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Digital is becoming mainstream. In 2015, 
Digital is impacting everyone, everywhere 
more than ever. Society has changed as 
a result. People have been empowered by 
transparent information, online product 
choice, social media, self-service options 
and participation in the sharing economy 
to name some examples.

The impact on various industries has been 
massive. Industries such as publishing, 
travel, music, and IT have transformed 
beyond recognition over the past 20 
years. We have seen leading companies 
embracing Digital very early on that are 
now harvesting the benefits in the shape 
of increased company performance and 
growing shareholder value. These compa-
nies do not see Digital as a specialization, 
but as an integrated core part of ‘business 
as usual’, the ‘new normal’ so to speak. 
In most industries however there is still 
a large group of companies working hard  
to get the Digital basics right. Until now it 
was sufficient to support companies sales 
or slightly increase operational perfor-
mance through Digital, but that is about 
to change.

Foreword
We are right at the start of a new wave in 
Digital, which will have as much impact 
on organizations in the next 5 years as it 
has had in the last 20 years. To mention 
a few key drivers, first of all people’s 
behavior has fundamentally changed, 
and they are now ready for the next step. 
For example, great that I can do online 
banking, but please give me the right so-
phisticated tools to manage my personal 
finance. Which has a great impact on the 
number of people required to run your 
business. This is the case in many indus-
tries. Second, there is a large amount of 
Digital technologies that is reaching the 
maturity stage such as wearables, virtual 
reality, drones, video analytics and con-
nected devices. These will further impact 
customer interaction and  value chains. 
Although the B2C industries have been 
frontrunners to embrace Digital, the B2B 
companies are now accelerating fast. 
Third, competition is fierce, either from 
the ‘new’ blue-chip giants like Amazon or 
Google or startups. They have better in-
sights and the right capabilities to service 
the customer how he wants to be served 
in the Digital age.  
 

Senior leadership of established multi-
nationals recognizes these drivers and 
are embracing the enormous potential of 
Digital to maximize their performance. 

We researched the AEX stock exchange 
companies in the Netherlands to find out 
how these companies are anticipating 
these macro trends and are translating 
them to their own strategy. The interviews 
with Digital leadership of these companies 
- which were part of the research - have 
contributed in a great way to gain under-
standing of the current status and vision 
of AEX companies in a Digital age.   

Marc Huijbregts  
 
Managing Director Accenture Digital,  
The Netherlands
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‘’We are right at the start of a new 
wave in Digital, which will have as 
much impact on organizations in 
the next 5 years as it has had in 
the last 20 years.’’’   
 
– Marc Huijbregts, Accenture

◀ Back to index



6 7Accenture Digital High Performance Research Accenture Digital High Performance Research

When was the last time you used Digital 
technologies today? 

Chances are that you thought of some-
thing relating back to a big-brand startup 
that was not around yet at the turn of the 
millennium: Facebook, Twitter, Youtube 
for example or maybe even Uber, AirBnB, 
and GoPro. 

Digital is often equated with disruptive, 
Silicon Valley based start-ups. Whereas 
the past decade is seen as the playground 
of these innovative entrants, the coming 
decade will see the emergence of traditio-
nal companies as the new digerati. 
With Digital we refer to technologies 
that enable connectedness of customer 
and business resources and facilitate the 
storage, analyses, and dissemination of 
data and information. Think about social 
media, big data & analytics, mobility, 
cloud technology, and connected pro-
ducts.  

Introduction:  
Business in the Digital age

As these technologies remake how society 
lives, works, plays and connects, long-es-
tablished companies will resort to Digital 
as a driving force for growth as well. 
Examples include retailer Tesco, which 
has created interactive grocery stores in 
airports and subway stations – 20% of 
the grocery retailer’s online sales now 
come through smartphones. In manu-
facturing, GE is betting on the industrial 
internet, building cloud-based services 
with intelligent analytics so that it can 
collect and combine vast amounts of 
industrial-machine and equipment data, 
extracting insights that it can use to set 
new performance standards in the energy 
and aviation industry. AEX-listed compa-
nies are not isolated from these develop-
ments. All operate in international, highly 
competitive markets where no one can 
afford to miss emerging trends driving 
future growth. The importance of Digital 
for future success raises a number of 
pressing questions about the current state 
of digitization of AEX-listed companies.  

Are these companies recognizing the op-
portunities of Digital business? If so, are 
they embracing Digital technologies to 
shape their interactions with consumers 
and/or transform internal processes? 
Which companies excel in doing so and 
what can others learn from their best 
practices?  

To help answer these questions, Accen-
ture developed a Digitization Index which 
draws on publically available information 
like annual reports, corporate websites, 
investor analyses, and news releases to 
rate the Digital maturity of listed com-
panies in three domains: Digital Stra-
tegy, Digital services to customers, and 
the internal Digital Enablement of the 
company. (for further information, refer to 
the break-out on page 9). All companies 
listed on the Amsterdam Stock Exchange 
were evaluated along this index and the 
following sections serve to  present our 
findings, highlighting a number of surpri-
sing trends. 

Digital Strategy  
is the extent to which a corporate stra-
tegy perceives digitization as a decisive 
trend within a given industry and the 
extent to which strategic objectives are 
based on digitization. 

Digital Servicing  
describes the digitization of products, 
solutions and services (as well as the as-
sociated functions) that enable a com-
pany to interact more effectively with its 
customers. 

