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Digital Transformation 

D E S I R ED  O U T C O M E S  F O R   

F A S T  M O V I N G  C O N S U M ER  G O O D S  B R A N D S  
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Benefits 

Customer engagement 

Operations Optimization 

Employees Empowerment 

Transformation of current product. 

  

The real cost of digital transformation 
What i s  the bus iness  case for  the new way of  do ing th ings?  

Costs 

Financial (One Time and Recurring) 

New Processes Integration  

(Awareness & Application) 

Culture Change Effort 
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Non 
Actionable 
Precision 



4  The BRAND  

Adapted from  

The “visibile “shorthand to the 
business infrastructure 

The bedrock of the “visibile brand” 

The start of effective 
competing. 

The marketing “push” levers. 

Potential Sources of Competitive 
Advantage 

The bedrock of the company. Strong Suply Chain                                                                   Effective Selling 

Low cost operation                    High service levels 

Efficient production                 Strong R&D 

High Quality Products/Services 

Price - Merchandising - Advertising/PR  

 
SYMBOL 

Brand name  
 

What is Seen 

What is Not Seen 
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Operations Optimization 

Strong Supply Chain 
 
Own Purchasing participating in  
Global Digital Purchasing Pools 
 
Digital Tracking of Orders 

Effective Seling 
 
Interoperability with KA  
(ERP dialogue)  
 
Interoperability with 
Distributors (data exchange) 

Low Cost Operation 
 
Forecasting (SOP) using AI 
 
Electronic Warehouse 
Management (EWM) 
 
 

High Service Levels 
 
EWM - Eliminate OOS by SKUs 
 
ERP Dialogues -Scheduling 
Delivery 
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Customer Engagement 

Pricing 
 
Pricing Monitoring 
 
Dynamic Pricing 

Advertising/PR 
 
Owned: SEO/Social media act. 
 
Paid: Digital advertising 
 
Earned:  Digital PR  
(social media/influencers) 

Merchandising 
 
In Store Execution  
(Monitoring &Scoring) 
 
 

CRM 
 
Call Center operations 
Chatbots 
Database Marketing 

Paul Markovits  2021 – Unity Group 



7 CUSTOMER JOURNEY MAP 
H a p p e n i n g  A L L  i n  t h e  d i g i t a l  r e a l m  -  O N L I N E  

AWARENESS CONSIDERATION PURCHASE RETENTION ADVOCACY 
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PRODUCT 

AWARENESS 

PRODUCT 

RESEARCH 

STORE 

VISIT 

PRODUCT 

PURCHASE 

PRODUCT 

RECEIPT 

PRODUCT ISSUE 

& RESPONSE 

SOCIAL 

COMPLAINT 
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Employees Empowerment Transformation of   current product 
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Production & warehousing personnel 
(automated entries – scanners) 
 
 
Sales staff   
(digital order taking/invoicing/CRM - tablets) 
 
 
Marketing 
(Digital dashboards) 
 
 

E-commerce readiness 
 
 
Traceability 



Thank you very much  
for your attention 
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