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Digitalization will continue to affect 
the competitive landscape of all industries, 
especially in the B2C universe. Digital 
transformation can be defined as a process 
rather than a single step. Incumbents denying 
digital innovations will eventually fall behind 
the mar ket growth.
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ExECuTIVE SuMMAry

Digitalization is one of the most critical 
aspects of the new business ecosystem.  
it has completely altered business 
models in numerous sectors. the most 
notable of which can be assembled 
under three groups : 

•	 new sales interaction models and 
distribution channels

•	 redefinition of competitive landscape

•	 revenue sources through technology 
and value chain transformation. 

Digital transformation can be defined as 
a process rather than a single step.  
Once an effective digitalization action 
is taken by a player, the whole industry 
is eventually affected. adaptation to 
digitalization takes place in five phases 
which can be categorised as :

•	 emerging trends

•	 Disruption by innovative start-ups

•	 early adopters

•	 incumbents begin adaptation

•	 Mainstreaminization. 

incumbents denying digital innova-
tions will eventually fall behind the 
market growth. some examples of large 
companies who could not manage to 
adopt the digital change and eventually 
went into bankruptcy are Kodak (digital 
photography), Blackberry (touchscreen 
smartphones) and Blockbuster (online 
on-demand movie streaming). 

Digitalization solutions include a wide 
range of innovative technologies in 
different value chain stages, including 
product supply network, marketing, 
sales and after-sales services. com-
panies being a part of this innovative 
change in a timely manner, with a thor-
ough and to-the-point strategy, take a 
competitive edge in winning at different 
aspects of the business, particularly 
around cost saving, cross-selling, cus-
tomer acquisition and retention. 

in addition to digitalization’s compre-
hensive usage in various value chains, 
the digital business environment is 
growing sector specifically. Digital pillar 
matrix can help to maintain an overview 
of existing implementations in different 
areas grouped into four main fields that 
are technology, commerce, mass media 
and transaction services. 

Digitalization will continue to affect the 
competitive landscape of all industries, 
especially in the B2c universe. no in-
dustry can claim to be a digital pioneer, 
however each industry has its outper-
formers in the B2c area. 
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implementations are already being 
actively employed in many sectors 
including specialty and grocery retail, 
horeca, consumer transportation and 
real estate:

•	 specialty retail: apparel, cosmetics, 
electronics, home appliances are all 
main areas where we see most of the 
market examples. solutions mostly 
target advertising, cross / up-sale 
and footprint optimization.

•	 grocery retail: grocery retail is a 
very dynamic industry with an array 
of opportunities with a correspond-
ingly large potential for digitalization 
solutions. Digital marketing through 
leverage of social media, e-shopping 
and Qr-code based loyalty offerings 
are the main tools.

•	 horeca: hotels, restaurants and 
cafes have various digitalization solu-
tions that mainly focus on loyalty pro-
grams and online ordering implemen-
tations. alternative digital payment 
solutions also exist in this landscape.

•	 consumer transportation: consumer 
transportation has strong business 
models driven by digital initiatives. 
Digitalization implementations in this 
industry, namely taxi-call, rent-a-car, 
car-sharing and public transport 
amongst others mainly offer substi-
tutes to traditional transportation 
alternatives. 

•	 real-estate: internet of things (iot), 
particularly the smart-home applica-
tions, have changed nature of the 
game in the real-estate sector.  
some of the outstanding examples 
are remote-programmable durables 
for energy / time saving and digital 
3D-galleries illustrating the finished 
version of under-construction pro-
jects.

in order to have a strong digital pres-
ence, it is critical to identify the ideal 
strategy from the very beginning. in this 
lucrative and rapidly evolving environ-
ment, value partners Management 
consulting can assist clients through 
a very successful journey around the 
development and deployment of an 
effective digital strategy. With our com-
prehensive approach that consists of 
diagnostics, analysis and value proposi-
tion, definition and deployment phases, 
we ensure our clients to have the ideal 
strategy and roadmap in their digital 
transformation journey.
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InTroDuCTIon

