Different Perspectives
Unveiling the role of brand identity in digital transformation

Well-being

Paid attention to the health and well-being
of all generations keeps increasing in the
upcoming year.

Initial Problem Statement
Deloitte Digital consultants do not consider brand related knowledge

valuable and relevant for their practice.

Legislative Brands

Initiating Insight

Initiating Insight Initiating Insight
Brands can play an important role for the organi- Digital transformation is the profound and acceler- One of the core business units that Deloitte Digital
1 zations in selecting and maintaining strategic direc- 2 ating transformation of business activities, pro- focuses on is helping large organizations in their
tions. cesses, competencies and models to fully leverage digital transformations.
(Mosmans & van der Vorst, 1998) the changes and opportunities brought by digital
technologies (Demirkan, Spohrer, & Welser, 2016)

Main Research Question
What is the role that a brand
plays in digital transformation of
an organization?

Knowledge Gap
Between the brand and digital
transformation literature
Sub Research Questions 1 Sub Research Questions 2
How can addressing the role of a How to help Deloitte Digital

brand in digital transformation consultants to incorporate the
improve the current digital trans- brand knowledge in their way of

formation approach of Deloitte working?
Dlgltal? Suggested time Type of ex
Research Framework
X Internal
.—,6
O
& on Thepy %. Outcomes Generated
e "o, e
0\ O&Waﬂd OfD,\/ Q/
XS %
& > o O Q. % Conceptual Model Design 1
g & §<‘ & o % S 1 Digital transformation process
Q @ 5 (:9/ % o, for incumbent organizations
it s A 3
Bt i~ )
S = . 5 2,
2 o Theoretical & S Conceptual Model Design 2 Design Brief
- - Framework S = ) | Digital transformation process Val
= S PH for Deloitte Vs RePned Problem Statement . "eP0stca,.d
-% 5 B {3’ S 2 — , validati The initial problem is rePned &fﬁd[@@y
© S © o L3 ;' allcation , : e and formulated as a design o e oy g
o) % \0 g " I The model is validated with 5 challenge g
o \*0 ° S Deloitte consultants
oo o (3 Deloitte Digital, 1 Deloitte How 2 Questions //
’)6 B, o 2 Monitor, 1 Deloitte Human 7 how 2 questions to tackle the — \ -
» Py %% ROA ,,\‘9 Capital) design challenge / B il
20 Design Requirements List — ?
H a . . _—
Analysis Four Hypotheses o=¢ The requirements that design ? ?
for brand DNA elements in -
digital transformation
Methods Used 8 20
\/ Validation
: — ! I The hypotheses are reviewed .
\ 7/
l j ~ ‘ with 2 Deloitte Digital manag- Ideation
i ers.
Individual Ideation - S
literature 6 employee informal observations ’}\ : "_‘
review interviews coffee "
sessions Assumption ) LN\
Assumption + Ideas created
+ Idea Group Ideation
ldea —o
[’:D Experiment 3
_— Experiment 6 ReBect Mash-up Test
ReRecfProposal Team Inter- Test Visioning intervention -
vention moment . .
Design Experiments
Learn
. Learn : Assumption Assumption o -
Assumption ASSUTptIOﬂ Assumption + -
+ + Idea Idea
Idea I";@ Idea Idea 8;| sé@
—o . ReRect : Test  ReRect : Test
Te=i Experiment 7 ReRect Test e _ Experiment 2 Experiment 1
Guild Meeting Presen-Test Experiment 5 = Experiment 4 Organize a session for Organize a session for
ReBect tation Proposal Team ReBect Interactive Coffee  Test the visioning inter- the visioning inter-
Intervention Sessions vention moment vention moment
Visioning intervention
moment
Learn Learn Learn
Fail Fail Fail
Learn Learn hetfinancieeledagblad
. . °, e Worldview
Flnal DESlgn Pro pOS|t|0ns O aveseaing rtures et "
Digital Visions Workshop . . \/
Brand DNA Digital Tool A workshop to help clients create Validation
IJ Al-based internal digital future vision in their digital trans- Desirability aspect validated with; Ambiti
—x— tool which scrapes inter- formation, based on their brand . - 1 senior manager (interview ition
nal documents of the purpose and values. Personality Cards setting) ‘
clients and formulates ]1_0 ?rellpbcreaéwe team It(t) trans- - 1 business analyst (interview
their brand dna Competitive Benchmarkin or e orant persendity in setting)
5 Canvpas 8 the design elements - +20 consultants (presentation &
; la To help Deloitte consultants in short feedback)
conducting competitive bench-
marking
based on the brand positioning
Final Design Deliverable
Digital Ambitions Workshop
7 Validation
I The workshop is tested and
validated in a two hours ses- 101 13
sion that 5 Deloitte Digital Dlgltal Amb|t|0l:|
Workshop Material

employees joined

1) Foreseeing Futures 2) Exploring Values 3) Departing from the core 4) Back to the Future
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