DIGITAL MARKETING

The Ultimate Digital
Transformation Playbook

Boosting your revenue growth through
digital marketing strategies & execution

Digital marketing mastery.
Our Digital Marketing Mastery content is an initiative to share our knowledge
and enable you to gain more traction with your customers. We know that
the demand for expert digital marketing skills is growing and businesses like
yours, need to ensure that they can keep up with the challenging pace that
marketing technology poses.
The team at Engagement Factory are here to share with you our expertise
gathered over years of experience on concepts such as email marketing,
always-on campaigns and content marketing to take your digital marketing
to the next level. With content ranging from detailed guides and formulas
to 2-minute-tip videos designed to get results immediately, you’re sure to
a range of insights, hints, methods and techniques that have been tried and
tested. Large and small organisations across industries, countries, cultures
and the world have found success with the approach and methods we’re
about to share with you.
So dive in, have fun and get started. A world of opportunity awaits you.

Our Ultimate Digital Transformation Playbook will help you meet the challenges of digital transformation. We'll help
execute your digital transformation strategy with a digital strategy & roadmap. Inside you will find tools and tips that you
can use related to:

Marketing
transformation
- the first steps.

Digitally
transforming your
marketing.

Building a digital
transformation
roadmap.

12 |

Digital transformation playbook

The 4 Phases of
Transformation.

Take your
transformation to
the next level.
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CHAPTER 1

Digital Transformation
A practical guide to Marketing Transformation by Engagement Factory
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Organisations today are at a
crossroads.
They face the challenge of digitally adapting their image,
services, products and marketing, or risk becoming useless to
a new generation of consumers.

Already, more than 64% of millennials do most of their shopping
online, and nearly two-thirds of businesses had a website in
2019. The key takeaway is if you’re not online, you’re quickly losing
most of your market to the competition – and soon you probably
won’t even have a choice. With the Covid-19 pandemic, we have
gone from digital ready, to digital first and some organisations are
even digital only within a year’s timeframe.

This guide has been designed for businesses looking to optimise their
marketing efforts. It will offer insight into what digital transformation means
for marketing, why businesses should consider it and how they can begin the
process for themselves with practical steps and considerations.
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CHAPTER 2

What is digital transformation?
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As technology continues to improve so do the options
businesses have to achieve more with their resources. They can
generate and nurture more sales, automate their marketing,
drive engagement, and understand their customers on a deeper
level. All of this is possible by incorporating technology into
daily business processes to increase a businesses’ performance.

This, essentially, is what digital transformation is about.
It is the shift that businesses experience in terms of
using new technology to replace older, less effective
methods. It doesn’t fundamentally change what
businesses do, simply how they go about doing it.

When businesses went from typewriters to computers, fax to
email and email marketing to marketing automation, they were
digitally transforming. However, today’s circumstances have
indicated transformation at a scale previously unimaginable.
Driven by the pandemic, businesses have been forced to
change the way they work and introduce new technology to
their processes.
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It is the shift that businesses
experience in terms of using
new technology to replace
older, less effective methods.

The challenges of transformation
Transformation, as with any change, can cause disruptions throughout a business.
The process of digital transformation is not always an easy one, and this may be
one of the reasons holding many businesses back.

For businesses who make the leap, there are three primary aspects
that they should aim for when approaching digital transformation:

Seamless
versus siloed
systems and
processes

Adaptable
systems and
processes,
not complex

Ease
of use

However, with all the disruptions that digital transformation may cause, there is very
little alternative for businesses. Quite simply, if businesses do not digitally transform, they will become irrelevant slowly giving way to their competitors who do.