Digital is changing the business environ-
ment rapidly. Digitalization efforts have 
become common among many success-
ful companies, however many others are 
yet to exploit its benefits. to be among 
the high performers, companies need to 
broaden their digital agenda by utiliz-
ing it in their daily operations, either by 
moving faster to implement initiatives or 
by reallocating their resources to digital 
work. as a result, digitalization pro-
cesses lead to a significantly improved 
bottom-line and bring positive impact, 
both in terms of revenue increase and 
cost reduction.

at this point, we are certain that the 
digital evolution changed the ways to 
do business. Once companies decided 
to embrace this, they faced a trade-off 
between implementing new businesses 
and strengthening the old one. Many 
are choosing to renovate the old but 
still, priorities in each industry play an 
important role over this decision.  
For instance, while big data has become 
critically important for healthcare,  
automation has been most likely to 
benefit manufacturing companies.  
Most of this transition was driven by 
customer related needs as to better 
address them and differentiate in the 
existing market.

With all the developments in technol-
ogy, the power has shifted to customers 
in today’s business world. innovative 
companies are affecting the business 
landscape and delivering customer-
oriented products to guarantee im-
peccable customer experience. Many 
traditional players are struggling to 
compete with disruptive strategies from 
new entrants. though, once adapted, 
the tough competition provides relative 
advantage to these traditional players 
as they are more mature on their cost, 
risk and operational strategies. 

real problems for the traditional play-
ers start with lower entry barriers as 
a primal result of digitalization. ease 
to implement digital assets are often 
an open invitation for new entrants. 
Disintegrated value chains create an 
accessible environment for new en-
trants to catch up and even pass the 
traditional players and implement more 
cost-effective structures. this new era 
is redefining the terms of competition 
considering several factors including: 
a near perfect price transparency that 
can lead to an inevitable commoditiza-
tion hence driving down profit margins; 
reduction in transaction and labor costs 
that result in scale economies in data 
and talent, so a monopolistic structure 
arises in the market, and, most impor-
tantly, globalization integrates 
the markets and consequently increases 
the competition. at the end, digital 
requires companies not only to be more 
attentive to customer journeys but also 
to create a dynamic process where cus-
tomer inputs are constantly analyzed. 
two concerns arise to guarantee 



8 – 9

competence in digitalization: timing 
and pace. Digital start-ups are mas-
sively changing the market place, hence 
incumbents need to redefine their 
traditional approaches to be even more 
disruptive. Digital improves company 
agendas and helps them to be agile and 
updated. among many elements to be 
exploited, big data is one of the keys to 
ease the decision making process and 
speed up implementation of these deci-
sions. When used effectively, big data 
can allow companies to generate higher 
revenues. although the benefits are 
crystal clear, research proves another 
picture: underutilization of digital still 
exists. 

apple, uber and airbnb are a few 
examples of unexpected disruptions 
to a variety of sectors. the change has 
happened very quickly so the future 
holds even more risks. if the deserved 
attention to digitalization stays away 
from company agendas today, the sus-
tainability of these companies will turn 
into a big conundrum.

Digitalization has been taking place in 
customer experience journeys over sev-
eral recent years. Despite this change, 
most sectors are still struggling to 
create innovative cross-channel experi-
ences. taking advantage of digitization 
provides customers with targeted, just-
in-time product or service information 
in an effective and seamless way. hence, 
businesses need to take a different 
approach in managing the customer de-
cision journey by embracing the speed 
that digitization brings.

Digitalization is critical for remaining 
competitive, leading edge and effec-
tive in today’s business environment. 
Failing to adapt to a constantly chang-
ing digital ecosystem will deteriorate a 
company’s efficiency and effectiveness 
and could even lead to the tumble of 
long-established incumbents. in the 
backhand of increasing competitiveness 
and tough macro-economic conditions 
that form a challenging business envi-
ronment, this document aims to explain 
utilization of digitalization for customer 
acquisition, cross-sell / up-sell and 
retention dedicated to B2c business.
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DIGITAlIzATIon 
TrAnSForMATIon oF CoMPAnIES 
AnD InDuSTrIES

Digitalization has completely altered 
business models in numerous industries. 
the outstanding examples of this exist 
under three principle pillars :

•	 new sales interaction modes and 
distribution channels 

•	 redefinition of competitive landscape 
and revenue sources through tech-
nology

•	 value chain transformation. 