Digital Enablement 
is the extent to which an organization 
leverages Digital technologies to optimize 
its internal processes and applications.

6 Accenture Digital High Performance Research
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Figure 1:  
Digitization involves an integrated and balanced transformation of the three main elements of business:  
Strategy, Servicing towards customers, and Enablement of internal processes.

For each sub-category of the three 
indicators (i.e., Digital Strategy, Digital 
Services or Digital Enablement), Accenture 
assigned a grade on a scale from 1 to 10 
(10 = fully digitized, 7 = largely digitized, 
4 = partial digitization, 1 = minimal digiti-
zation). The average value of these sub-
categories became the company’s rating 

on either Digital Strategy, Servicing, or 
Enablement. Finally, the average of these 
three values formed the Digitization Index 
for a company.  

We have complemented this outside-in 
assessment by interviews with company 
executives responsible for the strategy 

and implementation of Digital in their 
organization, providing deeper insights 
into the state of digitization, the com-
mon challenges and opportunities, and 
the practices that make companies excel. 
These interviews have not impacted the 
scoring, but serve to illustrate the key 
findings.

9

Digital Servicing Digital EnablementDigital Strategy
1. Trend:  
Extent to which the company’s strategy 
reflects “Digital” as a relevant industry 
trend

2. Objective:  
Extent to which the company’s strategic 
objectives reflect “Digital”

1. Product & solution: 
Extent to which the company offers 
intelligent/ smart/ digitalized products/
solutions

2. Service: 
Extent to which the company offers 
client-facing internet-based services

3. Interaction: 
Extent to which the company offers Digi-
tal interaction functionalities

4. Sales functionality: 
Extent to which the company offers 
client-facing sales/order specific Digital 
functionalities

5. Service functionality: 
Extent to which the company offers 
client-facing, service specific Digital/on-
line functionalities (e.g. delivery tracking, 
after-sales services

1. Operations & processes: 
Extent to which “Digital” is referred to in 
context of the company’s internal pro-
cesses, programs, initiatives and the like

2. Resources & organization: 
Extent to which the company leverages 
digitally powered resources (e.g. big data/
analytics department, software engineer-
ing centers…)

3. Workflow: 
Extent to which the company applies 
“Digital” to organize and perform its daily 
operations (e.g. virtual teams, video con-
ferencing, social intra-networks...)

Digitization IndexAccenture’s Digitization Index measures how far a company has progressed on its digitization journey, 
reflecting the way Digital can reshape and integrate business strategy, products and services, and the 
enabling internal processes. It defines Digital maturity in the context of these three factors,  
each consisting of multiple sub-categories.

The Digitization Index assesses the Digital maturity  
of AEX-listed companies

8 Accenture Digital High Performance ResearchAccenture Digital High Performance Research
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Digital Champions of the AEX
 
The AEX as an aggregate still has ample 
ground to cover in terms of digitization 
based on the rating of a 5,4 on a 10 point 
scale (Figure 2). Most companies are well 
along the way in digitizing their internal 
processes (i.e. Digital Enablement). Top 
down Digital Strategies and digitized 
customer-facing capabilities (i.e. Digital 
Servicing), however, are not yet widely 
enabled among the AEX-listed companies.
The study’s high-performance outliers 
are ING, Philips and Unilever. Although all 
three have roots tracing back to the late 
1800s, they earned a place on the Digital 
podium by distinguishing themselves in 
the way they apply Digital concepts, pro-
cesses, and tools comprehensively across 
their organizations.

Figure 2:  
The average Digital maturity of AEX companies is at intermediate level, and ‘Digital Enablement’ is most advanced,  
suggesting that companies first focus on digitizing internal processes.

Philips, for example, stands out in how it 
leverages Digital technologies to deliver 
portfolios of interconnected products and 
solutions. In spirit of ‘’improving people’s 
lives through meaningful innovation’’, the 
Dutch tech giant recently introduced a 
Smart Air Purifier to the Chinese mar-
ket, enabling consumers to track the air 
quality of their home in real-time from 
their smartphone. The app-enabled device 
pushes an alert when the air quality 
reaches hazardous levels, allowing users 
to activate the system before setting foot 
in the door. That is how you transform 
from product- to solution-centric.
According to ING’s Director Marketing 
Banking Services, the financial services 
firm is in many ways ‘’an information 
technology company that happens to 
provide financial services’’.   

This Digital savviness is illustrated by 
how ING uses advances in social media 
to move away from reactive, transaction-
based customer relationships: ING is buil-
ding online customer communities to seek 
the dialogue with clients on frequently 
asked questions, while providing assis-
tance in making financial decisions. ‘’Voce 
Arancio’’ – ING’s branded online com-
munity in Italy – welcomes over 130.000 
visitors each month and directs about 
3.000 interactions in social media. 

Read more about ING’s approach to Digi-
tal from its Director Marketing Banking 
Services on page 12.
 

On average, AEX-listed companies are only halfway 
through their Digital journey, leaving opportunities 
to grow
Our analysis shows that ING, Philips and Unilever can be considered Digital Champions, distinguishing 
themselves by a balanced approach across the three areas of Digital business.

11

Digitization Index

5,4

5,24,9 6,0

Digital Strategy Digital Servicing Digital Enablement
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‘’In many ways we are an 
information technology company 
that happens to provide financial 
services’’   
 
– Herman Tange, ING

◀ Back to index
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The financial sector has experienced 
large changes with the advent of Digital. 
Could you explain what this has meant 
for you? 

