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A journey to sustainable performance in 
the digital age 

By Simon Belousoff

As a master practitioner I see many large 
established organisations challenged by digital 
and customer experience innovation. Boxed in 
by their historical legacy as an enterprise they 
are often unable to move forward to a new and 
better future state; re-inventing yesterday rather 
than progressing to a re-engineered tomorrow. 
In the words that follow I share my contemporary 
perspectives on additional areas to focus on to 
support a successful transformation journey; 
areas that are often underappreciated. Get them 
right to progress to your new world.

Build “adaptability” as an 
organisational capability
The enterprise articulations of “change” and 
“transformation” implicitly suggest that you are 
moving from a static current state to a static 
future state, and that once you have “changed” 
or “transformed” you won’t have to do this again 
for some time. They suggest permanence and 
stability.

Is this the reality we face, or are we now in a world 
of ever-more volatile on-going environmental 
changes; driven by the combination of levers 
such as technological advancement, customer 
expectations, new disruptive business models 
and globalisation, and their ever-increasing 
speed of development and progress.

In this world “adaptability” is a key organisational 
capability, as continual evolution and innovation 
becomes a reality for survival. A static mindset 
of “change” and “transformation” lends itself 
towards always being in organisational catch-up 
mode, a mode where survival is less certain.

Get more digital doers into 
your organisation
We are now operating in a much more dynamic 
world, where there is ever-more demand for 
continuous improvement and innovation. 
This reality puts the focus on truly valuable 
organisational activity; outputs that make a 
difference to the customer experience you offer 
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and the business value you create, and delivering 
these to market with ever-more speed.

Take the time to deeply review and assess your 
current state ways of delivery, particularly all 
the people involved, their roles in the process 
and the levels in your structure. These ways 
of working may have been developed in 
yesterday's more static world, a world that 
could accommodate, sustain and afford a 
more extensive level of "management control" 
overhead. A set-up that no longer works as 
well in the more dynamic worlds of today and 
tomorrow.

It's all a matter of balance and testing what will 
give you the better outcomes and performance. 
If you have too many of these types of roles 
then be aware that you risk embedding 
excessive friction by creating too many low 
value hand-off's, excessive decision points and 
ambiguity in end-to-end ownership: program 
manager, project manager, vendor manager, 
account manager, agency manager, partnership 
manager. Friction that can now no longer be 
accommodated, sustained or afforded.

Make the change. Re-balance your resourcing 
mix to having more digital doers who are "on 
the tools", along-the-lines of these types of 
roles: product managers, service designers, 

user experience designers, tech leads, content 
creators, marketing campaign leads, data 
scientists. These people have an inherent bias 
towards removing friction to make time for 
creating, delivering and innovating.

Design for infinite 
customer engagement 
channels
Not quite, but not too far away from reality!

First came physical retail, then call-centre (with 
IVR as well as a real person), then digital (website, 
mobile apps, email, chat, Facebook, Twitter and 
so on), now voice and virtual reality; all with local 
and global variations. Expect more to come, at a 
faster rate, as we move forward into the future.

And yet many organisations have expanded into 
these new customer engagement channels as 
if they were only a few incremental standalone 
additions; building them in a disconnected/ semi-
connected way, and embedding infrastructure, 
process, business rules and intelligence deeply 
into each discrete channel. Not appreciating, 
in the case of digital for instance, that the 
importance of the new would grow from 
marginal to core. This makes each of them 
more complex, costly, resource intensive and 
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time consuming to integrate and enhance; day 
after day as customer experience expectations 
continue to rise.

Think differently. Re-design your business and 
technology architectures from the perspective 
of infinite customer engagement channels. 
Abstract infrastructure, process, business 
rules and intelligence away from the individual 
channels themselves, as much as is reasonable, 
to a more centralised omni-channel/ channel 
agnostic enterprise layer. Make the integrations 
loosely-coupled to give you the maximum 
future flexibility as new channels become 
available and evolve from marginal to core, and 
existing channels decline, diminish or re-create 
themselves.

Assume everyone has access 
to the foundational tech
Cloud services; IaaS (Infrastructure-as-a-Service), 
SaaS (Software-as-a-Service), PaaS (Platform-as-
a-Service), will continue to revolutionise the way 
we design, build and maintain digital software 
and platforms. They have changed the paradigm 
by democratising enterprise grade services 
to the extent that you should now assume 
that everyone has access to sophisticated 
foundational tech on a pay-as-you-go/ use basis.

Great for those who were previously unable to 
access or afford this; small, medium and large 
corporates below enterprise size, organisations in 

less developed regions or nations, entrepreneurs 
and start-ups.

Not so great for legacy organisations who were 
previously able to rely on enterprise grade 
services to support their competitive advantage 
and act as a protective barrier to entry; by being 
of that rare size to be able to afford to pay the 
ongoing licensing and hardware costs, as well 
as resourcing the typically large teams required 
to implement and maintain the systems (often 
leading on to "we do all this in-house and that's 
the only way" syndrome). This advantage is now 
greatly diminished.

If you are an enterprise realise and embrace this 
change, and better leverage the benefits of 
cloud services. Re-balance your IT resources to 
focus even more on the generation of high value 
customer experiences and creating business 
value, whilst you "outsource" your lower-order 
foundational tech to the cloud.

Create time to build value
Financial metrics have traditionally been the 
dominant benchmark of business value creation. 
The relevance of this being driven by capital 
constraint and cost; money was expensive 
to acquire and the pool of capital was <<< the 
businesses, projects, ideas or people seeking it.

Are financial metrics as significant as they once 
were? In today's world of global markets, financial 
competition, open border capital flows and 
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money creation, the relative cost of/ constraints on 
capital have been diminished; if you want money 
you tend to be able to get it.

If not money, then what is today's better 
complementary measure of value; the 
contemporary resource that is scarce, precious and 
tradeable? It's time.

Time is scarce and precious because it is 
perishable, and its tradability comes in the form 
of savings; simple, fast and easy experiences, 
real-time performance, 24/7/365 availability, 
removal of bottlenecks and blockages, agile 
delivery, frictionless end-to-end, digital self-
service, personalisation, etc. In a world where 
everybody wants to fit more into every minute of 
every day, time has become the most valuable of 
commodities.

Yes, financial metrics are important; however, they 
are no longer exclusively dominant. Time kpi's, 
such as customer effort scores, need to find their 
way into your benchmarks and into your ways of 
working.

Giving your customers back time, i.e. "creating 
time" for them, will build business value for 
your organisation. Time is money is now a truer 
enterprise reality than ever.

Ensuring that these additional areas are taken into 
account will support a successful transformation 
for your organisation. Actioning them 
appropriately will mark your enterprise as best 
practice on the journey to the re-engineered digital 
business of today and tomorrow.


