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There is a lot of misunderstanding about 
digital transformation—about what it takes 

for legacy businesses that grew to scale 
before the Internet to adapt and achieve their 

next stage of growth. In my book, “The Digital 
Transformation Playbook,” I explain how 

businesses need to learn to think differently about 
5 familiar domains of strategy: Customers (from 

passive targets to dynamic networks), Competition 
(from products to platforms), Data (from silos to 

strategic asset), Innovation (from top-down planning 
to experimentation) and Value (from defending to 

adapting).

But, developing a new strategy for growth in the digital 
age is not enough. You have to be able to execute it. The 

gap between strategy and execution is a critical one, 
which makes it a timely topic for this new study conducted 

by HCL. What we can learn from the research are the key 
elements that many businesses are still missing as they seek 

to convert a digital strategy into a roadmap for execution and 
deployment. These lessons will be vital for many businesses as 

they take the critical next step on their digital transformation 
journey, from new ways of thinking to new ways of doing.

DAVID ROGERS
Author, “The Digital
Transformation Playbook” &
Faculty, Executive Education
at Columbia Business School

Realizing the unfulfilled promise of digital transformation

While a lot is being written these days about digital strategy 
and digital transformation, we wanted to learn more about 
what it takes to, in a phrase, “get digital done.” And I hope you 
find the results of this study of 340 large global enterprises 
as insightful – and sometimes as surprising – as we did. 

Moving from smart digital strategy to effective digital 
execution requires the purposeful-yet-measured 
orchestration of various elements. And this is no easy 
task, as the survey results indicate. Although digital 
transformation is very much a priority for 73% of the 
companies surveyed, only 26% believe they are 
reaping the benefits of digital transformation. The 
aim of this report is to help you formulate a plan, or 
contribute meaningfully to a plan, that gets digital 
done at your company or department. 

I can guarantee you one thing, based on my 
experience partnering with scores of enterprises 
struggling with similar execution challenges: 
The rewards of successful digital execution are 
commensurate with the effort!

ANAND BIRJE
Head of Digital & Analytics
HCL Technologies
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• Many enterprises are still focusing on isolated, low-impact digital projects.      

• Companies lack visibility into the processes that drive business operations and customer 
experience-two prime targets for digital transformation.     

• Although there is widespread investment in transformative technologies such as cloud, 
mobility, and analytics, investments in digital “seed technologies”-such as APIs, DevOps, 
and micro-services-is lagging.      

• A strong data backbone is at the core of digital transformation, yet companies continue 
to be overwhelmed by the volume and variety of available data.  

• Many enterprises lack tools to accurately measure the impact of digital transformation 
initiatives.     

• While companies report a shortage of digital skills and resources, a relatively small 
percentage are leveraging their ecosystem of vendors and partners.    

Most global enterprises-whether they’re an online retailer developing a new customer-facing 
app or an energy company overhauling its industrial processes have come to realize that 
digital transformation is essential to creating competitive advantage, improving business 
agility, and driving innovation and profits. But while the rewards are by now well understood, 
getting there is another matter.

To better understand both the challenges companies face in becoming digital enterprises 
and what contributes to their success and failure, HCL Technologies in collaboration with 
StraightTalk, commissioned a survey of 340 large global companies in nine industries.

These all lead to the central finding of the study: Although 70% of the companies surveyed 
claimed to have a formal digital strategy, documented and agreed on by all stakeholders, 
just 10% said they have a plan to fully deploy that strategy! It comes as no surprise, then, 
that only 26% reported they are reaping the benefits of digital transformation projects.

Still, there are examples of well-established companies taking control of their digital future.  
Several unsung digital success stories are covered in this report.

And while the survey revealed a huge gap between digital strategy and execution, it also 
suggested a number of practical steps that companies can take to avoid getting stalled on 
the journey from strategic vision to execution. 
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EXECUTIVE SUMMARY

70% 10%
ORGANIZATIONS WITH 
FORMALIZED DIGITAL STRATEGY 

ORGANIZATIONS WITH 
DEPLOYMENT PLAN 



Digital transformation is undeniably at the 

centre of most business and IT decision makers’ 

plans. Of the survey respondents, 73% believe 

that it is very much a priority and 78% are, in 

fact, already implementing digital projects.

The problem is that in many cases these are 

isolated initiatives, often undertaken in response 

to narrowly defined issues and existing apart 

from any comprehensive digital strategy.  In fact, 

even among companies that have developed a 

formal digital transformation strategy, nearly 

half say that it covers only part of the 

organization.

