adapt to the real-time needs of its
ecosystem to deliver personalized products, services, and experiences.

Continuous adaptation of operations, plans, and predictions can't happen without
effective business decision making. Modern decision-making tools and approaches
enable organizations to harness the power of their data to accelerate time to
value by detecting patterns and outliers across business processes, enabling rapid
predictions, and powering collaborative, action-oriented discussions.

Our study shows that Digital Leaders use data,
and data-powered decision making to drive
competitive advantage.

L eaders also express fewer challenges in
driving effective decision making than their
peers and, in comparison with their peers,
focus particularly on improving their prediction
capabilities.
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1. Status of European Digitization:

of European organizations are To what extent has your organization embraced digitization
of business processes, products, and services?

stuck on the digital journey

While the momentum in the European economy
nas remained relatively strong in 2019, business
eaders continue to focus on new ways of
everaging technology to redefine their business
models to take advantage of the last part of this
cyclical upswing as we head toward 2020.

-« |DCs research shows that 65% of European CEOs
are under considerable pressure to deliver a
successful digital transformation strategy, yet only
a quarter of those organizations are completely Not at all Slightly Somewhat Mostly Completely

digitally transformed — or what IDC defines as
digital-native enterprises.

The situation in Europe will radically change in the next 10 years.

IDC predicts that by 2029 75% of European organizations will be digitally transformed to become digital-
native enterprises. The rest will risk disappearing, as they won't be able to compete in the digital economy:.

The next three years will be critical in this race, as business leaders are expected to deliver tangible business benefits from emerging innovative use cases — most of which are currently
in incubation or the proof-of-value phase of their life cycle. In line with this, IDC predicts that 80% of total revenue growth for European organizations will come from their digital

offerings and operations by 2022.

ANALYZE Source: Domo “Moments of Truth” survey; ,
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Decision Making: The Weakest Link?

Continuous adaptation of operations, plans, and predictions can't happen without
effective business decision making. It's easy to fixate on requirements for technology
platforms or for new operating models when building digital transformation, but the
human dimension, which revolves around giving people the tools they need to make
fast, effective decisions in dynamic environments, is often forgotten.

Prospect
‘ SALES

‘ OPERATIONS o
Design o Promote
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2. The Challenge:

Why Are Organizations Stuck on
Their Journey to Digitization?

Digital transformation entails augmenting decision

making with technology, but lack of integration

across business functions impairs a company's ability a
to maximize potential and to move quickly. 0o

Data fragmentation is the number 1 obstacle to effective
business decision making

Data fragmentation
Data is held in disparate systems and we

BSI:ID 57% cannot easily bring it together so we have
the right context for making decisions.
Data
fragmentation
@ Lack of visibility across business
o processes
- 28% Decison makers don't understand the
Lack of visibility across implications of their decisions.
business processes
@ Organizational complexity
25% It's difficult to get all the right people
. ) together to get decisions agreement.
Organizational complexity
ANALYZE Source: Domo “Moments of Truth” survey; .
IDC FUTURE Moments of Truth for Digital Value Chain};,JuIy 2019 (n =375) ADIS A SEIIE DS 2O 4 A DIE IO S el Sel )
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3. The Solution:

Integratedq, Intelligent Digital Value
Chains — Powered by High-Quality
Decisions

Grasping the biggest share of the
digital opportunity depends on
your organization being able to
continuously adapt to the real-time
needs of its ecosystem to deliver
personalized products, services,
and experiences. Becoming a
Predict digital-native enterprise requires
Detect patterns and forecast the most likely scenarios a seamless data flow across

and determine the next best action every single digital app, business
Act application, and system that is part

Develop an adaptable end-to-end strategy for the most of the organization’s techpqlpgy
likely future scenarios based on a holistic view of the landscape. End-to-end visibility
business across value chains is vital — both

to integrated business reporting and
prediction, and to power meaningful,

Modern decision-making tools and approaches enable organizations to harness the scenario-specific action plans.
power of their data to accelerate time to value by detecting patterns and outliers
across business processes, enabling rapid predictions and powering collaborative,
action-oriented discussions.

Understand

End-to-end visibility in the value chain to collaborate
with partners and make fact-based decisions

End-to-End
Value Chain

Our study shows a strong correlation between digital maturity and the implementation of modern digital tools
to support fast, fact-based business decision making.