With this mind, it’s not a question of whether you should transform, but a question
of what you need to overcome in order to do it. Here are the main challenges that
most organisations face when attempting digital transformation.
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Internal pushback
People don’t like change. People are also what makes your company successful. Thus, one of the primary
challenges of introducing change through digital transformation is managing this dynamic between your
processes and people.
This problem presents itself on two levels. Managers are concerned with a digital push impacting a company’s
culture and organisational structure. Employees who have been reliable staples of your company may feel
threatened by the changes you want to implement. Either way the consequences are the same – productivity
and morale in your organisation takes a hit.

The
solution

The solution to this is to put focus on a goal or objective rather
than a process. We recommend creating a ‘customer-first’
objective that each employee and manager can strive towards.
This way, their jobs aren’t so much about the changing
processes, but rather about customer-centric behavior.
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Incorporating multiple channels
Customers expect a multitude of channels to engage with brands. They also use multiple channels on a daily
basis, which means that your company needs to use those channels to create a digital presence.
The challenge that businesses face is discovering those channels and incorporating them into their marketing
and service strategies. This means having to expand a business by selling on and interacting through marketplaces, websites and other digital means. In addition, using multiple channels demands that you use the same
variety of channels to offer support for customer engagement.

Successful
digital
transformations
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adapt to this omnichannel approach providing
how businesses today should interact with
their customers. Without doing so, they risk
losing a huge portion of their customers.

Securing reliable and detailed analytics
Analytics are important and ensuring they’re accurate and detailed is critical to the success of any business.
Many companies feel dissatisfied with their analytics. This is not necessarily down to lacking information, but
rather the contrary. We have access to so much data, that we often fail to measure the right metrics or generate the information to create useful insights.
With a changing business model, your once useful systems may start to feel like they are holding you back,
leading to a poor ability to stay relevant to your customers and understand their needs.
Digital transformation needs to find ways to improve upon analytics instead of simply making previous systems
obsolete in their application. An example of this may be by using AI technology like chatbots to help collect and
personalise data in the moment of contact with your customers.

Regardless of
what direction
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you decide to go, if you ensure that you
get better insights and analytics with your
transformation, you’ll get better results
and make better decisions.

Dealing with legacy business models
Too many companies are hesitant to abandon their old models of business in
favor of more efficient and better ones. When introducing digital transformation, this is likely to happen to many organisations. However, if change is to
have a positive, lasting impact, these legacy business models must be upgraded or discarded when neccesary.
An example of this is comparing Kodak to Netflix. Kodak invented the digital
camera years before it became known to the public. Instead of acting on the
opportunity, they decided to sit on the invention because it threatened their
legacy film industry.
On the other hand, Netflix used to deliver DVDs to subscribers on request.
When streaming began to take hold, they double-downed on the new technology, sensing that their customers were not after DVDs – they were after
the convenience that they offered.
Moving on from your legacy systems when it makes sense for your customers
and your processes at the right time is critical to a successful digital transformation.
Now that you understand some of the challenges that digital transformation
poses, you need to know how to achieve it for your own business. Let’s
discuss it, below.
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CHAPTER 3

Digitally transforming
your marketing.
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Today, customers expect better personal engagement.
They want a consistent, continuous experience across your marketing
touchpoints to create a seamless, easy interaction. This demands the use of
technology, various digital channels and above all, transformation of your
marketing department.
Shifting your Customer Engagement model towards more digital channels
requires a holistic approach. You probably know already that you can’t excel at
marketing using email blasts and spreadsheets - so this is where marketing
automation comes in.
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However, there is a misconception that Marketing Automation is a plug-and-play solution and that its implementation is a walk in the park. In reality, it requires a
combination of people, processes, data, and technology to:

Better understand
your customers
and their moment
of truth.

Analyse, model, and
forecast the movement
of revenue through an
integrated marketing
and sales funnel.

Empower marketeers
to build compelling
campaigns.

Align sales and marketing
teams with a shared view on
the customer and full visibility
into lead management.

Consistently
benchmark and
measure performance
to optimise results.