Of course, a comprehensive digital strategy 

requires planning at the highest levels of the 

organization. And the larger you are, the 

tougher that gets. Seventy-nine percent of 

organizations with 3,000 – 5,000 employees 

reported that they have a formal digital 

transformation strategy. Only 60% of 

organizations with 5,000-plus employee 

organizations have one. 

Another indication of the piecemeal approach 

taken by many global companies: Only a third of 

respondents said they use methods such as 

Design Thinking, which looks at a customer’s 

overall experience with a company, in 

developing a digital transformation strategy.

TO PIECEMEAL PROJECTS
PUT AN END  “START SMALL AND

BUILD FROM THERE”

1

78% 46%
IMPLEMENTING 
DIGITAL PROJECTS 

HAVE FORMAL DIGITAL 
STRATEGY BUT IT 
COVERS JUST PART OF 
THE ORGANIZATION 

IN MANY CASES THESE ARE 
ISOLATED INITIATIVES, OFTEN 
UNDERTAKEN IN RESPONSE TO 
NARROWLY DEFINED ISSUES.
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and production

Media,
entertainment
and leisure

Retail,
distribution
and transport

IT, technology
and telecoms

What are the drivers of digital transformation 
in your organization?

DRIVERS OF DIGITAL

What are your organization's biggest digital transformation 
implementation priorities?

29%

25%

79% 69% 64% 48% 46% 40%

58%58% 79% 53% 42% 47%

73% 79% 61% 58% 48%
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69% 89%

At its most successful, the digital journey will 
result in a fundamental business 
transformation, one that creates a superior 
user experience – for employees and 
partners, as well as customers – through the 
re-imagination of existing business processes. 
And while digital technology and platforms 
are powerful transformation tools, they are 
only effective with the right processes. That’s 
because a superior customers experience is 
one that is seamless across all of a customer’s 
touchpoints with a company. And creating 
that seamless experience can be seriously 
hindered – or enhanced – by the supporting 
business processes.  

To transform business processes in the 
manner that digital transformation demands, 
organizations first need to gain complete 
end-to-end visibility into them, the systems 
that support them, and the people who make 
them go. And this isn’t easy.

Unfortunately, a staggering 89% of survey 
respondents claimed that a lack of visibility 
into existing processes hampers their digital 
projects. It’s no wonder then that only 45% of 
respondents claimed to offer a completely 

seamless customer experience throughout 
the customer journey – a figure that was were 
even lower in industries like retail, 
manufacturing, and life sciences. 

For digital transformation to be effective, it is 
critical to have a holistic view of how 
customer experiences and business 
processes interact– and this needs to extend 
beyond traditional process mapping and 
engineering. To be a successful enterprise in 
the 21st Century, business processes need to 
be reinvented and reimagined by keeping the 
customer user at the center. And if the 
customer is going to be at the center, you 
need to have a deep understanding of that 
customer’s experience with your 
organization, at every single touchpoint. 

IMPROVING CUSTOMER 
EXPERIENCE A TOP DRIVER OF 
DIGITAL TRANSFORMATION  

LACK OF VISIBILITY 
INTO EXISTING 
BUSINESS PROCESSES

2
YOUR BUSINESS PROCESSES

AND CUSTOMER EXPERIENCE

GET INSIDE  “BUILD IT AND
THEY WILL COME”

CREATING A SEAMLESS 
CUSTOMER EXPERIENCE CAN BE 
SERIOUSLY HINDERED – OR 
ENHANCED – BY THE SUPPORTING 
BUSINESS PROCESSES.
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DIGITAL’S MESSAGE TO 
MARKETING: YOU BETTER 

GET IT RIGHT

MATT PRESCHERN
Chief Marketing Officer
HCL Technologies

Customer experience and customer engagement are two of the top drivers for digital investment, according to this 
survey. And yes, the impact of digital on the Marketing function can be truly transformational.

But, let me take that one step further and say that, by leveraging the power of digital technology, Marketing can 
have a transformational impact on the enterprise!

I have seen first-hand how effective marketing organizations have become owners of customer engagement and 
experience using digital technologies. Multi-channel applications, integrated with vast amounts of transactional and 
unstructured data, provide modern marketing organizations with a single-pane-of-glass view into the customer 
journey. This enables them to design personalized engagement, improve business outcomes and, most importantly, 
foster customer loyalty. 