On the new sales interaction side, most 
of the solutions are focused around 
eliminating third parties between cus-
tomers and service providers. through 
digitalization, the competitive land-
scape of various industries has entirely 
changed by applying entrepreneurial, 
innovative approaches. Digitalization 
has also been affecting all parts of 
the value chain with erp (enterprise 
resource planning) solutions, new 
payment systems and daily life-easing 
consumer applications.

numerous examples ( see exhibit 1 next 
page ) can be given to newly altered 
business models as a result of digitaliza-
tion.

as realized from the examples, no 
industry can claim to be a digital 
pioneer - however, each industry has 
its high performers. Once an effective 
digitalization step is taken by a player, 
the entire industry will sooner or later 
be affected.

a digitalization adaptation curve 
consists of five stages. it starts with 
“emerging trends”, which is followed by 
the “Disruption by innovative start-ups” 
stage. after this initial sense-check era, 
the emerging trends are shaped as a 
comprehensive digital business solution 
and launched by one of the innova-
tive market players. afterwards, this 
comprehensive digital solution starts to 
disrupt other industry players by chang-
ing several industry dynamics. then, 
“early adopters” welcome the new 
initiative or execute a similar implemen-
tation of proposed digitalization to their 
business models. incumbents, who are 
long-lasting, big-scaled and traditional 
players, usually do not see these new 
trends as a big threat at first. some of 
incumbents however, who have an inno-
vative and change-embracing culture, 
begin adapting the new digitalization 
trends early in this phase. Before adapt-
ing, they, of course, perform a detailed 
analysis about the recent impacts of 
the new initiative in the market. these 
incumbents are usually able to benefit 
more from these digital initiatives as 
described, in this so-called “incumbents 
begin adaptation” phase thanks to their 
scale and expertise. 
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EXHIBIT 1

Digitalization has completely altered business models 

in numerous industries

DEVELOPMENT 

OF NEW SALES 

AND CUSTOMER 

INTERACTION 

CHANNELS

CONSUMER GOODS

Buy products online

Internet-based (book)
stores offer more choice, 
give personalized recom-
mendations and deliver 
relatively quickly

TRAVEL AGENCIES

Assemble holidays pack-
ages yourself

Internet-based booking 
websites for flights and 
hotels made B&M travel 
agencies redundant and 
led to increased price 
transparency

VIDEO RENTAL

Rent videos at home 

Internet-based video on 
demand services have 
changed the way clients 
choose and watch films, 
making video rental redun-
dant

CREATION 

OF NEW 

COMPETITIVE 

LANDSCAPE

TELECOM

Cable companies compete 
with phone companies 

Adoption of the TCP/
IP technology enabled 
network convergence, 
canceling out the differ-
ence between COAX 
and copper

PHOTOGRAPHY

Sharing photo’s online 
replaces printing

Introduction of digital pho-
tography and social media 
sites to share photos led 
to complete transformation 
of Kodak no longer printing 
photos

MOBILE PHONES

Computer companies re-
place phone manufacturers

Function of mobile appli-
ances shifted from mak-
ing calls towards internet 
applications

TRANSFORMATION 

OF VALUE CHAIN

TRAFFIC CONTROL

Based on mobile phone 
data, traffic jams 
are located in real-time

TomTom to propose alter-
native routes to car drivers 

CLOTHES

Adapt clothes design 
and production on shop 
sales data
 
Fast fashion with short 
collection cycles, based on 
an integrated supply chain, 
daily sales monitoring 
and an interactive pro-
cess between stores and 
designers

MONEY TRANSPORT

Pool back-office opera-
tions due to obsolescence 
of cash 

Growing digital payments 
lead to lower demand for 
cash and ATM services, 
leading banks to outsource 
and pool cash services with 
other banks
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the last stage is the “Mainstream 
phase”, having an inflection point inside 
where those adapting to the new digital 
norm will continue with growth. status-
quo defenders, in comparison, will not 
be able to escape from falling behind. 
in most industries, there is still some 
time for incumbents to meet the needs 
of today’s consumers; however if pre-
cautions are not taken in a timely order, 
laggards eventually fall behind once 
emerging players disrupt the industry’s 
ecosystem.