Customer Engagement should be at the very core of your digital marketing strategy. However, one of the core elements to orchestrate your engagement, Marketing
Automation, requires time, patience, commitment, training and a willingness to embrace change within your organisation. So how do you bridge the gap from your
current customer engagement strategy to a successful adoption of Marketing Automation?
In the next section, we’ll offer a step-by-step approach from planning to implementation.
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CHAPTER 4

Marketing transformation
- the first steps.
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To keep pace with increasing customer expectations,
you need to be able to offer a seamless and highly
personalised customer journey from start to finish,
across all channels and devices. You do this by combining strategy and data, supported by the right content and technology.
Marketing automation fuels this process, but in order for it to be effective, it
needs the appropriate direction. At Engagement Factory, we use The Customer
Engagement Framework to give us the right direction. The framework helps
you visualise the connection between intelligence and insights, your customer
journey, interaction touchpoints and required capabilities. Furthermore, it
explains the coherence between the steps that your organisation can (or must)
take on a strategic and tactical level to achieve true marketing transformation.

16 || Conversion
18
Digital transformation
rate optimization
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transformation roadmap ahead.

that you need to address to ensure the
success of that transformation.
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Share all definitions, processes and ways of working to optimise the use of the tool.
The integration between the organisation’s CRM and Marketing Automation is essential:
discuss the topic with IT from a technological point of view and with Sales from a
business perspective.

How this affects
the customer journey

Focus on the benefits and savings digital transformation offers while assuring your team
that it can be done without sacrificing anyone’s position.
Your team, from sales and marketing to tech
Enable your team to provide feedback and give them a chance to be involved in the

support and customer success departments, are

process.

the driving force behind everything your
company does. This means that they need to be

Encourage your team to pose questions, offer suggestions or simply ask about their

on-board and motivated to use the new tools

new tasks and roles.

and tech available to them to ensure a smooth
journey for your customers.
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order to understand what is currently in place, define or (re)-define them, or build the right ones

F2F

nts
Eve

Process
valuable time and money automating any poor processes. It is crucial to review processes in

er touch poi
nts
stom

S tr a t e g y

s

l
Too

s

C a p a bi l i t i e s

Here are a few tips and pointers to getting your processes ready for transformation.

How this affects
Agree on the metrics for lead management, definitions of leads, sales-ready leads and
lead qualification criteria.
Define how you will implement your nurturing and scoring processes.

the customer journey
If people are the driving force behind the
customer journey, processes are the roads

Develop a back-up plan to attract more leads in the event you do not have enough

towards different outcomes. Your processes

leads coming into your funnel.

need to be direct, easy to navigate and easy to
redirect to if things go wrong. Reviewing your

Define a Service Level Agreement (SLA) to agree with Sales on the follow-up of leads.

processes and getting them simplified without
adding any unnecessary steps will help
streamline your customer journey, making the
conversion from lead to customer much faster.
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What industry or type of business do they cater for?
What case studies have they published and what were the stated objectives?
What functions and features specifically support your company’s interests?
What implementation partners are active in the market and what is their track record in
implementing and supporting the technology?
What does your current platform lack that other platforms potentially offer?
What type of integrations does the platform offer?
Does the platform have a development roadmap that suits your needs?
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How this affects
the customer journey
The marketing automation tool you select will impact
every aspect of the customer journey, from the
beginning to the end. It affects the insights you
generate from your customer interactions, what your
sales and marketing can do with those insights and
how you convert your leads in buying customers. In a
more direct way, selecting the right tools to use will
impact how you transition your leads to the next step
on the customer journey. Better tools that are more
suited to your company make each step more fluid
and natural, while tools that are not suited well may
encounter a few snags along the way.
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The true challenge today, however, is gaining data that is actually useful. This is the difference
between ‘data’ and information. Data can only be useful if it provides you with the information
you need to further your company’s interests.

