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What you may and may not know about the digital transformation

It’s about much more than “going digital.”

Digital Transformation is a journey, not a
destination, and will last decades.

70% of all digital

transformation
It is creating new market dynamics, new

customer opportunities, new sources of prOJects fail.

value and profits.
Despite hiring legacy
management consultants to
help them create their
strategy.

It is massively disrupting the status quo
and will keep doing so.



INTELLIGENCE THAT WORKS

The connected economy’s foundation is nearly 30 years in the making

New technology will accelerate the momentum and developer interest.
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Digital transformation’s potential is profound but it’s still early days

Digital is becoming a starting point for all activities, regardless of where they are consumed.
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Consumers are embedding
digital in everyday activities

88.5% of consumers in the U.S.
engage in at least one digital activity
in Q1 2023 (88% in Q1 2022).

16.7% more U.S consumers
engage in at least one digital activity
on a daily basis in Q1 2023
regarding Q1 2022.

Network effects accelerating
organic growth of digital

A 10% increase on digital
engagement in Shopping activities,
generates a 7% increase on digital
engagement in groceries activities,
and a 6.9% on health related and
travel related activities.

The big opportunities remain to
increase share of transactional
activities — shopping, healthcare,
dining/eating

* 85% of consumers in the U.S
engaged in at least one digital
transactional activity in Q1 2023
(83% in Q1 2022).

A quarterly study of a total of between 15-20 thousand consumers in 11 countries since January 2021

= BRG

And to monetize attention by
embedding digital and commerce
into those activities that are not
as digital today

* 72% of U.S. consumers (185 million)
are interested in using a super app.

+ 203 million (78%) of U.S. consumers
used a streaming service in the last
month.

* 94 million (36%) of U.S. consumers
engaged in a telemedicine
appointment in the last month.
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Why the digital transformation will change every business

An end to the status quo as new experiences and intermediaries emerge.

Digital is no longer
a channel

Connected devices and
technology shorten the
distance between the
customer and the brand and

move commerce to the edge.

Industries are defined by
what customers do, not
what companies produce

Platforms connect activities
into ecosystems and spawn
new competitors

Companies are
empowered to break
from conventional
industry norms and
business practices

Technology and embedded
payments create new business
models, richer customer
economics and threaten long-
standing intermediaries

Q
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Platforms use technology
to turn “incumbent
loyalty” into their
business opportunity

APIs and microservices
minimize the time and cost
of switching by making
innovation modular and
plug and play

Al levels the competitive
playing field

GenAl foundational models
and apps makes this powerful
technology more accessible
and affordable
to all businesses while all Al
technologies are being
developed and improved
rapidly.
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01. Physical becomes an extension of digital

Connected devices bring commerce to the consumer wherever she is.

B2B

Digital Payments have
increased during the pandemic

Digital Payments by
businesses have also greatly

accelerated
Share of consumers that prefer ENTERPRISE
oOnIine / Mobileo 71% of CFOs said they
44% (up from 35%) accelerated digitization of
payment processes or systems in
Share of consumers that prefer the last year
Voice
1.2% (up from 0.1%) CFOs say they will use checks

and cash 53% and 87% less

Share of cqnsumer that prefer to @\ o%_ frequently. And this is a direct
pickup online purchases at the \' @ O—=- consequence of digitization of
store 23333 d— payments
13.7% (Up from 8.9%) —
Connected Mobile Enabling Tech :
I .
. DATA PAYMENTS devices 1S5 ELRien ol S0 DATA PAYMENTS |



INTELLIGENCE THAT WORKS

Cars become software platforms on wheels

Car OEMs want control of the cockpit and the consumer relationship.

y ENABLING

@ J.PMorgan

&

Turn cars into mobile wallets

Turn VIN into tokenized payments
credentials

Turn driver cockpit into commerce
ecosystem

=BRG
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02. Platforms connect adjacent activities to create new ecosystems

Activities reflect how customers buy, not how industries are classified.