ANALYZE Source: Domo “Moments of Truth” survey;

FUTURE Moments of Truth for Digital Value Chains, July 2019 (n = 375)
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_eaders vs Laggaras

In our study, we explored the key differences between Leaders (the 26% of
respondents who reported they have mostly or completely embraced digitization
of business processes, products, and services) and Laggards (the other 74% of
study respondents).

1

Leaders embrace digital - To what extent has your organization embraced digitization of
business processes, products, and services?

tools for business decision
making

TN

Laggards
0

Leaders experience fewer 74% o

challenges in decision Leaders
' 0
making 51% . 26%
22%
Leaders focus particularly ' l l l
on improving Not at all Slightly Somewhat Mostly Completely

predictions

Source: Domo “Moments of Truth” survey; Moments of Truth for Digital Value Chains, July 2019 (n = 375)

FUTURE
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Differentiator #1:

Leaders Embrace Digital Tools for
Decision Making

To what extent has your organization embraced digitization of
business processes, products, and services?

@ Digital Leaders Laggards 6 7% \ /
of Digital Leaders — m—
implement digital tools for

55% business decision making.
44% 48% ~
23% ) -
0% 12% Only 4% of digital Laggards
0% S/ 4% . 0% do the same.
|
|
L

Not at all Slightly Somewhat Mostly Completely

Without modern decision-making tools and practices in place, organizations
struggle to act and react fast enough or accurately enough to dynamic market

conditions and innovation opportunities — and open themselves up to critical
risks.

Organizations need tools and practices that drive decision making that is
informed, responsive, collaborative, and transparent.

( : ANALYZE Source: Domo “Moments of Truth” survey; , w
ID FUTURE Moments of Truth for Digital Value Chains, July 2019 (n = 375) IDC #EUR145522619 10 An IDC InfoBrief, Sponsored by ﬂ.




Differentiator #2:
Leaders Experience Fewer
Challenges in Decision Making

To what extent do you see pata Digital Leaders report, on
the following issues as fragmentation average, significantly lower

creatipg c.hallenge.s for your 3.65 levels of challenge across \ /
organization’s decision making? . four key factors that impact ~ P
. \ effective decision making:
—O— Digital Leaders
—O— Laggards 8
. 2.82 ogv Data
Poor d ) ’ Lack of visibility oo o :
OOcrulticrleSlon ’ 2.94 across processes 00g fragmentatlon — —
: @ Organizational
complexity ~
@ Lack of visibility across
Organizational
|
.
_

complexity business processes

With fragmented data, data cannot easily be brought together to create the right ® Poor decision
context to make decisions. culture

Business process complexity brings a lack of visibility across business processes,
which means organizations can't quickly understand the implications of decisions.

Organizational complexity means it's difficult to get all the right people together to
get decisions agreed.

And lastly, a poor decision culture means that decisions are typically made by senior
people who can make decisions based on opinion rather than data without challenge.

ID HE /2 Source: Domo “Moments of Truth” survey; IDC #EUR145522619 11 An IDC InfoBrief, Sponsored by || I‘Il IIQ
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Differentiator #3:
Leaders Focus Particularly on
Improving Predictions

How important is it for your organization to improve the
prediction of future business trends?

@ Digital Leaders @ Laggards

72%

Not at all Slightly Moderately Very important Extremely
important important important important

The ability to predict business conditions effectively creates a huge advantage,
but it cannot happen without the right foundation in place.

Without a solid foundation of integrated data, for example, business predictions
may not be based on the most relevant or accurate predictors. Digital Leaders’
comparatively high data integration maturity gives them a solid base on which to
build.

ID : ANALYZE Source: Domo “Moments of Truth” survey;
FUTURE Moments of Truth for Digital Value Chains, July 2019 (n = 375)

Digital Leaders report, on
average, higher interest than

of all data that's relevant
for a decision

IDC #EUR145522619
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Laggards in improving: \ /
#1 Ability to predict

business trends from

historical data — =
#2 Integration of data to

create “one source of

truth” for decisions \
#3 Quick understanding
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Digital Value Delivery Can't Happen
in Silos — Everything Is Connecteco

‘ MARKETING
Prospect
‘ SALES
‘ OPERATIONS
Engage

romete As well asiexploring the-overall capabilities.and goals of organizations
with respect to digital decision making, our study-also explored the
capabilities of organizations across three specific:business process
areas: operations, marketing, and salesylt'stempting to consider
these business process areas as separate-tnings, put they're deeply

iInterconnected: decisions made in\one area-aredikely to affect the
others too.