How this affects
the customer journey

Here are some of these questions to ask yourself when deciding if the data you’re collecting is
simply data or information:

Based on the customer journey you have mapped out;
you can list the data points that will indicate where a
specific customer is in their journey. Based in this, you will

Is the data you collect relevant to your customers?

know what action to take to further nurture the client.
While you may drive your customers using the processes

How does the data help you discover your customer interests?

and tools available, the data will indicate how successful
you are in influencing your customers to act in a favorable

Does your data show you how to be more appealing to your customers?

way towards your company and products. In addition,
data, when converted into insights and information, can

Does your data reveal any patterns or trends?

tell your sales people what to sell, your marketing people
what to promote and your support agents what to look
out for.
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CHAPTER 5

The 4 Phases
of Transformation.
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Now you know how digital transformation,
Customer Engagement and technology relate
to each other
It’s time to reveal the roadmap on how to achieve full adoption
of Marketing Automation. Leaders who want to digitally
transform their operations need a solid strategy in place before
they begin to introduce tools and technology to their business.
This strategy should consist of four phases.
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DISCOVERY
BUSINESS GROWTH AND NEEDS
Customer Experience

Content Marketing / Digital Marketing

Commercial Operation

Marketing & Sales Operation

PEOPLE

PROCESS

TECHNOLOGY

DATA

Engagement strategy

Commercial Excellence

IT Data Infrastructure

PLAN & DESIGN

Buyer insights & journey management

CHANGE MANAGEMENT

CONFIGURATION

Marketing & Sales Technology: Standard & Additional

CRM DATA INTERGRATION

Assets

Campaign flow & templates

Lead scoring & nurturing

Reporting & anaylitcs

Campaign Management

Tool Training

Commercial Enablement

TRAIN AND GROW
Modern Marketing
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1

DISCOVERY

2

PLAN & DESIGN

3

CONFIGURATION

4

TRAIN & GROW

Using this holistic approach, you will be able to generate the most value from your marketing activities,
grow revenue faster and create better insights and results. Let’s examine each in greater detail
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1

CUSTOMER EXPERIENCE

Compare the customer experience you provide as it currently stands to the most idealised version you hope to achieve.
Consider the results of the new customer experience and what each of the four basic pillars will help support that new experience.

DISCOVERY
CONTENT MARKETING / DIGITAL MARKETING

No matter which area of your business you
want to digitally transform, you must have
a clear idea of what you expect to come
from that transformation and the steps that
are needed in order for you to achieve that
transformation from your current state.
The discovery phase is basically a
comprehensive exercise aimed at
establishing Transformation Strategy
through exploration of your current state
and desired states.

Identify what content you have available, how it can be repurposed across your channels and what digital marketing capabilities
you need to make this happen. Try to keep your historically most effective pieces of content that have generated the most
engagement over the years and adapt it to digital.

COMMERCIAL OPERATIONS

You need to understand how your current marketing and sales organisations operate and how they work together.
The aim of this is to uncover any potential organisational roadblock for a successful transformation - even if it’s only introducing

It starts with defining your business needs,
covering the areas of Customer
Experience, Digital Marketing activities,
Commercial Operations and your
Technology, taking into account the
aspects People, Process, Tools and Data.
You will identify the pain points and gap
between the as-is situation and the
situation to-be.

marketing automation. Roles will shift, certain processes and systems may become obsolete and more. During the discovery
phase, you must consider these changes and anticipate them.

MARKETING AND SALES TECHNOLOGY

Before transitioning to your new tool like marketing automation, you must identify the marketing and sales technology that you
currently have available and what new technologies will be utilised. Try to account for the opportunities and possible negatives
these will have on your organisation’s people, processes, tools and data.
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Here are a few pointers to direct the discovery phase through the four capabilities:
People
Do you need new roles to fulfill the envisioned customer experience?
What roles will be made redundant after the transformation?
Will you need training on new tools or processes?
When, if at all, will people need to get involved to advance the customer journey?