there is no clear signal warning compa-
nies of the exact timing of the inflection 
point inside the mainstream phase. 

if business entities choose to wait until 
the beginning of mainstream phase to 
adapt the new digital trend, intention-
ally or unintentionally, they need to 
carefully monitor for the right timing 
to take action; or it may be too late to 
catch up with the market growth trend. 

the successful initiatives and com-
panies are the ones moving faster 
to build digital programs and imple-
ment initiatives, and reallocating their 
resources and their best people for the 
digital work. in reality, however, most 
companies are either not aware of, or 
ignore potential threats coming from 
digital disruptors. On the other hand, 
it will not bring any value to adapt an 
inefficient initiative just because it is in 
digital form. hence, companies need to 
consistently analyze market trends and 
should not wait so long to implement, 
once they detect an innovative and 
influential digital solution.
 

Exhibit 2
Digitalization adaptation curve consists of five stages

InFlECTIon PoInT

emerGinG
trenDs

Disruption
By innovAtive

stArt-ups

eArly
ADopters

incumBents
BeGin

ADAptAtion

mAinstreAmizAtion TIME

D
IG

IT
A

l
Iz

A
T

Io
n

 the new normal  status-quo defenders

 fall behind



12 – 13

•	 rFID ProDuCT IDEnTIFICATIon

•	 CrM (ClIEnT hISTory, ProDuCT rECoMMEnDATIon, CrEDIT-lInE, ETC..)

•	 BIG DATA

•	 ClouD

Exhibit 3
many successful companies failed to maintain their top position 
when confronted with market and technology challenges

Exhibit 4
there are many different implementation methodologies of digitalization 
solutions in every aspect of value chain

company

traDitional 
proDuct

Mobile phone
with keyboard

vcD/DvD
movie rentals analog films

DiGital 
innovation touchscreen Online on-demand

movie streaming Digital photography

impact close to bankruptcy
in 2013

Filed for bankruptcy
in 2010

Filed for bankruptcy
in 2012

nEw normal

proDuct

main focus

lEvEraGinG 
DiGitalization / 
sElEctED 
ExamplEs

supply chAin mGmt

•	 smart factories

•	 smart grids

•	 real-time  
visibility in stock 
management

•	 3-D printing

Acquisition

•	 value optimization 
through tailored 
offer management 
based on hard 
facts rather than 
estimations by:

 - Marketing  
 automation

 - Behavioral  
 customer pattern

 - Mobile / social  
 marketing

 - channel cam 
 paign manage- 
 ment

•	 SEO	(Search	en-
gine optimization)

cross / up sAle

•	 instant sales per-
formance monitor-
ing / forecasting

•	 Mobile posand 
payment systems 
(paypal, gwallet, 
company-owned 
apps etc.)

•	 geolocation in 
sales staff deploy-
ment

•	 sales acceleration 
tools supplied by 
sales intelligence

retention

•	 analytic / targeted 
loyalty programs

•	 promotions engine

markEtinG salEs aftEr-salEs
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Despite the mite and wealth of the well-
acknowledged brands, many successful 
companies failed to maintain their top 
position when confronted with market 
and technology challenges. among 
these companies, Kodak, Blackberry 
and Blockbuster are very eye-opening 
examples ( exhibit 3 ). Kodak, for 
instance, indeed tried to shift its busi-
ness to digital photography from analog 
film manufacturing in 2000s, however 
it could not manage the huge change 
needed in cost-structure and organi-
zation. this example shows that not 
only timely execution but also perfect 
change management is needed for suc-
cessful digital business innovations. 

another example, Blackberry, is the 
pioneer of smart-phone concept, 
nevertheless it went down with the 
launch of touchscreen phones which 
have changed the entire smartphone 
industry. to generalize, digitalization 
solutions can even define new customer 
needs which customers were not aware 
of before, rather than just fulfilling 
the currently-known. Blockbuster’s 
bankruptcy is another case where an 
incumbent player resists to accept 
change which was brought by a disrup-
tive innovation called online on-demand 
movie streaming.

today, almost all industries are likely 
to be transformed by shifts in the new 
value chain models to stay competitive 
or even alive. there are many differ-
ent implementation methodologies of 
digitalization solutions which are not 
necessarily applied to the same areas 
of the business. in the exhibit below, 
selected examples leveraging digitali-
zation are given under the umbrella of 
four main aspects of value chain, which 
are product supply, marketing, sales 
and after-sales services.