T

SHOP

Marketplace
Online subscription

Online with delivery

o

HAVE FUN

Livestreams
Video streaming

Music streaming

EAT (grocery)

Online grocery
subscription

Online grocery shopping

o

WORK

Check on work during
off-hours

Work remotely from home

10 PILLARS OF THE ConnectedEconomy™

EAT (restaurant)

Ordered food from an
aggregator

Order from a restaurant's
app for delivery

i

BANK

Online banking
Mobile banking

(]

BE WELL

Use connected, wearable technology
Listen to a health-related video or podcast
Use a mental health app

Use a app to track health data

Virtual therapy

Telemedicine appointment

Access health data from a provider online

O

LIVE

Monitor home features
Online payments using voice
Manage home chores

using voice

Create shopping lists

using voice

Use a home security app

MOVE

Ridesharing app

Homesharing website

App to purchase airfare

App to purchase tickets for local
transportation

App to obtain travel information
Use a traffic-related app

=K

COMMUNICATE

Use a dating app

Post content to social media
Communicate using an app
Check social media



@
° 0
INTELLIGENCE THAT WORKS o:Q.BRG

Competition for the customer crosses traditional industry lines

Consumers think about eating, brands think about finding them incumbents worry about margins.

g

Aggregators drive grocery and
Grocery stores and restaurants Online marketplaces compete with restaurant sales but change customer

compete for share of stomach grocery stores for basket size dynamics and business economics

Restaurant account for

0 .
42% of the $1.1 trillion 520 G GETSUIIDNE V2 IS U RS G EEy LI 38% of consumers are using an aggregator
bought ready-to-eat as a percentage of total sales has . . o .
of annual consumer . in April 2023, up from 35% one year prior.
meal at grocery stores. increased to 12.1%

food spending

0,
20 @ @ETEINET LR Over the last 6 months, the most used platforms

12% of retail to eat meal purchases are DoorDash and Uber Eats
subscription consumers were the results of 7.1% of consumers now use Amazon’s '
are for the delivery of switching from Subscribe and Save service 74% and 50% of consumers that use aggregators
prepared food restaurants to prepared

food in grocery stores, use each of these platforms respectively.
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03. Digital challengers break industry norms

Digital reinvents supply chain dynamics across $200T of annual b2b commerce spend.

» Discovery * Invoicing 2 MINUTES
> + Choice « Payment
* Price transparency * Credit/Working Capital

= e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
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Online limited

Phone calls Emails irees
capabilities

» Lack of price transparency 2 WEEKS
________________ P + Dependency on supplier price and inventory et

§ SUPPLIER
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Buyers force industrial economy to go digital as supply chains wobble

Analog transactions move online and end-to-end.

) CHEMDIRECT bry_os ABInBev
« Enables $7T of specialty chemical « Enables $133B steel market in * Launched a Direct-to-consumer
procurement the US digital delivery platform offers fast
delivery to consumers in 2016.
* Buyer demand brings suppliers on  Pricing and credit model makes
board supplier participation attractive * It has grown by 15x since before
the pandemic.
« Payments and credit keep  Platform built to overcome buyer
business on the platform objections by managing * Last year the service made 69
exceptions million deliveries accounting for

$1.5 billion in revenues.
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04. Incumbents get displaced and may not even know it

Al and public data eliminates need to ask suppliers to join the platform.

ABC MARKETPLACE

5

BUYER WHOLESALERS SUPPLIER
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Digital platforms become the buyer and shift business economics

*BRG

Suppliers and intermediaries at risk as technology preserves existing buyer workflows and displaces analog channels.

WELLSPAECE MARKETPLACE

Launches as
dental
marketplace

Handles
payment from
buyers to
suppliers

Sells to private
practices and
Dental Services
Organizations

Offers incentives
for suppliers to
be better
positioned to
buyers

Uses Al to
assemble
product
catalogues so
buyers have one
place to order
online

Uses data to
create buying
groups and
special pricing
discounts

Suppliers no
longer have
friction as their
competitive

advantage and

must adapt to
new channels or

risk losing out

Betting on shift from private healthcare to a
“franchise” or multi-site model like

OneMedical or Village Pharmacy

Marketplaces make buying and fullfillment

efficient for larger practice groups

Scalable across healthcare segments

Tech stack, Al and payments drive scale and

efficiency

Economics driven by the platform who is

now the buyer



05. Al and GenAl spawn a new crop of nimble competitors at scale

vreuuscence niar wosxs
Access to LLMs and Gen Al apps expand affordable access to highly sophisticated tools at scale.
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GenAl applications/use cases are already changing how business works

Companies find efficiencies that impact the top and bottom line.