Process
What new processes need to be implemented?
What processes can you continue using or eliminate?
Is your team adequately trained and prepared for the new processes?
How will these processes help your customers navigate the customer journey

Tools
What new tools will you need, both long-term and short-term, to accomplish your goal?
Is your team adequately trained and prepared for the new tools?
How much will the new tools cost? Are they well suited to achieve a better customer experience?
Which tools can be automated and which require constant attention?

Data
What data do you require before moving a customer to the next stage of the journey?
How will you receive and process the data into insights?
What patterns and trends are you looking to capitalise on with your new customer experience?
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2

BUYER INSIGHTS & JOURNEY MANAGEMENT

Perform a highly focused research across 10-12 (prospective) buyers to develop a persona description and find out who your
customers really are and how they go about their buying process.

PLAN & DESIGN
ENGAGEMENT STRATEGY

During this phase, the findings in the
Discovery Phase will be further deepened and
applied to develop the best-fit approach on
the various domains that are require change.
How to select the right platform?
After doing this thorough discovery and
planning you should have gathered a
complete understanding of what technology
and data is required to support your
transformation.
All this input can be used for a thorough
Marketing Automation solution comparison
and selection, consisting of a feature &
functionality review, real life demo and
report-out for final decision taking.

Refers to turning buyer insights into content themes and channel selection. Best-practice is to design a persona-based campaign
including content mapping and playbook for, which will work as a pilot and blueprint for following campaigns as well as the set-up
of your Marketing Automation.

COMMERCIAL EXCELLENCE

Additional information gathering to understand the current state of your Marketing and Sales alignment. Define the relevant
Story, Skills and Support for sales which are required to be successful in today’s changing buying process.

CHANGE MANAGEMENT

To get maximum adoption and results you will need to frame the digital challenge by building awareness, define the starting point
and craft a transformative vision including clear definitions, roles & responsibilities, getting buy-in, alignment, communication.

There are numerous vendors delivering Marketing Automation platforms, however their cost and functionality may vary dramatically. This is due to their focus
on specific target markets and it is worth doing the research to find out which one serves your organisation the best. Your choice will depend on the size of
your company as well as the budget and resources you have available.
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3

MARKETING AUTOMATION CONFIGURATION & INTEGRATION

depending on the selected solution, you’ll need to enable the right features & functionalities for your marketing activities. Also to
increase the impact of Marketing Automation, shorten the sales cycles and grant visibility on your customers organisations you
also might want to integrate with your CRM, DMS or CMS.

CONFIGURATION
ASSETS & CAMPAIGN DEVELOPMENT

Training is crucial for success. As with most
new technologies, the user may
experience an initial learning curve and will
need time and patience to understand
what the tool does and how to optimise its
use. Make time to train teams on the new
system, accounting for individual user roles
and training requirements. Your provider or
implementation partner should provide
access to sufficient training and
educational resources, as well as technical
skills and best practices in Marketing
Automation.

this means getting your creatives in to develop templates and ready-to-run campaigns including assets like landing pages, emails,
forms and downloadables.

LEAD SCORING & NURTURING

part of the configuration is the set-up of a Lead Scoring model and apply it in the Marketing Automation solution. As not all leads
will be sales-ready, you will have to develop a nurturing campaign or always on campaign to convert your leads into customers.

REPORTING & ANALYTICS
Make sure that your learning &
development program is focused around:

there are a wide range of dashboards and reports available to visualise the performance and revenue impact of your marketing
campaigns. Consistent monitoring of your results will allow you to fine-tune the details, adjust the platform and make any
necessary changes in order to maximise the benefits of a Marketing Automation implementation.

There are numerous vendors delivering Marketing Automation platforms, however their cost and functionality may vary dramatically. This is due to their focus on
specific target markets and it is worth doing the research to find out which one serves your organisation the best. Your choice will depend on the size of your
company as well as the budget and resources you have available.
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4

MODERN MARKETING TRAINING

Grow awareness in your team on the principles and latest developments in Modern Marketing & Sales and how to apply that to the
daily practice of your team members.