The time for digitally “elevated marketing” has arrived. Successful marketing organizations will embrace the power 
of digital technology without hesitation.

Matt Preschern has been  named one of the world’s 20 most influential CMOs in 2017 by Forbes Magazine.

To what extent is not fully understanding
your existing business processes slowing your
organisation’s digital transformation efforts?

A DRAG ON DIGITAL TRANSFORMATION

BASE: ALL
RESPONDENTS

A lot

Somewhat

Not a lot

Not at all

Total

Energy, oil/gas
and utilities

32%

53%

21% 63% 13%

41% 51% 8%

35% 50% 13%

17% 67% 17%

15% 70% 11%

47%

57% 9% 2%

3%

0%

0%

3%

4%

0%

Financial
services

IT, technology
and telecoms

Manufacturing
and production

Media, entertainment
and leisure

Retail, distribution
and transport
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CASE STUDY

A leading logistics and shipping provider was 
having trouble providing a consistent online 
experience to the customers. This gave them the 
opportunity of not only revamping their website 
but also focus on the complete customer journey.

On this journey the organization realized that 
customer data was residing on more than 30 
different applications – and there was no single 
window into the customer journey.

Looking beyond the cosmetic aspects of the 
experience allowed the Logistics company to 
understand the fundamental reasons behind their 
customer experience issues.

This insight inspired the company to take a 
different course of action. Using design-thinking 
they could map out the customer journey and 
understand those touchpoints which most 
impacted the User experience. They were able to 
improve and integrate those touchpoints better 
and consolidate customer data by implementing 
modern digital applications and big data 
solutions.

The impact of using a design-led approach and 
taking it through to execution was evident. A 
simplified and better-integrated  web presence 
powered a consistent online experience for its 
customers. This has resulted in a 28% reduction in 
call center volumes for shipment tracking and a 
20% reduction in customer churn.
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One key finding of the survey was that most 
companies define their digital transformation 
strategies by referring to broad technology 
platforms rather than the more specific 
“building block” technologies that make up 
those platforms.

The top focus area for digital investment 
among the companies surveyed were cloud 
(71%), big data (58%), mobile (57%), and IoT 
(44%). Far fewer respondents referred to 
digital “seed technologies,” such as APIs, AI, 
Microservices, DevOps, and low code. Yet 
these are the capabilities essential to the 
success of broad-based digital 
transformation.

Cloud computing was rightly recognized as 
one of the biggest contributing factors to 
digital success. But without investments in 
the building-block technologies of cloud, 
firms can’t hope to create platforms which 
make the most of the cloud for speed, scale 
and efficiency – something that is second 
nature to “Cloud Native” companies. In fact, 
just 25% of respondents said their 
organization was fully cloud native, 
highlighting the fact that many organizations 
still have a partial view of what cloud and 
digital technologies can do for them in terms 
of executing their strategy.

The same is true of integration. Despite being 
a key ingredient for effective digital-ready 
architectures, only 29% of respondents said 
their systems were fully integrated with their 
partners and just 21% were integrated with 
vendor systems. APIs in particular are a key 
technological building block to achieve such 
capabilities – and less than half the 
respondents have made formal investments 
in an API-first stance.

These findings confirm our point of view on 
the current state of digital technology 
depicted in what we call the Digital 
Technology Footprint. It classifies enterprises 
as either being “Digital Aspirants” or as 
“Digital Natives” and maps their use of 
different technologies.  To fulfill their digital 
transformation objectives, Digital Aspirants 
need to maximize existing investments on 
broad technologies while increasing 
investments in the seed technologies.

Digital applications and platforms are what 
make digital-led business transformation a 
reality, through the power of platform 
innovation and application modernization. As 
markets and technology continue to evolve, 
API-first, modular, open, highly available and 
business-ready platforms are a prerequisite. 

INVEST IN THE
GRANULAR

“SEED TECHNOLOGIES”
OF TRANSFORMATION

“ALL WE NEED IS THE
CLOUD AND SOME

MOBILE APPS”

08

64% 94%
INVESTING IN DIGITAL TO 
LEVERAGE THE LATEST 
TECHNOLOGIES 

FIND IT DIFFICULT TO 
KEEP UP WITH THE PACE 
OF CHANGE 

3
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Cloud
computing

Big data
analytics

Mobile

Internet
of Things

APIs

Microservices

DevOps

Cognitive
computing

AI/
automation

Low
code

What digital capabilities and technologies is 
your organization currently investing in?