In a financial institution like ING, ones 
and zeros are a core part of our business. 
In many ways we are an information tech-
nology company that happens to provide 
financial services. This is the mindset that 
is necessary to become a Digitally enabled 
company.  At the same time you must re-
alize that you are never finished, because 
the market is changing very quickly. Our 
aim is to use Digital to make banking easy 
and accessible for our clients.

Digitally-enabled customer 
dialogue and services

Could you make that concrete, and give 
examples of how you approach Digital 
at ING? 

Digital offers a huge opportunity, both 
for our clients and us. As a Digitally in-
novating company, ING is continuously 
working on making our services as easy 
and smooth as possible through modern 
communication technology. Take banking 
apps for example, these are the most 
used apps in the Netherlands, and part 
of our Digital channels. This places us in 
a unique position to help our customers 
take better control of their finances, to 
be financially fit. And the statistics show 
that this works.  

Customers that use banking apps are, on 
average, less often in deficit, are better at 
paying bills on time, and are better able to 
build up savings. This is where the value 
of Digital for our clients is.

That is impressive. Do your customers 
see this as well? 

Customers differ, and there are a range 
of considerations that we have to take 
into account. Looking at ING’s customer 
base from a Digital perspective, I see 
two groups. One wants more traditional 
banking, while the other group has grown 
up with Digital technology, and expects 
a state of the art experience. In the last 

three years we have become much better 
at responding to customer needs by using 
mobile feedback loops and social media 
dialogues. 

This probably makes it very complex to 
understand which services you need to 
develop for which clients. How do you 
ensure you understand their needs? 

We are now building a community for our 
customers. This consists of a Digital plat-
form for dialogue with our clients around 
the brand ING and our services. We can 
respond to questions and comments 
from users, and identify the services that 
they are asking for. It will also be a place 

where customers interact with each other 
about money matters.  

Do clients also use e-commerce  
services?  

Yes, and this is part of our roadmap. Our 
mobile app already offers functionality 
for our five core services, investing, 
saving, lending, credit cards and cur-
rent accounts, which account for over 
80% of activities of clients.  We are now 
enhancing this with customized service 
offerings, allowing users to click through 
to a pre-filled form, making the whole ap-
plication process smooth and easy.  
That is e-commerce for me.

Herman Tange is Director 
Marketing Banking Ser-
vices at ING. In conver-
sation with Accenture he 
shares his vision on Digital 
Servicing

Accenture Digital High Performance ResearchAccenture Digital High Performance Research
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The majority of AEX-listed companies 
recognize Digital as a disruptive market 
trend… 
 
In a situation where industry change 
seems to be the only constant, Digital 
transformation is a unique journey for 
every business. Yet, all Digital journeys 
begin with a common first step: acknow-
ledging Digital as a disruptive market 
trend and recognizing its impact on your 
business.  Yet, amid the inescapable 
realities of new customers and compe-
titors, still a remarkable total of eleven 
companies do not acknowledge Digital as 
a disruptive market trend in their public 
accounts. Nor do they assess the impact 
of Digitization on their business. 
The awareness of Digital  industry 
transformation is most prominent in 
the Technology, Food & Beverage, and 
Financials sectors (Figure 3). That the Tech 
industry keeps close tabs on  technology-
driven disruptions goes without saying. 
For Food and Beverage,  increased price 
transparency and localization make 
Digital technologies a prime lever in 
competing profitably, while delivering on 
the diverse tastes around the world.  As 
for the Financials sector, today’s mobile-
empowered consumers drive a complete 
reversal in how products and services 
are offered. When was the last time you 
visited a branch location of your bank?

…but not yet defining corporate  
strategy
Recognizing the impact of Digital is one 
thing; having a top-down strategy in 
place to connect Digital technologies to 

Digital Strategy: difficulties in defining the 
strategic implications of Digital technologies
More than half of the AEX-listed companies recognize that Digital is changing markets and customer needs, 
yet many do not capture this in concrete strategies yet.

business growth is another. For AEX-listed 
companies, the latter does not always 
concur with the former. Our analysis 
shows that only three companies trans-
lated their awareness of Digital trends 
into concrete, strategic objectives: Philips, 
Unilever, and Gemalto (Figure 4).
Philips for example, clearly explains which 
trends are relevant for them (e.g. connec-
ted products, smart sensors, mobile ena-
bled control) and how their products will 
need to change. Additionally, they identify 
Digital-driven changes in the purchase 
decision journey and set forth how sales 
and marketing need to adapt. 
When a company’s mission statement 
reads: ‘’to bring convenience and trust 
to the Digital world’’, you may expect its 
strategy and objectives to be attuned to 
Digital developments as well. Gemalto 
does just that. As an industry leader 
in delivering Digital security solutions, 
its growth plan is inextricably linked to 
global advances in mobile and M2M com-
munications, electronic payment, eGover-
nment services, and cloud authentication. 

All in all, Digital technologies have opened 
up new market, product, and channel 
opportunities. Risks, then again, stem 
from (unanticipated) competitors that 
manage to exploit the right opportunities 
before you do. Digital Strategy is about 
blueprinting these markets trends into 
a prioritized and organized action plan. 
From an outside-in perspective, most 
AEX-listed companies appear to struggle 
with coupling Digital trends to corporate 
strategy. Failure to do so makes these 
incumbents susceptible to Digital disrup-
tion. There is no shortage of stories about 
Digital-enabled, new entrants bringing 
well-established companies to their knees. 