& =

CUSTOMER MARKETING SOFTWARE INFORMATION PRODUCT R&D
OPERATIONS AND SALES ENGINEERING PROCESSING AND
COLLECTING DATA Reducing research and design
Improving customer and Boosting personalization, Speeding developer work time, improving simulation and
agent experiences content creation, and as a coding assistant Helping relationship managers testing
sales productivity keep up with the pace of public

information and data, contract
management, conversational
reporting and
ticket classification.



The
Implications
for Business

The digital economy won'’t
wait for analog businesses to
catch up
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Software will power the digital transformation

Embedded capabilities leverage Al, cloud services, data and payments to create new business opportunities.

@ O

EMBEDDED Al EMBEDDED EMBEDDED EMBEDDED EMBEDDED
FINANCE VOICE PAYMENTS IDENTITY
Real time risk and fraud
management and credit Business and personal On demand everyday smart Commerce to any connected Personalized offers, credit
underwriting working capital optimization virtual assistants powered by end point, metered options purchases
Al

Software will complement other big tech innovations like EVs: The batteries are the key innovation but the
move to EVs also means cars become primarily software platforms.
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Voice + Al will change how customers access brands and pay for products

75% of Millennials say a smart digital assistant to manage everyday activities is less than five years away.

@
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Call center

Computer

Smartphone

Connected
devices

Business
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Mobile apps OFJ
in your hand C@}

Activities

Websites in
the cloud

Super apps

Embedded
voice
everywhere
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Platforms will continue to power the digital transformation

Many businesses will either be a platform or a customer of a platform in the connected economy, and as Al-app ecosystems thrive.

LOW <
CUSTOMERS

HIGH SERVICE

LOW SERVICE

Sharing Economy Platforms

eComm Marketplaces

* Marketplace Lenders
» Credit Card Networks

* Appointment/Reservation Software

HIGH
> CUSTOMERS
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Incumbents turn products into platforms to hedge their bets

CPGs are both customers of and innovators of new platform dynamics.

I l A R S * Hedges bets as consumers reduce visits to

WORLD’S LARGEST CONFECTIONARY | $20B grocery store

Sold traditionally thru grocery channel )
» Gathers first party data on why buys what and at

what frequency

Adapting products Using products and

and supply chain to platforms to create
get closer to the platforms with direct Grocery stores become a » Continues to create brand visibility and affinity

customer access to the channel and not the channel
consumer . . - :
------------------------------- > » Explores new options with supplier financing for

Partnership to bring Differentiated and .. new models

mobile on demand ice personalized M&M'’s CPGs use d_'g'tal to take

cream and candy trucks bundles sold online and control of their brand sales
direct to consumer thru online marketplaces » Subscriptions create recurring revenue

like Amazon
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Everyday apps aggregate similar activities and offer simplicity to consumers

As brands compete for visibility, platforms compete to become the consumer’s digital front door.

® £ &

* Almost 80% of consumers are EUROPEAN UNITED AUSTRALIA
COUNTRIES STATES
interested in using an Everyday app EVERYDAY APP
Share of consumers that CONTEN DERS
- Over 60% of consumers (the o oy oo 79.6%  78.5%  78.6%
’
majority of those who are interested) . Go gle amazon

are interested in having either

Share that are specifically

. . . L interested in performing 60.3% 60.5% 58.3%
financial and transactional activities Financial activities ' PayPaI Walmart

included in the Everyday app.