From supply chain management to 
customer retention-increasing activi-
ties, digitalization is levered in various 
ways. On top of the concepts in this 
framework, comprehension of current 
trends in the digitalization universe is 
also a pre-requisite to develop a sound 
digital-transformation strategy. the 
digital business environment is growing 
quickly in many areas. the pillar matrix 
shown below can help to maintain an 
overview of existing implementations 
and identify the most relevant ones in 
different dimensions – namely technol-
ogy, commerce, transaction services 
and mass media.

Exhibit 5
Digital pillar matrix can help to maintain a general view 
of existing implementations in different areas

tEchnoloGy

heAlth

entertAin.

ce

e-services

it

ADvert.

moBility

pAyment

softwAre

meDiA

mass mEDia 

commErcE

transaction sErvicEs

retAil

security

huMan
enhanceMent

clOuD services
e-MOBility

Digital shelF

security & 
privacy

Digital
iDentity 

Big Data

cOnnecteD 
car

Online
OrDer

nFc
sOcial MeDiae-gaMBling

neXt
generatiOn

tv

net
neutrality

algO
traDing

e-payMentcyBer
WarFare 

e-gOv

e-Business

M2M

Xaas
nanO-technOlOgy 

e-health
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EXHIBIT 6

Digitalization in specialty retail landscape: apparel, cosmetics, electronics, home appliances

PRODUCT

APPLICABILITY

RATIONALE / 

OBJECTIVE

 
 PR

 
 marketing

 
 consumer

 - Touch-points

 - Base

Customer 
 retention

MARKETING SALES AFTER-SALES

EXAMPLE 1

EXAMPLE 2

EXAMPLE 6

EXAMPLE 7

EXAMPLE 8

EXAMPLE 9

EXAMPLE 10

EXAMPLE 11

EXAMPLE 12

EXAMPLE 13

EXAMPLE 5

EXAMPLE 4

EXAMPLE 3

EXAMPLE 14

 Impact area

X-SELLING
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DIGITAlIzATIon lAnDSCAPE 
In VArIouS SECTorS

Digitalization solutions can be utilized 
in numerous sectors with specialty 
and grocery retail, horeca, consumer 
transportation and real estate as prime 
examples.

specialty retail

in the specialty retail landscape ( ex-
hibit 6 ), apparel, cosmetics, electronics 
and home appliances are the main areas 
where we see most of the market ex-
amples. these different examples show 
that digitalization in business is not 
limited to specific markets or regions. 
since the information can easily travel 
across borders and continents, digital 
solutions can be readily observed from 
a business model located in any country 
in the world and can be reapplied to 
another one. in this industry, digitaliza-
tion is widely used to optimize store 
footprints. 

via mobile applications, customers are 
given the opportunity to check items’ 
locations to see which store they are 
particularly located in. hence, once this 
awareness spreads among customers, 
companies do not have to try maximiz-
ing each product’s availability in every 
store. instead, they have the optimiza-
tion and customization opportunity 
enabling footprint improvement for the 
company and time/effort saving for the 
customers. in addition, loyalty programs 
are also widely used in the digital land-
scape of specialty retail. 

as an innovative example of digitaliza-
tion usage, uniqlo in us has deployed 
“magic mirrors” in a few selected stores, 
which project different colors of the 
jackets the user is trying on without the 
need of the user changing the jacket.