Read more about Philips’ approach to Di-
gital by reading the interview with Blake 
Cahill, Global Head of Digital and Social 
Marketing, on page 16.

Figure 3:  
The highest level of awareness of Digital trend is in the Technology,  
Food & Beverages, and Financials sector.

Figure 4:  
Three AEX-listed companies have a clearly defined strategy for Digital,  
while many others find this difficult.
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Digital Strategy
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Digital Strategy
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“Digital isn’t just about building apps and 
managing social communities. It informs 
the whole value chain.”    
 
- Blake Cahill, Philips

◀ Back to index



17

Therefore, at Philips, Digital isn’t just 
about building apps and managing social 
communities. It informs the whole value 
chain. Digital creates an endless supply of 
data in which customers’ behaviors, needs 
and desires can be analyzed so products 
can become even more meaningful to 
individuals and communities. 

Overall Philips scores high as a Digi-
tal Enterprise compared to other AEX 
companies. Do you recognize Philips in 
this position? 

I definitely do. I don’t think we’re at
the end of our Digital journey yet, but
we have made some incredible cultural
changes that will hopefully keep us at the
forefront globally. We have embedded 
Digital vertically and horizontally across 
the organization to ensure that go deep in 
vertical areas such as innovation, product 
development, marketing, e-commerce, 
and the supply chain but also ensure 
strong linkages horizontally to ensure that 
proper handovers such as customer data, 
supply chain and analytics connect.

According to our research, Philips has 
put Digital central in its strategy, can 
you tell us something more about this? 

Connections. I can’t think of a better 
word that more closely encapsulates what 
Philips is about. Through extraordinary 
technology, we can help people to live 
longer, richer and fuller lives. They can 
tell us, in an instant, what it is that truly 
motivates them, how a product has spe-
cifically connected with them, and how 
we can push our innovations to transform 
their lives in even more personal ways.  

Digital data holds  
infinite possibilities

One example, is driving real-time custo-
mer insights in our Philips’ Digital Com-
mand Centre, launched in Amsterdam in 
March, 2014 and in Singapore in June. 
Here, information about relevant online 
conversations is combined with data re-
lating to the company’s performance, and 
displayed across a bank of wall-mounted 
screens and desktop computers. 
What’s is incredible to watch is the corre-
lations the team is able to make between 
a surge in online conversation about a 
particular product, for example, and the 
impact that has on orders at our online 
stores and driving real-time customer 
interactions.

As Digital crosses all organization func-
tions and groups within Philips, how are 
you managing the Digital Agenda? 

When I arrived at Philips, it became quic-
kly apparent to me that there had been a 
lot of organic digitization throughout the 
company — something you see in a lot of 
multinationals. This had led to dazzling 
bright spots and amazing steps forward, 

but also to tremendous inconsistency 
throughout the organization.

In order to deliver consistent processes
and behavioral change, we identified
a number of Digital capability needs 
across the company and then organized 
all the experts into one “Centre of Digital 
Expertise’ that is responsible for building, 
deploying and maintaining roadmaps to 
mature the business. 

This approach has been incredibly suc-
cessful for driving a consistent global 
deployment of 8 digital capabilities – from 
Search to e-commerce – to thousands 
people in our markets and BG’s. 

Where would you see the biggest Digital 
opportunities for Philips in the next few 
years? 

That’s an easy one! Digital data holds 
infinite possibilities. We are all bound 
together by increasingly intricate con-
nections, and statistics about our lives 
are being amassed with every passing 

second. A business can choose to utilize 
this incredibly valuable data in two ways. 
First, as a commodity to be monetized. 
Or – as is the case at Philips – as a way to 
inspire innovation, as a way to genuinely 
improve lives.  

Data, for example, told us what families 
in different European cities like to eat for 
Sunday lunch. We then took that data and 
incorporated it into our new connected 
HomeCooker which, linked to some smart 
apps, provides specific ingredient remin-
ders, recipes and advice to customers 
before they even know they need it. 

You have been Global Head of Digital for 
about two years now, what are the big-
gest hurdles so far in changing Philips 
into a Digital company?  

For many years, we’ve been able to view 
the customer decision journey as a funnel 
- customers started out with a large num-
ber of products under consideration and 
gradually whittled them down to arrive at 
a final choice. The marketer’s job was to 

target customers at a few, well-defined 
points along this funnel. 

Now, the customer decision journey is 
more of a loop. Once someone has made 
a purchase, they not only share their 
experience with others, but also with the 
brand itself. They praise or complain on 
their social channels; they leave reviews; 
they make their own content of them  
enjoying their new purchase; they find 
ways to use their product in new and ex-
citing ways; they download manuals and 
ask for advice on upgrading.

Customers have always commented on 
products and services and influenced 
others to buy – but they haven’t always 
done it on platforms where the whole 
world can see what they have to say. 
Today, a whole range of mobile and social 
technologies move customers through the 
loop and, as a marketer, if you don’t un-
derstand those technologies well and how 
they’re being used by relevant audiences, 
it’s going to make it incredibly tough for 
you to do your job well.