Share of consumers that

are specifically interested 60.8% 64.5% 63.3%

Transactional activities




Why Digital
Transformation
Efforts Go
Sideways

Process often drives
outcomes - and not the
other way around.
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There are four reasons why digital transformation projects go sideways

*BRG

There is a fundamental disconnect between business, market and technology readiness--corporate and consulting strategists ignore.

g

FOR THE
CUSTOMER

FOR THE
BUSINESS

FRICTION

Is the friction something that is
required of the business, or in the
way that the business chooses to

implement that requirement?

Is the friction big enough

and for enough users to

make solving for it worth
the investment?

INERTIA

Is the friction big enough
that enough high value customers
are willing to switch to an
alternative provider?

Are enough customers
leaving that the business
is willing to change?

TIME

Does the solution save
the customer time?

Can the businesses reduce or
eliminate the friction and get to
market in a relevant timeframe
for their customers and the
business itself?

TECHNOLOGY

What is required of the end
user to access, learn and
use the new tech

What is required to
support the new tech, and
how long before it can scale
and deliver a ROI?
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Shiny objects often fuel hype and divert management focus

FOMO overshadows a critical assessment of what’s required to develop, launch and scale innovation.

PROJECTS GOES SIDEWAYS BECAUSE ...

They don’t solve a real
problem; technology in
search of a solution

ONLY 2.1%

of in-store purchases
were made using Apple
Pay in 2022.

They were started
because of hype;
everyone follows the
pied piper

METAVERSE

Meta launched in 2020 by
Facebook has accumulated
losses for $30 billion

Disney Metaverse and
HoloLens (Microsoft) are
closing metaverse division
this year

They were great ideas

but couldn’t be
executed on because
ignition too hard and
incentives misaligned

4 MAERSK TRADEZLENS

Launched in 2018, JV with
IBM and Maersk, based on
the blockchain

94 carriers and shippers
joined

Folded in December 2022,
after large carriers bailed
and no ROI

Analysts say it is the next big thing

CRYPTO

Has lost two-thirds of market cap since
November 2021 ($~$3T to ~$1.1T)

=BRG
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Templates, not frameworks, often guide project roadmaps

= BRG

The absence of proven, rigorous frameworks creates presentations, not strategies for monetizing platform opportunities

ﬁ_ FIT™™
S0 FRAMEWORK

Is the problem big and
solvable enough to build a
business and investment
around?

» Examines the impact friction, inertia
and time on success

» Assesses product/market FIT in digital
transformation

DYNAMIC
CAPABILITIES©

Is your organization capable
of creating and sustaining
innovation in a dynamic
market environment?

Examines the organizational assets
and capabilities to sense, seize and
align company assets and incentives
around innovation

Assesses ability to competitively align,
adjust and shape business
environment

Which stakeholder pays —
and how much—and what
value do you need to deliver
to them and how?

« Examines key stakeholder frictions
and sources of value to identify core
platform capabilities

» Assesses stakeholder dynamics to
determine business model to support
growth and profit maximization?

| PLATFORM DESIGN
"@\ AND PRICING

PLATFORM
IGNITION

How do I get critical mass
and solve chicken-and-egg
problem to grow and scale?

* Examines customer dynamics to
determine optimal go to market
capabilities — e.g. wide and shallow
versus narrow and deep)

* Assess market reaction to strategies
and adjust/pivot accordingly



An

Introduction
to BRG

The firm businesses turn to
when the outcome means
everything




.+...... We are focused on your problem, not our process

,,,,,,,, BRG is a global firm of 1,400+ cross-disciplinary experts who combine
-------- intellectual rigor with practical, real-world experience to drive successful

“ Tttt outcomes for our clients.

........ The Digital Transformation Advisory Practice at BRG helps companies identify
"""" the critical business issues for which digital technologies can create new

.« ...... sourcesofvalue, growth and profits.
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We’ve developed RIGOROUS FRAMEWORKS to
help drive successful business outcomes

We combine

economic principles
and decades of work

with the most innovative companies
on the planet

to shorten the time

between problem definition

and successful project outcome.
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The BRG Digital Transformation Ethos: Not why but how

Our teams have been in the boardrooms when CEOs talk about digital transformation and its opportunities and challenges.

e

The digital
transformation of the
global economy is
undeniable and
unstoppable.

ol

0oll

>

The question that
every CEO is now
being asked by their
Boards and investors
isn’t why they must
change but how to
drive a successful
outcome when they
do — and when they
can expect to see
results.