Grocery retail

grocery retail is a very dynamic in-
dustry with multiple opportunities and 
room for digitalization solutions. Market 
players experiment new store formats, 
communication tools and sales strate-
gies every year. Digitalization solutions 
naturally take their part in this chang-
ing industry as part of the emerging 
innovation trend. Digital initiatives are 
not only being actively used in supply 
chain premises but also being recently 
used as customer communication and 
sales tools. 

the main implementation targets are 
changing the grocery shopping format 
by introducing e-grocery. in virtual-
stores, consumers are able to collect 
the products in their baskets and buy 
online. in this solution, the delivery and 
cost structure of the retailer is very 
crucial for a feasible e-grocery service. 
another implementation example is the 
usage of digital marketing and social-
media. With the increasing smartphone 
penetration, most people are currently 
able to perceive the communication 
channels deployed through Facebook, 
twitter or Qr-code apps of which all 
are used by groceries or consumer 
goods companies. 
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EXHIBITS 7 & 8

Digitalization in grocery retail scene and in HoReCa sector

PRODUCT

APPLICABILITY

 
 products

RATIONALE / 

OBJECTIVE  
 marketing

 
 consumer touch- 
 points

Customer 
 retention

MARKETING SALES AFTER-SALES

X-SELLING

EXAMPLE 1

EXAMPLE 2

EXAMPLE 6

EXAMPLE 7

EXAMPLE 5

EXAMPLE 4

EXAMPLE 3

 Impact area

EXAMPLE 8

EXAMPLE 1

EXAMPLE 2

EXAMPLE 3

EXAMPLE 4

APPLICABILITY

RATIONALE / 

OBJECTIVE

 
 marketing

 
 consumer touch- 
 points

Customer 
 retention

X-SELLING
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customized promotions through effec-
tive utilization of crM solutions are also 
another strong aspect of digitalization 
in retail. coupons and promotions have 
also been transforming to a digital, 
customized format from generic mass-
communication hard-copy flyers. 

additionally, retailers are developing 
more efficient payment processes for 
customers. traditional cashiers are 
bottlenecks for both consumers and 
retailers. consumers want to save time 
and effort during payment; and retail-
ers want to save on their wage costs. 
therefore, digital self-payment solutions 
are widely accepted by both stake-
holders of the industry. Other selected 
successful examples with impact areas 
in different stages of the value chain can 
be seen in exhibit 7.

horeca

in the horeca sector ( exhibit 8 ), 
loyalty programs and online ordering 
are the most common implementations 
of digitalization. We also see examples 
of using digitalization as an alternative 
payment solution. For instance, star-
bucks has facilitated the use of mobile 
payments through its application, 
improving their loyalty program and 
customer experience. 

as an innovative example here, uber 
has launched its food-delivery service, 
ubereats, where consumers can use 
the app for picking the food from local 
restaurants and having them delivered 
to their premises.

consumer transportation

in consumer transportation ( exhibit 
9 ), there are strong business models 
driven by digital initiatives. Digitaliza-
tion implementations in this industry 
mainly offer substitutes to traditional 
transportation alternatives. the busi-
ness models can vary from personal 
car sharing to central pool car services 
with special drivers. payment service 
alternatives are also add-ons of these 
digital implementations in the consumer 
transportation sector. By using mobile 
applications, users are able to fulfill 
their personal transportation needs in a 
more efficient way. therefore, digitali-
zation is alive during the entire course 
of the consumer transportation value 
chain.

real-estate sector

the internet of things (iot), particularly 
smart-home applications, have changed 
the game in the real-estate sector. 
some of the built-in durables are now 
remote-programmables which enable 
home owners to save time and money. 
as an example, nest provides Wi-Fi-en-
abled thermostats which can learn user 
habits and increase energy efficiency. 
Further examples can be smart smoke 
detectors and other security systems. 
real estate development companies 
are also benefiting from digitalization 
- offering specialized mobile apps to 
their customers for targeted marketing, 
cross-selling and retention. through 
these apps, users can access 3D-picture 
galleries, floor plans, key information; 
they can request concierge service, 
contact sales team, and see targeted 
offers via push notifications.