ANALYZE : “
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Moments of Truth
Across Marketing Processes
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Marketing Processes

Current Status

Situation: The Need for Empathy at Scale

Marketeers have access to a higher quantity and quality of customer data than ever before.
They can construct customer models to analyze customer lifestyles and habits, and use real-
time insights to create and monetize powerful, personalized, and contextualized experiences.
Marketing processes are a fundamental enabler of a digital business model. if effective, they
can impact the entire life cycle of a customer relationship, and not just customer acquisition —
maximizing returns from demand-generation investments.

The Challenge: Lack of Visibility Along the Customer Journey

Customer loyalty only comes when customers are consistently served with excellence, time and

time again. But modern digital customer journeys span multiple digital and traditional channels
and venues. Getting a consistent, clear picture of customer behaviors throughout their journeys
s very challenging; optimizing the use of marketing insights, assets, and campaigns so they align

with customers’ expectations in cost-effective ways is doubly so.

The Solution: Integrated Data Platform

An integrated platform that surfaces insights relating to customer interactions across channels
Adapt and venues to drive cost-effective investments and optimize campaign performance — not only
to drive initial customer acquisition but to nurture customers over time, in ways that make most

sense to them.

ANALYZE .
ID THE IDC #EUR145522619 15 An IDC InfoBrief, Sponsored by DO
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Moments of Truth Across
leat ]
Marketing Processes l
RECOMMEND
TIEIT : 3 2 CLASSIFY changes in the
End-to-End Visibility Drives ! AND TRACK campaign by
'l AUTOMATE marketing assets g?elgs”\j\%tmow
Adaptability PERSONALIZE message delivery (o Lnderstand. performance
J Eﬁmmﬁ?ication to Stephd segmented the most granular A
e right message at the - level
DETECT right time with dynamic 3?;&22&%?&’; e
the biggest market filters across your N
opportunities based distribution lists
on a single view of
the customer needs A 4
Customer loyalty — and hence, truly sustainable ROI from A A A A

marketing investments — only comes when customers are End-to-End Visibility in the Marketing Process

consistently served with excellence, time and time again.
End-to-end visibility of key outcomes across the marketing Adapt
process is a crucial enabler here.

To support the business models of the future, organizations must have an end-to-end view of marketing activities and their
effectiveness. The goal is to create a closed loop of optimization that enables continuous and linked improvements of customer insights

and campaign performance — one that can gather data from any digital or traditional interaction channel or venue that customers
might use through their journeys.

IDC
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Key Moments of Truth Across Marketing Processes

According to European Digital Leaders

ldentifying the most profitable and/or strategically important customer segments, and targeting, can now be o
much more nuanced and comprehensive thanks to digital customer engagement models. Organizations need 7 /o
to move beyond traditional profiling — to also include information about current and future customer value,

customer life-cycle progression and observed customer behaviors across interaction channels and venues. say improving these outcomes is

very/extremely important.

58%

say improving these outcomes is
very/extremely important.

Evaluate: Campaign and Asset Performance Tracking

Create a single content management system serving all communication channels with consistently applied,
well-defined content tags to ensure that the portfolio meets the needs of merchandising and marketing. This
system is powered with Al-enabled characterization, tagging, and selection of textual and visual digital assets via
machine learning overseen by creative design and editorial content guidelines.