Blake Cahill, Head of  
Digital at Philips, discusses 
the impact of Digital with 
Accenture and provides us 
with valuable insights into 
the way Philips uses  
Digital as an advantage.

1716 Accenture Digital High Performance ResearchAccenture Digital High Performance Research
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Digital in customer-facing business 
areas is less advanced than one might 
expect 
 
What came to mind? You probably 
thought about a disrupter that shook up 
industries by digitizing a product offering,  
sales-, or service functionality.  Such 
customer-facing innovations are often top 
of mind, since we encounter them in our 
everyday lives as consumers.  The  more 
surprising it is to learn that the digitiza-
tion of customer-facing functions (what 
we refer to as Digital Servicing) is not the 
most mature domain among AEX-listed 
companies, scoring a mere 5,2 on a 10 
point scale.

In assessing the maturity of Digital Servi-
cing capabilities, we evaluated a company 
along five criteria, being: 

The extend that a company offers… 
• …smart/digitalized products and 
solutions; 
• …internet-based services; 
• …Digital interaction functionalities;
• …Digital sales functionalities; 
• …and service specific Digital functi-
onalities (e.g. order tracking, after sales 
service).  

Taken as a whole, AEX-listed companies 
particularly score low on smart/digita-
lized products and solutions (Figure 5). 
Developing digitally augmented products 
and solutions often takes a hefty toll on 
R&D-budgets, while true, corporate bene-
fits only kick in after a connected critical 
mass is reached. These critical masses will 
gather, powered by the Internet of Things. 
Those that are first to market with value-

Digital Servicing: not yet a common good
AEX-listed companies score particularly low on  smart/digitalized products and solutions.

adding ecosystems of interconnected 
products and services, and thereby lock-in 
consumers, are the winners in tomorrow’s 
Digital world.

Today’s winners in Digital Servicing are 
Ziggo, TNT Express, and Philips (Figure 6). 
All three extend their offering to products 
with intelligent and ‘customer built’ func-
tionalities, while drawing on Digital to 
create smoother, more interactive service 
processes.  

That Ziggo tops the Digital Servicing chart 
stands to reason. In providing analog/Di-
gital cable television, broadband internet, 
and telephone services, a great deal of its 
offering is Digitally-infused by nature.

More surprising is TNT Express’ runner-
up position. According to Global Director 
of E-Commerce Oscar Diele, they ‘’only 
relatively recently fully engaged with 
Digital’’. The company, nonetheless, offers 
a perfect case in how to digitalize a sales 
and service functionality.  

The logistics provider has a free online 
portal, where customers can access 
multiple services across the sales process 
ranging from online booking of shipments,  
e-invoicing, to real time tracking. Infor-
mation can be extracted in XML format, 
allowing clients to integrate freight data 
in their own IT systems. 

Digital technologies have fundamentally 
altered the way in which consumers 
become aware of, evaluate, and purchase 
products and solutions. At the same time, 
customer interaction no longer stops 
at the checkout counter. In the Digital 
age, only those players that are capable 
of building, personalizing, and scaling 
customer engagement across and beyond 
the customer decision journey are set for 
lasting competitive advantages.

Read more about TNT Express’ approach 
to Digital from its Global Director  
E-Commerce Oscar Diele on page 20.

Figure 5:  
AEX-listed companies particularly score low on the extend that they offer digitalized products and solutions.

Figure 6:  
Ziggo, TNT Express and Philips excel in the area of Digital Servicing.
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What does Digital mean for a company 
like TNT?

We focus our use of Digital to serve 
customers better and to accelerate sales. 
Currently we are developing a compre-
hensive e-commerce strategy, developing 
our understanding of how to provide 
better service to customers.  We are also 
aware of the broader concept of Digital, 
and look at trends that are much further 

From customer  
experience to sales

out, such as self-driving cars and robot 
delivery. Having said this, TNT has only re-
cently fully embraced Digital, but we are 
moving fast now. We have for example 
established a Digital team specifically 
focused on analyzing all customer facing 
processes to determine how these can be 
optimized through Digital contact points. 

In our analysis, your ‘Perfect Transac-
tion’ stood out as a great way of using 
digital. Does this fall within our defini-
tion or Digital? 

Perfect Transaction is a cross functional 
initiative to achieve a seamless customer 
experience from order to invoice. This 
is an initiative to ensure that we meet 
our customers’ needs. It is about raising 
the ‘fulfillment’ of what we promise our 
customers. The results are very measu-
rable; e.g. by the percentage of deliveries 
according to agreed conditions (on time, 
undamaged, properly invoiced), which 
makes it a very tangible way to deliver 
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our strategy of improving the customer 
experience. For us, Perfect Transaction 
is not necessarily Digital, but stems from 
our ambition to provide  our customers 
competitive products and services, delive-
red perfectly at competitive prices.  

Digital provides great opportunities for 
Sales. Could you explain how your sales 
process is digitally enabled?

The new TNT website is one of the first 
outward signs of the way our service mo-
del is changing through Digital. It provides 
a complete online onboarding process, 
which aims to activate and stimulate cus-
tomers to use more of the functionalities 
offered. For large customers, we provide 
a growing range of custom solutions that 
can be installed on-site, with direct link to 
our system. This interactive and coope-
rative approach is a complete shift in 
approach from the old website, which was 
simply about communication.  
 