DIGITAL INVESTMENT PRIORITIES

71% 79% 63% 75% 68% 58% 74%

58% 68% 66% 56% 63%

33%

58%

57% 68% 58% 56% 48% 50% 64%

44% 58% 40% 43% 45%

33%

55%

41% 68% 53% 39% 25% 33% 30%

39% 37% 39% 39% 45% 25% 40%

34% 42% 32% 34% 23% 17% 30%

32% 21% 35% 36% 46% 17% 19%

29% 68% 26% 28% 25% 0% 23%

23% 21% 23% 21% 18% 8% 25%
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One of the world’s largest quick-service 
restaurants operated a franchise model, with 
localized ownership of marketing activities. This 
meant that each market had its own messaging 
and assets, and carried out its own marketing 
activities. This led to a number of challenges, 
including a lack of visibility and control during the 
digital engagement and marketing process; high 
website and promotion building costs; and a lack 
of data and insight to understand the customer 
journey and to make business decisions.

There were lots of problems to fix, and while the 
need for a strategy to create a unified customer 
engagement platform was clear, it wasn’t clear 
how it could be executed quickly and effectively. 
After carefully studying the current distributed 
way of doing localized marketing, the restaurant 
chain implemented a next-generation, 
social-ready integrated web marketing platform. 
They then built a set of standard applications on 
that platform to provide consistent functionality 
to all franchisees and local/regional marketing 
organizations, through a “service catalog.” 
Furthermore, through an API-first modular 

architecture, local entities were empowered to 
easily build in their own customization, while 
maintaining basic standard functionality and 
brand consistency. All this was powered by 
centrally managed data stores and analytical 
engines which enabled cross-sharing of 
information and insight. 

The impact of this technology-fuelled marketing 
transformation was felt almost immediately. 
Orchestrating global promotions, campaigns, and 
product launches became seamless – even after 
allowing for local customizations. Since all 
marketing services could be picked off a catalog 
and easily customized, the cost of on-boarding 
new markets plummeted by 90%. Centralized 
access to data and insights in real-time allowed 
the business to make quick decisions and 
optimize marketing spend wherever possible. 
And the wealth of insight provided at a global and 
local level allowed marketing teams across the 
organization to create effective campaigns, 
tweaking them in real-time to maximize ROI.

CASE STUDY
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It is clear that advancements in deriving insight 
from vast distributed big data stores have been 
a core component of the digital revolution. 
Access to the right data at the right time allows 
organizations to build powerful applications 
that are personalized for their customers and 
provide remarkable experiences. 

But even with technological advances, the sheer 
volume and variety of customer and operational 
data that any modern organization produces 
can be a severe roadblock to effective digital 
execution.

A common challenge is that this data typically 
resides on different systems and in different 
formats, making it difficult to track and analyze. 
As a result, over 81% of survey respondents said 
they were overwhelmed with the volume and 
variety of data needed to drive digital 
transformation. Further highlighting the gap 
between strategy and execution, only 39% 
believe that a strong data and analytics 
backbone is an important priority, despite the 
obvious need for effective analytics tools.

The problem seems to be not giving the role of 
the data the importance it deserves. As long as 
data transformation initiatives are handled with 
pre-defined objectives that are not aligned to 
larger digital objectives, data-driven digital 
platforms will never come to life. For example, 
are architects designing a customer 

engagement platform thinking through the 
entire data universe that potentially can make 
the difference between a seamless and a broken 
experience? Are they building data-driven 
insight right into the customer workflow? In a 
similar vein, while re-engineering business 
processes, are they providing the necessary 
data hooks that can serve as process inputs for 
purposes for streamlining?

Data cannot be an afterthought in digital 
transformation projects. Enterprises which have 
successfully implemented digital projects 
understand the value of including data 
architecture and platform design as an integral 
part of overall digital platform design.  
Ultimately, by using this information, 
organizations can offer more value-added 
functionality and personalized services and 
drive the unified experiences that will help them 
realize digital transformation-led outcomes.