18 – 19

EXHIBITS 9 & 10

Digitalization in consumer transport: Taxi, rent-a-car, car-sharing, public transport (bus, train, etc.) 

and in real estate

PRODUCT

APPLICABILITY

RATIONALE / 

OBJECTIVE

 
 marketing

 
 consumer touch- 
 points

Customer 
 retention

MARKETING SALES AFTER-SALES

X-SELLING

EXAMPLE 1

EXAMPLE 2

EXAMPLE 3

EXAMPLE 1

EXAMPLE 2

 Impact area

APPLICABILITY

RATIONALE / 

OBJECTIVE

 
 marketing

 
 consumer touch- 
 points

Customer 
 retention

X-SELLING
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ConCluSIon

putting everything together, we can see 
that digitalization is now a part of most 
businesses and its utilization has been 
rapidly growing among many sector 
players. it has already changed the busi-
ness dynamics in most industries. those 
being a part of this change took a more 
competitive edge in winning at differ-
ent aspects of the business, particularly 
around cross-selling, customer acquisi-
tion and retention. the digital landscape 
of any industry should be monitored 
closely for new initiatives and offerings. 
Once a new initiative is detected, it is 
very crucial to understand its maturity 
level, impact created and its pace of 
growth. 

simultaneously, it is also important 
for businesses to organize internal 
company planning for a potential 
counter-initiative. if the recent solution 
in the market changes the dynamics, 
the other companies would be ready 
before any inflection point as a result 
of close market-monitoring and internal 
preparation. all companies including 
incumbents, should be vigilant about 
market-watching and internal agility 
forawareness of different implementa-
tion methodologies of digitalization 
solutions in every aspect of value chain. 
in other words, to be among the suc-
cessful and game-changing cases of 
digitalization implementations, com-
panies must develop a mechanism for 
efficient internal planning. 

the digital business environment is 
growing fast in many directions, both 
within sectors and inter-sectors. com-
panies need to monitor, not only the 
sector within which it operates, but also 
other sectors to see potential bench-
marking opportunities. 

the digital pillar matrix can assist com-
panies to have an overview of present 
solutions and identify the most relevant 
ones. in addition to this conceptual 
matrix, solid examples from specialty 
and grocery retail, horeca, consumer 
transportation and real estate sectors 
can be examined. there are many eye-
opening examples which have changed 
the landscape in their operating 
industry. in light of all these visions, a 
company should set its digital roadmap 
and strategy through three phases. 

these can be named as: 

•	 Diagnostic, 

•	 analysis and value proposition, 

•	 Definition and deployment. 

as a result, companies will be ready for 
digital transformation with a compre-
hensive approach.
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perspective  DigitAlizing tHe less usuAl suspeCts in tHe B2C univeRse 

Digitalization has already changed 
the business dynamics in most industries. 
To be among the suc cessful and game-
changing players, com panies must 
simultaneously monitor new initiatives 
in the market and develop a mechanism 
to set their digital roadmap and strategy 
accordingly.
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Value Partners is a global manage-
ment consulting firm that works 
with multinational corporations 
and high-potential entrepreneurial 
businesses to identify and pursue 
value enhancement initiatives across 
innovation, international expansion, 
and operational effectiveness. 

As Value Partners, from defining 
the digital strategy to developing a 
detailed plan to reach ideal digital 
platform, we are providing turnkey 
solutions to our clients. our solu-
tion services are mainly divided into 
three parts which are diagnostic, 
analysis and value proposition, 
definition and deployment. 
We have developed ideal strategies 
and assessed required capabilities 
for digital transformations of our 
clients, in addition to baselining key 
KPIs to ensure future sustainability 
of the initiative. 

Furthermore, we have analysed 
requirements for the identified 
strategy with ambition setting. For 
our clients, we have scoped and 
re-designed commercial proposi-
tions, developed required skills and 
processes, developed technology 
platform and defined KPI steering 
model to ensure continuous digital 
improvement. 
We are here for taking our clients 
through the journey of digital inno-
vation in the right direction.

Founded in Milan in 1993, over the 
years, Value Partners has grown to 
over 30 global partners and more 
than 250 professional consultants 
from 23 countries. It has offices in 
Milan, london, Istanbul, Dubai, São 
Paulo, Buenos Aires, Beijing, Shang-
hai, hong Kong and Singapore. 
Value Partners has built a portfolio 
of more than 350 international 
clients – from the original 10 in 1993 
– with a worldwide revenue mix, as 
over 60 percent of the management 
consulting revenues are generated 
outside Europe. Value Partners com-
bines methodological approaches, 
analytical frameworks and profes-
sional tools with a practical hands-
on attitude and a wealth of industry 
knowledge and executive capacity 
within many sectors.
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