Making an impact through digital 
sales requires keeping up momentum. 
We often see  companies struggle to 
ensure that the back-office systems and 
processes are ready to enable the digital 
sales functionalities. Do you recognize 
this?

Yes, very much so. For us it is also a 
challenge to ensure that the back-office 
can keep up, as we roll out new customer-
facing Digital functionalities. To do this, 
we aim to allow the front- and back of 
the business to operate independently, 
so that legacy IT infrastructure is not 
holding back interaction with customers. 
Making the customer experience easier 
and more appealing through Digital has 
priority, and it should not be the objective 
to change the core processes. Rather, it is 
about finding new ways to implement the 
business processes to facilitate the new 
service model. 
 
 

Digital is not only about sales. How do 
you apply Digital within your organiza-
tion? Could you give examples? 

Like most other companies, TNT’s pro-
cesses are becoming more digital every 
day. We are streamlining and optimizing 
digital data streams and processes within 
the organization, but this is considered 
separate from our Digital agenda to 
improve the customer experience. Data 
analytics, for instance, is very important 
for us, and this cuts across all parts of the 
business. We consider Digital as a must, 
rather than a competitive advantage. An 
important change is that we currently are 
developing our Digital proposition with 
more focus on agility and much more in-
teraction with the customer. While in the 
past the developments were going slow, 
we are making a shift towards developing 
in a more dynamic way and with several 
iterations with customers. This is a real 
revolutionary working model within the 
organization.

Considering your agenda and remit, 
what do you see as the main challenges 
going forward?

The traditional company culture can be 
a challenge. The new approach to Digital 
servicing is a revolutionary new way of 
working for the company, and can create 
resistance. Commitment from the Board 
is vital. Often, change starts in ‘poc-
kets’ where there is room to experiment 
relatively autonomously, and we can learn 
quickly through fast iterations. Celebra-
ting these little Digital successes helps 
convince people in the organization that 
this is the right way to go. Making the 
transition requires a major mind-shift, 
but it is key for ensuring the loyalty of 
existing customers and winning new 
customers. In this process, resources are 
not everything; we need resourcefulness, 
so that we use those resources effecti-
vely to anticipate the changing market 
environment.

Oscar Diele, Global  
Director E-Commerce 
TNT, provides insights 
into the way the company 
approaches Digital and 
exchanges thoughts with 
Accenture about going 
forward.
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AEX companies are applying Digital 
inside-out 

Farmers operating drones to check on the 
health of their crops. Surgeons equipped 
with wearables to monitor a patient’s 
vital signs. The Digital-physical blur ex-
tends far beyond e-commerce and social 
media. The Digital age brought new tools 
and processes that woven throughout the 
organization enable businesses and gover-
nments alike to operate more flexible and 
efficient. 

In fact, the Digital transformation of 
internal processes is the most matured 
domain among AEX-listed companies, 
rating an average of 6.0 on 10 point scale. 
Ahead of the curve is Unilever, while a 
total of 11 others complete the podium 
(Figure 7) 

Unilever’s Social Collaboration Platform is 
a prime example of how Digital technolo-
gies can be used to streamline an organi-
zation’s workflow. The platform is built on 
Salesforce.com technology and spans all 
central and local brand teams, including 
agencies. As such, it brings together 
7,500 marketers and brand managers in 
central locations, enabling them to share 
knowledge, exchange creative assets, find 
best practices, and ask questions across 
the network.  

Digital Enablement: Digital is more present in the 
‘back-office’ than used to engage customers
Relative to Digital Strategy and Servicing, Digital Enablement (i.e. digitization of internal processes) is the most 
Digitally mature domain among AEX-listed companies.

A perfect illustration of digitized opera-
tions and processes comes from an in-
dustry that is generally less far along the 
Digital journey: Oil and Gas. According to 
Hans van Kesteren, CIO Global Functions 
at Shell, data analytics plays a key role in 
many of the company’s exploration and 
production activities. Shell’s Smart Fields® 
technology is such an example. By means 
of fiber-optic cabled sensors that monitor 
sub-surface reservoirs, control centers 
receive real-time data on temperature, 
pressure, and other field conditions as oil 
and gas is being recovered. These insights 
provide Shell engineers with a degree of 
control that helps them to increase the 
total amount of oil recovered from a field 
by 10% and gas by 5%.   
 
The interview with Shell’s CIO Global 
Functions can be read on page 28. 

Taken over the entire AEX – especially 
for companies that are less far along the 
Digital pathway – we see a remarkable 
maturity gap between Digital Enablement 
and Servicing. Applying Digital internally 
is often the easiest way to start, being 
within the realm of the CIO, and driven 
by proven functionalities for streamlining 
processes and operational cost reduction. 
Improvements in this domain usually have 
a clear-cut value case, lowering invest-
ment risk.  

As AkzoNobel’s CIO Pieter Schoehuijs 
explains: ‘’There is a bottom-up process 
of applying Digital solutions, in which 
the company identifies opportunities for 
using Digital where clear results can be 
achieved in a reasonable period of time’’.  

Read more about AkzoNobel’s approach 
to Digital from its CIO on page 24.  

Businesses can digitize customer-facing 
capabilities, taking on an external focus 
on revenue growth. Alternatively, business 
leaders can focus on cost reduction by 
digitizing processes and operations. Each 
path is perfectly viable to start with, gi-
ven that businesses regain a balanced ap-
proach further along their Digital journey. 
Continued digitization of either ‘’services’’ 
or ‘’enablement’’ in isolation can create 
serious difficulties. Large-scale e-com-
merce build on manual order fulfilment is 
bound to fail. Likewise, Digital operations 
in the absence of Digital marketing capa-
bilities will only grow margin, not market 
share.