TRAIN & GROW
CAMPAIGN MANAGEMENT

Training is crucial for success. As with most
new technologies, the user may
experience an initial learning curve and will
need time and patience to understand
what the tool does and how to optimise its
use. Make time to train teams on the new
system, accounting for individual user roles
and training requirements. Your provider or
implementation partner should provide
access to sufficient training and
educational resources, as well as technical
skills and best practices in Marketing
Automation.

How to run and grow your campaigns and overall engagement.

TOOL TRAINING

The main challenge organisations face is the lead time in getting the
platform up and running, and then ensuring it is used efficiently. When implementing a Marketing Automation tool, it is not only
the marketing department that will benefit from using it. Implementation, and strategic use of the tool will affect key stakeholders
in the business and collaboration becomes key for success.

COMMERCIAL ENABLEMENT
Make sure that your learning &
development program is focused around:

Empowering Sales with intelligent content increases sales and drives revenue. Marketing Automation will serve up valuable
insights that will help you to ultimately build trust and confidence in your brand.

With your strategy firmly in place, you can finally begin to create a digital transformation roadmap to help take your company through the process. This is a little
more detailed and will have to be customised to your own specific needs. Thus, in the next section, we will provide a template for you to use to map out your own
digital transformation journey.
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CHAPTER 6

Building a digital
transformation roadmap.
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Plotting out how your company will go about digitally
transforming its processes requires a thought-out,
thorough approach. However, transforming too much
of your processes at once can cause massive disruptions
and chaos. This is where a digital transformation
roadmap comes in handy.
With a digital transformation roadmap, you can space out each step of your
approach and structure the transformation in a way that causes the least
amount of disruption. Below you can find explanations of the sections
included in the plan laid out for a complete digital transformation as well as
the template itself.

16 | Conversion
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Digital transformation
rate optimization
playbook
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STEP 01

STEP 02

PREPARATION
AND SCOPING

IMPLEMENT THE
NEW PLATFORM

The first step is to

The information gathered

improve results

during the preparation phase

from your digital marketing efforts by ensuring

will provide you with a solid understanding of the data,

the entire process is more efficient & effective.

processes, and activities of your organisation. This

You can achieve this by defining the right digital

provides the insights you need for the successful

marketing strategy and then ensuring an

implementation of the new platform – which is what you

effective execution of this strategy. You should

will use during this step.

analyse the current activities, which target
audiences are approached, which channels and

With step 2, you will introduce new processes and

content are being utilised, and what the results

establish an integrated all-in-one system for your team,

are from your current approach. This data will

which will introduce opportunities to achieve higher

be used to help identify what areas digital

revenue growth. To achieve maximum focus, this goal

transformation, such as implementing marketing

should be finalised within 2 to 4 weeks. This way the

automation, can address and to what extent.

platform is ready for use as soon as possible, which will
allow your users to follow basic training and onboarding.
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STEP 03
TRANSFERRING
DATA, CONTENT
AND ACTIVITIES

Here are a few pointers for transferring marketing
automation materials:
Forms
Identify type of forms required
Create form(s) using existing templates

Emails
Identify type of email templates required
Design and build templates

Once the platform is ready for use

Create email(s) using existing templates

and the users have successfully
completed their training,

Newsletters
Create segments for newsletters

you can start with migrating content and systems from

Upload lists

your old processes. For example, when implementing

Build and send first newsletter

marketing automation, you need to ensure that current
forms, data and emails are transferred to the new digital
platform.