Answering the “how
and the when”
questions requires
proven frameworks
that link business
performance to
new business
models that support
the profitable growth
of these bet the
company initiatives.

LY ve

828

BRG experts bring a
cross-discipline
focus, and deep

subject matter
expertise, to
projects where the
outcome, not the
process, drives a
strategy that is right
fit for the business.

BRG experts are the
platform pioneers —
having developed
and commercialized
the intellectual
frameworks to
design, ignite and
scale platform
businesses over the
last 25 yeas.

Unique to BRG are
proprietary
frameworks built
using rigorous
academic research,
large scale data
models and the
practical knowledge
gained over decades
in helping
businesses innovate
for growth while
managing the
complexities of
internal change.

Our clients find that
these frameworks
mitigate their risk of
change because
they identify and
integrate the many
external and
internal
interdependencies
that define success
in a digital economy.
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Proprietary frameworks align opportunities with business outcomes

BRG teams use proprietary frameworks to build an innovation playbook capable of navigating a changing digital platform landscape.

SENSE SEIZE TRANSFORM
ﬁ_ FIT™ ﬁ PLATFORM DESIGN PLATFORM
28l FRAMEWORK "'®\ AND PRICING IGNITION
DYNAMIC « EXTERNAL: Known and - EXTERNAL: Stakeholder - EXTERNAL: Optimize critical
CAPABILITIES@ unknown competitor dependencies and value mass
assessment, size of
FRAMEWORK problem/impact + CUSTOMER: Value derived + CUSTOMER: Access to enough
} from platform/willingness to pay relevant stakeholders to adopt
I + CUSTOMER: Current and
' future requirements, * INTERNAL: Price optimization * INTERNAL: Metrics to observe
X alternatives and switching based on demand, value, behavior of platform
! costs, degree of problem/pain competition and profits ; stakeholders, pivot as
' BUSINESS organizational incentives to necessary, identity value added
| * INTERNAL: capacity to deliver create alignment services and third parties to join
' OUTCOME outcome in relevant platform
1

_____________________ > timeframe/hit ROl benchmarks
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= BRG

Experts bring data, insights and experience to CEO and board-driven matters

The BRG DNA is expert-driven, outcomes focused, and bet-the-company seasoned

Firm Mission And Ethos Areas Of Strategic Excellence

RA RN

Hired to advise companies
on “bet-the-company’”
matters

* Roots in working with CEOs
and boards on multi-billion
disputes related to high-stakes
litigation or regulatory
challenges

* Company ethos is relentless
pursuit of optimal outcome
using data and relevant
experts to support
recommendations

* Projects organized around
detailed hypotheses and
timeframes to deliver results

Expert-driven

il

>

Outcomes focused — not

process driven

1,700 experts, industry .
leaders, academics, data
scientists, and professionals
working across borders and
disciplines

Experienced experts take a
primary role in conducting the
project and interacting directly
with the client during all
phases.

Learning curve focused on
understanding your problem,
not learning your business and
industry dynamics on your
dime

Projects are typically
CEO/Board directed and
driven and focused on bet the
company matters

Frameworks provide data-
driven guidelines for optimal
solution development

Project deliverable focused on
execution in relevant
timeframe

BRG is recognized by Forbes as one of America’s Best Management
Consulting Firms. The firm is headquartered in Emeryville CA with offices

around the world

Platform Economics and Strategy

BRG'’s experts have been pioneers in developing

the new field of “platform economics” over the last twenty
years and its application to business strategy.

Digital Businesses and Technologies

BRG has deep expertise in working for digital businesses
and in core technologies such as software platforms, online
auctions, artificial intelligence, and blockchain.

Transaction Advisory

Businesses of all sizes, including some of the
world’s largest commercial and investment banks,
private equity and venture capital firms, and their legal
counsel, consistently turn to BRG for our client-centric,
results-driven transaction advisory services.