Figure 7:  
The top 3 in Digital Enablement consist of 12 companies. 
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‘’Data analytics play a significant role in 
many of our exploration and production 
activities’’  

- Hans van Kesteren, Shell
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Considering the different nature of the  
business units there is no need for a single 
approach to Digital. But there is a need 
to develop a clear Digital strategy for 
each business unit, as it can help increase 
integration and coordination.

Given this complexity, do you have 
concrete ambitions to capitalize on the 
Digital trend? 

Yes we have concrete Digital ambitions 
and are capitalizing on these. There is a 
bottom-up process of applying Digital 
solutions, in which the company identifies 
opportunities for using Digital where clear 
results can be achieved in a reasonable 
period of time. Subsequently, we leverage 
these best practices for wider applica-
tions. Although this development is still 
relatively new, it is accelerating, together 
with the growing Digital skills of the orga-
nization and its employees. 

Our research concludes that some 
companies primarily focus on digitizing 
internal processes, instead of the custo-
mer-facing part of the organization.  
To what extent do you recognize this? 

I do, and digitization of front and back 
can also be challenging. As in many 
companies, there are synergy advantages 
to be obtained from combining the Digital 
environments of business units.  
This includes efficiency gains for con-
solidating systems, allowing for better 
planning and coordination along the sup-
ply chain. This is particularly relevant in 
our Chemicals business. Also in Sales and 
Marketing there are challenges in bringing 
together separate parts of the business. 

Where is the drive from within the 
organization for better integration 
between front and back?  

Governance will always determine the 
system landscape of a company, and the 

CMO usually has an increasing role in the 
‘pull’ for digitization. However, at Akzo-
Nobel we have chosen to place sales and 
marketing functions within the business 
units. The result of this governance model 
is that there is no CMO demanding a 
central sales and marketing system. For 
AkzoNobel, the benefits of decentralized 
sales and marketing outweigh the disad-
vantages, therefore solutions will have to 
be found per business unit. There is also 
increasing demand from the shop and 
factory floor for connecting IT and ope-
rational assets, for instance to improve 
planning and operations, or for quality 
control and testing. As supply chain 
takes increasing ownership of operational 
processes at a central level, this ‘pull’ for 
Digital integration is likely to grow.

Based on our analysis of public infor-
mation about AkzoNobel’s approach to 
Digital, we concluded that a minority of 
sales and servicing is digitalized. Do you 
recognize this? 

Yes, absolutely. Revenue through Digital 
channels is still limited, and many sales 
transactions involve physical contact 
with the client. Again, the nature of the 
business units affects the Digital agenda. 
Responsibility for sales and marketing is 
allocated at business unit level, so each 
develops its own approach. The Decora-
tive Paints business is furthest advanced 
in its use of Digital for driving sales, for 
example by linking webshops with physi-
cal paint mixers. There are also different 
visualizer apps, but these are mostly 
stand-alone, and not fully integrated to 
the back-office processes yet. 

Are there examples from within the 
chemicals sector that you consider as 
leading in Digital Servicing? 

Asian Paints is a good example in our 
industry. They have decided to operate in 
a limited number of geographies, allowing 
them to have a less complex application 
landscape.  

They are very innovative in digitizing 
customer-facing applications which con-
nect the front- and back-end. 

Is this an example for you to follow, or 
do you intend to take a different ap-
proach? 

It is definitely something we are interes-
ted in, but AkzoNobel is a different com-
pany, so there are other things we need to 
keep in mind  as well. Getting the basics 
of internal processes and systems right is 
vital for applying Digital solutions at the 
front-end. And yet, an overly strong focus 
on these traditional IT themes comes 
at the risks of detracting attention and 
resources from Digital sales and services. 
AkzoNobel is reducing internal IT expendi-
ture to free up resources for the transiti-
on to a good balance between front- and 
back-end applications of Digital. In this 
process, we can learn from other compa-
nies, where centralization and digitization 
have gone hand in hand.

Could you explain AkzoNobel’s vision 
and ambitions in the area of Digital? 
 
AkzoNobel is a diverse company, with 
business units ranging from the end-user 
-oriented Decorative Paints and Coa-
tings to Chemicals, much more a process 
and B2B business. This is reflected in 
the company’s approach to digitization. 

Digital balancing acts

Pieter Schoehuijs is CIO at 
AkzoNobel and, as such, 
responsible for applicati-
ons of Digital. In this dia-
logue with Accenture, he 
reflects on the meaning of 
Digital for AkzoNobel, the 
challenges, and opportu-
nities.
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energy industry. To realize our vision, we 
also need to make use of state-of-the-art 
Digital technologies in these application 
portfolios where IT can make a difference 
to achieve a competitive edge.  

Can you name a few leading areas where 
Shell Global Functions uses Digital 
technologies? 

One of the Global Functions areas where 
we are highly advanced is communica-
tions, because we believe reputation is 
a key factor in achieving a competitive 
edge. In staying leading in this area, we 
have defined a cross-channel commu-
nication strategy and engage on a high 
frequency with our customers and sta-
keholders on social media sites, websites 
and mobile apps for which we are equip-

What role does Digital play in Shell’s 
strategy?  

