
4     CUSTOMER RELATIONSHIP MANAGEMENT   |   SEPTEMBER 2019 www.destinationCRM.com

CUSTOMER EXPERIENCE

H
E R E  I S  the digital dilemma captured in two 
sets of statistics: Eighty-nine percent of exec-
utives believe digitization will disrupt their 
business in 2019, yet less than 33 percent of 

executives believe their digital strategy is correct; mean-
while, spending on digital transformation initiatives will 
exceed $2 trillion in 2019, yet fewer 
than 85 percent of digital trans-
formation initiatives fail to deliver 
expected results.  

How to overcome the digital 
dilemma? Best-in-class companies 
implement digital assessments to 
ready their organizations for long-term digital leader-
ship. The assessment is an intuitive look into the key ele-
ments of people, process, and technology that impact an 
organization’s ability to drive digital excellence. A digital 
assessment typically combines an organization’s internal 
knowledge with external, objective opinion regarding 
best practices and digital leadership in related markets. 
It cannot be strictly an internal view, as that is generally 
far too limited.

A typical digital assessment consists of six steps. Steps 
can be modified on an individual basis to reflect the 
uniqueness of your organization.

STEP 1: Initial Scoping Session, Background 
Materials Review, and Coordination

This initial session raises these types of scoping 
questions:

•    How broad and deep should the digital assessment be, 
and where should you focus your efforts?

•     What is the timeline/project schedule for the digital 
assessment?

•   Which personnel will participate in the digital 
assessment?  

Be sure to keep the digital assessment’s scope tight. For 
example, one ISM customer decided its digital assessment 
would focus solely on its commercial website and related 
commercial digital assets and purposely exclude its resi-
dential and company websites and related digital assets.

STEP 2: Review Business Direction with 
Executive Team and Experts

• Hold one-on-one interviews with the organization’s 

executive team to determine business direction and 
how they envision digital sales, marketing, and cus-
tomer service fitting into these plans.

•  Consult with internal subject matter experts and/or 
external consultants to assess how digital sales, mar-
keting, and customer service tools and techniques can 
help achieve your organization’s business direction.

STEP 3: Perform a People/Organizational 
Readiness Assessment

•  Review your organization’s digital governance struc-
ture, training, communications, reward/incentives, 
and other cultural issues to understand your compa-
ny’s ability to lead and support digital efforts. 

•   Evaluate usage of your organization’s digital assets, 
including your website, social media efforts, and 
more.  

•   Chat with internal users of your organization’s digi-
tal tools to determine whether current users feel the 
“what’s in it for me” is obvious and meaningful.

•   Chat with your external distribution channel mem-
bers, influencers, and end customers to determine 
how they would like to digitally interact with your 
organization.

STEP 4: Review Core Processes in Support of Digital 
Sales, Marketing, and Customer Service Efforts

•  Review core sales, marketing and customer service 
processes, both digital and non-digital. How can core 
processes in support of digital sales, marketing, and 
customer service efforts be improved?

•   Compare your organization’s current efforts against 
best-in-class digital business processes.

•   Determine what digital business process improve-
ments may be in order and what changes need to be 
made to existing/planned digital tools and techniques.

STEP 5: Perform a Technical Assessment
The focus for the technical assessment is to document 

the capabilities of your organization’s current digital tech-
nologies and how these capabilities compare with best-in-
class organizations.

•   Review your current/planned digital platform.
•   Review your data organization, utilization, and secu-

rity, as well as your data integration needs.

6 Steps for Creating and Leveraging 
a Digital Assessment    

Here’s how to ready your organization for digital leadership
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Get Your CONTENT MARKETING  
on Track … Or Get Left Behind.

“Resistance may be futile as so-called ‘digital natives’ set trends and increase their purchasing power, 
but this good-natured book makes the pill a tad more palatable. A�er all, Cramer cautions publishers, 
‘If you’re still resisting custom content, you’re already years behind your customers.’”

—Kirkus Reviews        

Marketers and brands are eager to cash in on the content marketing 
craze, but as EContent’s Theresa Cramer points out, relatively few firms 
are doing it well. In fact, while a recent study shows that 90% of B2C 
marketers now have content marketing programs, just 34% rank their 
efforts to date as effective. In this book, Cramer’s savvy guidance—drawn 
largely from incisive profiles and interviews with successful content 
marketers—demystifies the discipline and presents tactics and strategies 
that are working today. Cramer offers definitions and background, 
highlights minefields and misfires, and describes exciting new roles  
and opportunities for marketers, publishers, and journalists.

Inside Content Marketing is more than a how-to guide—it’s an engaging, 
perceptive, and must-read business title for anyone who wants to make it 
in content marketing and thrive in the Age of Brand Journalism.
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Look for Inside Content Marketing wherever books and ebooks are sold, or order direct from the publisher. 
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