Payments and Financial Services %
BRG professionals have deep experience advising
regulated payments platforms and FinTechs, financial
institutions, investors, and their attorneys on issues
including digital strategies. regulatory and risk management
matters, payments and financial services industry practices,
financial strategies, and litigation challenges.

9

Commerce and Retail =
BRG professionals have advised publicly traded

and private retailers on matters related to digital and
competitive strategies, asset value and restructuring and
supply chain and product strategies, including serving as
interim CFO and CEO when organizational changes are
directed by the Board and shareholders

Healthcare and HealthTech

BRG experts leverage data and technology

to improve performance, extend and optimize
revenue lifecycle management initiatives, assess
strategic acquisition opportunities and identify
opportunities to integrate digital technologies across
the patient/provider continuum.

@
2
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BRG teams are expert-driven and results-proven

= BRG

Experts have hands-on experience in driving successful and deployable digital platform strategies

Karen L. Webster

Managing Director and
Practice Leader

*  One of the world’s
leading experts on
payments innovation and
the digital economy

» Strategic advisor to CEOs
and Boards of
multinational players in
the payments and
commerce space; board
member for start ups in
the Al, HealthTech,
FinTech, Marketplace,
and Payments sectors

» Serial entrepreneur with
direct experience starting
and scaling platform
companies successfully

David J. Teece
Chairman, BRG

Chaired Professor at
UCBerkley’s Hass School

Advisor to public
companies on digital
transformation and
dynamic capabilities

The most cited business
school professor - Author
of 150 books and papers
on business readiness in
a digital world

David S. Evans

Managing Director and
Practice Leader

* Economist whose
pioneering work on
platform businesses,
digital and tech
businesses, and financial
services, is widely cited
and used in business
strategy.

Author of award-winning
Matchmakers: The New
Economics of Multisided
Platforms and other
business strategy books.

» Project work ranges from
strategic advisor to early-
stage firms to platform
strategy for publicly
traded global digital
businesses

Supported by a large and diverse team of MBAs from top schools
and with practical business experience at top companies and
management consulting firms

Donald D. Kingsborough, Managing Director

*  Formerly President & CEO Blackhawk Network Holdings, Inc., CEO at Worlds of Wonder, Inc., Vice President-Retail & Prepaid at
PayPal, Inc., President-Consumer Products at Atari Corp. and Executive Director & President-Retail Solutions at Westfield Corp.

» Trusted advisor to the CEOs and Boards of public and privately held retailer, payments, and technology companies

Anuj Nayar, Managing Director
Seasoned advertising and media industry expert in payments and BigTech sectors with executive roles at Apple, PayPal, and LendingClub

Walter Mix , Managing Director

Former CA Banking regulator who advises foreign and domestic banks, technology firms, FinTechs, and financial services companies on
governance, risk management, Bank Secrecy Act/anti-money laundering, sanctions, and cybersecurity, as well as digital currency/payments
strategy.

Eric Matrejek, \anaging Director

Specializes in data analytics, cybersecurity, with significant experience in digital transformation, compliance, and governance systems,
Experience includes compliance, and resiliency in distributed multi-cloud environments.

Brian Murphy, Managing Director

25 years of experience in private equity, with extensive experience in M&A, acquisition and commercial partnership strategie, and strategic
assets development/performance improvement

Bob Duffy, Managing Director

Former Big 4 consultant with expertise in performance improvement, organizational alignment and incentives for companies ranging from
$100M to $15B

Mark Renzi, Managing Director and Practice Leader

Leads BRG Financial Services Practice and corporate finance expert with expertise in digital assets and blockchain technologies, including
work to restructure 4 of the 5 major failed crypto exchanges

Bob Solomon, Vianaging Director

Former Ariba executive, B2B Platform expert with expertise in moving the industrial economy and supply chains online and capable of
conducting commerce
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Dynamic Capabilities align platform market opportunity with business readiness

Deliverables become innovation playbooks capable of navigating a fluid digital landscape