Adapt: Campaign Optimization

Transform merchandise assortment planning, buying, pricing, and allocation to generate continuous 56%
optimization of merchandise and demand generation investment portfolios. This is achieved by managing
assortments and categories as life-cycle portfolios of multifaceted offers inclusive of product, price, promotion, say improving these outcomes is
placement, and proximity attributes. very/extremely important.
ID( me IDC #EUR145522619 17 AnIDC InfoBrief, Sponsored by
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Key Moments of Truth Across Marketing Processes

Status of European Organizations

Business Outcomes

52% 46%

0 More efficient allocation of sales and promotion resources

2% . . 0% 9 More effective promotions
Little or no Occasional Systematic Not sure 9 | :
ncr mer empathy and alignmen
use of data use of data use of data creased customer empathy and alignment

Campaign and Asset Performance Tracking: Emerging Maturity

Business Outcomes

0
35% 0 Reduced digital asset (creative) costs
1% m - S
9 Reduced time to market by accelerating the creative process
Little or no Occasional Systematic Not sure
use of data use of data use of data 9 Reduced cost of digital channels content management

Campaign Optimization: Emerging Maturity

57% Business Outcomes

33%
10% . - 0% 0 Increased offer/promotion conversion rate through optimized promotion orchestration
(]
Little or no Occasional Systematic Not sure 9 Increased revenue from personalization of messaging, products, and services
use of data use of data use of data : : .. : .
9 Increased offer/promotion conversion rate through optimized promotion orchestration
ID( : ANALYZE Source: IDC EMEA, Moments of Truth for Digital Value Chains, Domo, July 2019; IDC #EUR145522619 18 An IDC InfoBrief, Sponsored by

FUTURE respondents from marketing functions (n = 115)



L

Marketing Processes:
Key Findings

Marketeers have access to a higher quantity and
quality of customer data than ever before. Getting

a consistent, clear picture of customer behaviors
throughout their journeys is very challenging, however.

Our study respondents show quite weak maturity in key areas
(customer targeting and segmentation, campaign and asset
performance tracking, campaign optimization) but the majority
are strongly motivated to improve further.

An integrated data platform that surfaces
insights relating to customer interactions
across channels and venues, to drive cost-
effective investments and optimize campaigns,
S critical to improvement.

ANALYZE Source: IDC EMEA, Moments of Truth for Digital Value Chains, Domo, July 2019;

THE
FUTURE respondents from marketing functions (n = 115)

IDC

Decision making is quite poorly supported
by data: there is a long way to go to support
marketing moments of truth.

mEEEEEe L

o say improving customer targeting outcomes is very/
o extremely important.

mEEEee L

o say improving performance tracking outcomes is very/
o extremely important.

mEEEey

o say improving campaign optimization outcomes is very/
o extremely important.

IDC #EUR145522619 19 An IDC InfoBrief, Sponsored by




Conclusions
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Successful digital transformation requires focus on
transforming end-to-end business processes and
key decisions within those processes — not just on
the “front end” of CX.

Fit-for-purpose decision making is powered by
data, built on end-to-end visibility, and driven
collaboratively.

55% of Digital Leaders say they are “mostly” using
modern tools for decision making; only 4% of Laggards
say the same. Leaders experience fewer challenges
in decision making and are more likely to focus on
prediction as the place for further improvement.

Data fragmentation is the #1 reported obstacle
to improved decision-making (57%); with lack

of process visibility (28%) and organizational
complexity (25%) also creating challenges.

IDC #EUR145522619
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Objectives

O IDC's research shows that to support the business models
of the future, traditional business processes will transform
and combine to create digital value chains underpinned by
seamless flows of data.

O This document showcases the results of an IDC survey
sponsored by Domo that involved 375 European
organizations. The main objective of the study was to
understand how organizations are using modern digital
technologies to improve decision making and deliver value
at the key moments of truth across three business process
areas as they transform: operations, marketing, and sales.

Respondent Demographics

Sample by company size (number of employees) oo

5,000-9,999
I 20%
2,500-4,999
I 22%
1,000-2,499
I 22%
1-999

0%

ID : ANALYZE Source: IDC EMEA, Moments of Truth for Digital Value Chains, Domo, July 2019;

THE
FUTURE retail respondents (n = 75)

O O O O O

Marketing
Sales
Operations
Customer service
Manufacturing
Procurement

Supply chain (logistics, inventory)

Sample by industry .................................................... .

Manufacturing — automotive

Manufacturing — consumer
packaged goods (CPQG)

Retail (including automotive, CPQG)

Professional services, excluding IT
services

IT hardware, software products, IT services
or internet-related services

Samp|e by functional area ------oxrrrrrrrrrr e

I 31%
I 25%
I 21%
B 9%

N 6%

B 5%

H 5%
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