Data
What data do you require before moving a customer to the next
stage of the journey?
How will you receive and process the data into insights?
What patterns and trends are you looking to capitalise on with your
new customer experience?
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STEP 04

STEP 05

AUTOMATE AND
PERSONALISE

Once the platform is
operational
and the current content and activities have been

REPORTING

Once you’ve worked with your
new solution, it’s important to
start evaluating its performance.

transferred, it’s time to automate the processes

Following our example, many marketing automation

and personalise your approach. In the case of

platforms offer detailed reports on its performance. Some

Marketing Automation, we begin by defining a

of the report metrics that you should look out for include:

content marketing strategy.
Website visit, new contact, and customer totals by day
By following the Engagement Factory demand

Landing pages by most total views

manufacturing wheel we will design this strategy
by addressing several areas of interest.

Landing pages total views and form submissions
Email sent totals with engagement rates
Email totals by sent, opened, and clicked
Top personas
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STEP 06

STEP 07

EXPAND AND
OPTIMISE

OBSERVE OTHER
PLATFORMS FOR
IMPROVEMENT

During this phase you should investigate

At this point you have gathered many

and test what the best method is

insights into which areas are working

to expand upon your new functionality and optimise your results.
Look for opportunities to gain better insights, support your teams
or execute a long-held business objective.
In our continuing example of marketing automation, you need to
look for opportunities to communicate with your prospects and
what works best for your organisation. You may even want to
expand into newly available technology that supports automation,
such as:
Live chat
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well, and which areas have room for
improvement. You can leverage these insights to help us identify
improvements for other areas of your business, select a new
solution and begin the process of digitally transitioning your team
towards using it. This process can easily be applied to our
Marketing Automation example. By using the knowledge gathered
around personas, customer journeys and data, we can map out
different opportunities for personalisation, and then move on to
testing the application of the personalisation in other areas to help
improve the process and conversions.

Conversations to answer questions from prospects

Support processes

Connect inbox and calendar scheduling

Document management

1-to-1 email scheduling and automation

Transactional emails

Auto retargeting of prospects on social media

Quote management

Digital transformation playbook

STEP 01

STEP 02

PREPARATION
AND SCOPING

IMPLEMENT THE
NEW PLATFORM

STEP 06
EXPAND AND
OPTIMISE

STEP 05
REPORTING

STEP 07
OBSERVE OTHER
PLATFORMS FOR
IMPROVEMENT
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STEP 03
TRANSFERRING
DATA, CONTENT
AND ACTIVITIES

STEP 04
AUTOMATE AND
PERSONALISE

CHAPTER 7

Take your transformation
to the next level.
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Be ready for change.
If you are thinking about implementing a Marketing Automation platform, you
need to first prepare for more than a simple change of tools. Your team will
undergo drastic transformations as it shifts from its practice of traditional
marketing to modern marketing techniques. You will experience a cultural
shift, replacing your current way-of-working with a more collaborative
model. All those involved in the implementation of the platform will need to
accept the evolution of their working practices.
When it comes to this kind of transformation, we often see companies focus
on technology first. They buy a number of software solutions and take the
plunge, without considering the surrounding elements of the technology. A
year later we find that little progress has been made in terms of organisational
maturity or level of adoption.
By following the guidance of this document, we hope you will understand the
surrounding elements of why digital transformation is not only beneficial, but
necessary for the development of your company.
If you would like more guidance on implementing digital transformation for
your own organisation, or just need a few resources to get you started,
consider Engagement Factory. Engagement Factory has decades of
experience and has revolutionised the way businesses engage with their
customers around the world every day. Contact us today, and find out what
your business is truly capable of online.
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We are Engagement Factory, a customer engagement agency to the core. Driven to help our clients transform into a
customer-centric business, we do so by combining strategy and insights, fuelled by creativity and technology.
By delivering compelling experiences throughout the customer journey, we enable our clients to build long-lasting customer
relationships. From our main base in the vibrant heart of Europe’s tech hub, the Netherlands, we operate across the globe.
Our international team empowers local support, from Sweden to South Africa – and everywhere in between.

Head quarters: Eindhoven, The Netherlands

Stockholm (Sweden), Londen (United Kingdom)

www.engagementfactory.com
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