DEAL WITH
THE DATA

“LET’S BUILD SOME DIGITAL APPS 
FIRST, WE CAN ALWAYS PLUG

IN THE DATA LATER”

81% 39%
OVERWHELMED WITH 
VOLUME AND VARIETY 
OF DATA

BELIEVE BUILDING DATA 
AND ANALYTICS 
BACKBONE IS A PRIORITY 

      We are looking at different streams 

of data to understand what are those 

points that we can make better in the 

customer journey.
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CASE STUDY

Faced with decreasing sales volumes due to a 
shrinking market and increased competition, a 
large telecommunications company recognized 
the need to be laser-focused on changing 
customer requirements and respond faster than 
its competition to create unique products and 
services. The company sought to develop a 
digital transformation strategy that would enable 
it to use data-driven platforms to help it catch up, 
and even surpass, its competitors.

Although the telecom company had begun 
transforming their application landscape to a 
modern micro-services-based, cloud-first 
architecture, it was still unable to gain true 
customer insight, due to the technical limitations 
of its existing platform to process unstructured 
and semi-structured data. In addition, growing 
data volumes were creating bottlenecks, and 
correlating data from multiple sources was a 
challenge, slowing down other digital 
transformation projects.

This inspired a renewed focus on building an 
integrated enterprise-wide data architecture that 
leveraged cutting-edge big data management 

and analytics capabilities. This not only provided 
the business with visual access to real-time 
customer insight, it also allowed digital platform 
architects and developers to integrate powerful 
data-sets and insights into applications that 
supported business operations. Through 
data-driven insight the company was able to get 
relevant and timely products to market much 
faster than their competition, reducing customer 
churn rates by 50% and increasing revenues by 
more than 10% in just one quarter.



The gap between a digital transformation 
strategy and its execution can grow even 
wider if organizations do not use the right 
tools and frameworks to measure digital 
maturity. Despite this, only 39% of 
organizations surveyed said they always 
use tools and frameworks in assessing their 
digital maturity. This figure needs to rise if 
IT and business leaders are to successfully 
realise their digital transformation vision.

The study also revealed that 62% of 
organizations find it difficult to understand 
the outcome or impact of digital 
transformation projects. This is a symptom 
of the fact that these initiatives often begin 
with aspirational rather than clearly defined 
goals. Saying you want digital to “get closer 
to your customers” or to “streamline 
business processes” is fine as a high-level 
statement, but teams need more 
comprehensive and detailed goals to work 
towards. Anything less creates unnecessary 
confusion about whether a project has 
been successfully completed or not.

For digital transformation to be successful, 
targets need to be set from day one in 
order to make progress measurable. Targets 
should not only be restricted to business 
KPIs but also to execution and outcomes. 
Analytics should also play an important 
role; measuring the user experience will 
provide the insights that will inform the 
ongoing improvement of digital 
transformation initiatives.

MAKE 
TRANSFORMATION 

MEASURABLE

“DIGITAL TRANSFORMATION 
HAS ONLY ONE MEASURE - 

BUSINESS GROWTH”

5 5

73% 62%
DIGITAL TRANSFORMATION
A PRIORITY IN THE 
ORGANIZATION 

DIFFICULTY UNDERSTANDING
THE OUTCOME/ IMPACT OF DIGITAL 
TRANSFORMATION PROJECTS

     The key challenge to any 

transformation is organizational inertia 

and reluctance to change. I focus on 

clearly communicating the business 

vision, ensuring that the technology 

strategy enables business success and 

evangelizing the change.
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Three-quarters of survey respondents said 
that IT is the key stakeholder in defining the 
organization’s digital transformation 
strategy, above both senior management 
(65%) and the C-level (56%). Yet CIOs and 
their teams have a huge range of demands 
placed on them, many related to more 
immediate tactical concerns than long-term 
digital plans.  After all, somebody still needs 
to keep the lights on! That means not all can 
devote the resources necessary to seeing 
complex digital transformation projects 
through to a successful conclusion.

And that’s only one of numerous challenges 
faced by the CIO and his or her team. For 
example, access to the right digital skills 
was noted as a key challenge by 44% of 
respondents. And while nearly two-thirds of 
organizations cited “allowing them to use 
the latest technologies” as a key driver for 
digital transformation, more than 90% said 
they find it challenging to keep up with the 
pace of digital change. 

Certainly, although technology is never the 
“single” answer to a business challenge, it is 
a critical part of the overall digital Journey. 

This makes it somewhat surprising that only 
a quarter of the organizations surveyed 
outsource the implementation of their 

digital transformation projects to third 
parties. Expert partners can bring a huge 
amount of experience, quality, and 
resources to a digital transformation 
initiative, in areas such as data and analytics 
– capabilities which IT and business leaders 
increasingly find hard to source from within 
the organization. As a result, partnering 
with experts for digital implementation can 
work out to be beneficial and cost- effective 
in the long run.