SENSE SEIZE TRANSFORM
ﬁ" FIT E' PLATFORM DESIGN PLATFORM
il S
DYNAMIC s) FRAMEWORK 8J AND PRICING & IGNITION
CAPAB"-ITIES + EXTERNAL: Known and + EXTERNAL: Stakeholder * EXTERNAL: Optimize critical
E K unknown competitor dependencies and value mass
rameworks assessment, size of ) ) )
. problem/impact + CUSTOMER: Vg!ue derived + CUSTOMER: Access to
i from platform/willingness to enough relevant stakeholders
' + CUSTOMER: Current and pay to adopt
! future requirements, . o .
. alternatives and switching * INTERNAL: Price optimization * INTERNAL: Metrics to observe
X . costs, degree of problem/pain based on demand, vglue, behavior of platform
! Business Outcome competition and profits ; stakeholders, pivot as
B R » * INTERNAL: capacity to deliver organizational incentives to necessary, identity value
outcome in relevant create alignment added services and third
timeframe/hit ROl benchmarks parties to join platform




@
° 0
INTELLIGENCE THAT WORKS 'o:Q.BRG

Benchmark data on consumer, business and economic trends offer relevant baseline

Years of monthly, quarterly and annual datasets provide unique insight into global trends and business response

A decade of benchmark data on key Since March 2020, monthly studies across  Since March 2020, monthly studies across
company, business and ecosystem design, global populations of consumers global merchant and business populations
performance and trends measuring digital shift and impact of digital on reaction to consumer digital shift,
on behaviors, adoption and permanent features and capabilities, customer
shifts, including specific deep dives on retention and LTV analysis as well as
grocery, retail, mobility and quarterly CFO studies on working
restaurant behaviors capital/credit, digital process change and

adoption and digital payments strategies



INTELLIGENCE THAT WORKS

The right strategy starts with pinpointing a problem to be solved

Finding the friction that creates a platform opportunity is a critical starting point

@
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How do your customers engage with you today?

How do they really want to?

Where is there friction — and when does it work for you?

When does that friction work against you?

How hard is it for the competition to get your best
customers to switch?
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Who is a competitor now, who wasn't five years ago?

Is what made you great once, still a source of
competitive advantage?

What was the last big idea you said no to, and was that
decision the right one, in hindsight?

Where are you losing profits?

What ‘bet the company’ issue can’t you afford to get
wrong in the next 5 to 7 years?



+BRG

F

#

KA EBSTER

l Kwebster@*brg com ,




	What You Didn’t Know About Digital Transformation ��Why It Matters for Business Strategy��
	What you may and may not know about the digital transformation
	The connected economy’s foundation is nearly 30 years in the making 
	Digital transformation’s  potential is profound but it’s still early days 
	Why the digital transformation will change every business
	01. Physical becomes an extension of digital 
	Cars become software platforms on wheels 
	02. Platforms connect adjacent activities to create new ecosystems
	Competition for the customer crosses traditional industry lines
	03. Digital challengers break industry norms 
	Buyers force industrial economy to go digital as supply chains wobble
	04. Incumbents get displaced and may not even know it
	Digital platforms become the buyer and shift business economics
	05. AI and GenAI spawn a new crop of nimble competitors at scale
	GenAI applications/use cases are already changing how business works
	The Implications for Business
	Software will power the digital transformation 
	Voice + AI will change how customers access brands and pay for products�
	Platforms will continue to power the digital transformation
	Incumbents turn products into platforms to hedge their bets
	Everyday apps aggregate similar activities and offer simplicity to consumers 
	Why Digital Transformation Efforts Go Sideways
	There are four reasons why digital transformation projects go sideways
	Shiny objects often fuel hype and divert management focus
	Templates, not frameworks, often guide project roadmaps
	An Introduction to BRG
	Slide Number 27
	Slide Number 28
	The BRG Digital Transformation Ethos: Not why but how 
	Proprietary frameworks align opportunities with business outcomes
	Experts bring data, insights and experience to CEO and board-driven matters 
	BRG teams are expert-driven and results-proven
	Dynamic Capabilities align platform market opportunity with business readiness 
	Benchmark data on consumer, business and economic trends offer relevant baseline
	The right strategy starts with pinpointing a problem to be solved
	Slide Number 36