Digital disruption can come from anywhere 
today. IT and business leaders are under 
tremendous pressure to get transformation 
projects right, and to make inroads early on 
to reassure stakeholders things are headed 
in the right direction. Failure to do so can 
lead to customer attrition, as rivals gain a 
competitive advantage. In this kind of 
scenario, a trusted partner can help turn 
potential failure into resounding success.

Bringing digital to Life: Bridging the gap between strategy and execution 14

EXPERT PARTNERS CAN BRING A 
HUGE AMOUNT OF EXPERIENCE, 
QUALITY, AND RESOURCES TO A 
DIGITAL TRANSFORMATION 
INITIATIVE.

LEVERAGE
YOUR ECOSYSTEM

TO BUILD DIGITAL
EXECUTION EXPERTISE

“WE CAN BUILD ALL
THE RIGHT SKILLS

HERE, IN HOUSE”

44% 24%
LACK OF INTERNAL DIGITAL 
SKILLS/KNOWLEDGE A 
CHALLENGE 

OUTSOURCE IMPLEMENTATION 
OF DIGITAL STRATEGIES TO 
THIRD PARTIES  

6



What do you feel are the barriers/challenges towards your organisation 
achieving its digital transformation goals?

Digital transformation is the “new normal” for 
global enterprises, an opportunity to continuously 
improve the organization in innovative new ways. 
So it’s vital to get this right. And that means more 
than simply setting the right digital strategy. It 
means executing on that strategy. Unfortunately, 
as this report has revealed, organizations are still 
struggling with a disconnect between strategy 
and execution, with only a small percentage of 
companies having a comprehensive strategy that 
includes deployment planning. This prevents 
organizations from fully realizing their digital 
goals – no matter what they are.

Turning strategy into action is certainly 
challenging. With a firm commitment to the 
objectives of Digital Transformation and 
unwavering focus on execution, Enterprises can 
successfully reimagine themselves as Digital 
companies. 

Legacy
technology

Lack of skills and
knowledge internally

Data security or
governance concerns

Lack of time/resource
to implement

Lack of
investment

46% 44% 38% 33% 29%
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WHO WE SURVEYED
For this report, HCL Technologies in collaboration with StraightTalk,
commissioned a survey of 340 executives

$10 BN - $50 BN

29%
$2 BN - $5 BN

37%

$5 BN - $10 BN

32%

Average global annual revenue of surveyed organizations 4%

6%

10%

12%

16%

18%

18%Financial
services

IT, technology
and telecoms

Retail, distribution
and transport

Manufacturing
and production

Business and
professional services

Energy, oil/gas
and utilities

Media, entertainment
and leisure

In nine industries

From around the globe

With responses from a mix of business and IT decision makers

US

UK

Germany
Nordics

Australia &
New Zealand

Singapore

ITBusiness

70% 30%



ABOUT DIGITAL & ANALYTICS (BY HCL TECHNOLOGIES)

Recognized a global leader for digital transformation services by leading industry analysts, HCL's 
Digital & Analytics practice helps make digital real for large and complex enterprises globally, across 
industries. We help our customers discover and rethink their business processes to rethink User 
Experience and Operational Efficiency journeys. We enable execution of these transformations with 
business process redesign, modern platforms and integrated analytics to deploy digital strategies 
effectively. 

HCL was an early adopter and evangelist of modern applications approach to building applications 
by leveraging micro-services, API and supporting this with a strong devops and agile capability. We 
also bring in analytics and insights across the enterprise value chain. We have helped enterprises 
create “Composable IT platforms” to increase agility and bring digital transformation to the core of 
the enterprise. 

HCL’s Digital Technology Footprint ™ is a comprehensive services framework to address the 
technology needs of enterprises on the journey to Digital Transformation. It aligns and integrates 
cross-functional services, competencies, tools, technologies, partnerships and talent from across 
HCL to offer a catalog of services designed to power your digital journey. 

Know more at https://www.hcltech.com/digital-analytics-services
or write to us at digitaltransformation@hcl.com

ABOUT VANSON BOURNE
Vanson Bourne is an independent specialist in market research for the technology sector. Our 
reputation for robust and credible research-based analysis, is founded upon rigorous research 
principles and our ability to seek the opinions of senior decision makers across technical and 
business functions, in all business sectors and all major markets.

For more information, visit www.vansonbourne.com
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