Let’s start with our vision for Shell.  
We envision Shell as the most competitive 
and innovative company in the global 

ped with the latest technologies. Another 
example is Treasury. In a way, Shell is 
comparable to financial institutions, since 
we complete large financial transactions, 
just as banks do.  
 
To support all our transactions and 
their surrounding processes, we use the 
latest Digital technologies and software 
including memory data analytics. Another 
advanced area is learning, where we use 
Digital to increase the efficiency and ef-
fectiveness of training by helping employ-
ees and 3rd party players to improve their 
skills on a broad range of disciplines and 
to promote knowledge of essential rules 
and regulations. We also have our Digital 
workplace vision, which covers a unified 
set of data, voice, and video capabilities 
and services that connects our people 

across the globe to acquire and share 
knowledge. 

Outside Global Functions there are lots of 
other areas where we use Digital such as 
for our Sales & Marketing to consumers. 
We have apps that help our customers 
find our gas stations, suggest to them ad-
ditional products and offer them services 
such as a cup of coffee.

How important are big data and  
analytics for Shell’s operations?  
 
Data analytics play a significant role in 
many of our exploration and produc-
tion activities. Seismic data processing 
and reservoir modeling are both heavily 
reliant on processing and analyzing fast 
quantities of data to find and optimally 

produce hydrocarbons. Digital technology 
is also applied in making our production 
wells smart using production flow data 
to monitor and optimize the production 
of individual wells and the reservoir.  
Another application area is process ana-
lytics, where we analyze the duration and 
sequence of transactional process steps 
in order to map the flow of a process and 
detect bottlenecks. It provides us with 
intelligent information which we can 
leverage to optimize our processes.  

How does Shell organize Digital innova-
tion? 

Shell recognizes the need to manage 
the era of big Data and the fast pace of 
change in Digital technologies.  In 2010, 
Shell established a business unit named 

Technical and Competitive IT, which is de-
dicated to drive competitiveness through 
IT innovation. Unique in the oil and gas 
industry, technical and competitive IT 
activities were stripped from general IT 
services and put alongside R&D technolo-
gy, and engineering business units. Doing 
so allowed us to identify the technical 
and competitive IT needs of the entire 
Shell business and create strategy and so-
lutions to meet those needs. We also work 
in collaboration with our key suppliers to 
identify and deploy Digital innovation.  

Digital Enablement  
as a competitive edge

Hans van Kesteren, Chief 
Information Officer Global 
Functions at Shell, shares 
his thoughts on the role 
of Digital in Shell’s  
strategy and operations. 
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Food and beverages can be more Digital 
than e-books and online articles 

If we cluster our maturity results by 
industry, we can draw a clear divide 
between two groups:  

1. Companies that are less far along their 
Digital journey and apply an inside-out 
approach: i.e. focus on Digital Enable-
ment; 
 
2. Companies that are further along the 
Digital pathway and apply a balanced ap-

Bringing it together:  
Any company can be a Digital company 
ING, Philips, and Unilever: except that all have their names spelled in blue, none of these giants seem to have 
anything in common. The diverse nature of our three Digital champions signals that value derived from Digital is 
not reserved for one type of business. 

proach across Digital Strategy, Servicing, 
and Enablement. 
 
The former group predominantly consists 
of companies selling physical products, 
whereas the latter is dictated by service-
oriented businesses (Figure 8).

Exception to this rule, and thereby dispro-
ving the myth that Digital is reserved for 
intangible commodities, is the Food and 
Beverages industry. In supplying us with 
our everyday consumables, this industry 
maintains a relative solid approach across 

Digital Servicing and Enablement, spiking 
in Digital Strategy. 

Soap, ice-cream, beer, and shampoo are 
not products that immediately get you 
thinking of Digital. The essence of Hei-
neken’s core product, indeed, rests on an 
ancient old recipe. Nonetheless, the Dutch 
brewery is going all in on Digital to drive 
next-generation customer experience. 
In October, 2014 Heineken launched its 
Frontier program – a business accelerator 
that aims to fund and partner with tech 
companies to develop new products and 

Figure 8A: 
Different sectors take different approaches to digitizing their business. 

Figure 8B: 
Different sectors take different approaches to digitizing their business. 

services. This initiative is an extension of 
its earlier launched crowdsourcing plat-
form Ideas Brewery.
 
Under its Foundry program, Unilever si-
milarly tries to tap into tech start-ups for 
innovative technology solutions. At the 
moment of writing, the FMCG conglome-
rate is actively sourcing pilots on topics as 
in-store Digital experience, artificial intel-
ligence for marketers, and quantified self.    
While the handover of physical goods 
is non-Digital in nature, its production, 
marketing, and order fulfillment can all be 
digitally infused. Digital opportunities are 
not conditional on the tangibility of your 
products. Instead, they come from how 
you use Digital to create new combina-

Less far along the Digital journey: apply an inside-out approach.
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tions of Digital and physical resources to 
help drive future growth.

Consumers focus the Digital mind
 
In the opening of this article we talked 
about the industrial internet and interac-
tive grocery stores; Digital opportunities 
exist in abundance across B2C and B2B 
markets. Nonetheless, our study shows 
that AEX-listed business-to-consumer 
companies outperform their B2B peers on 
almost all aspects of the digitization index 
(Figure 9; 6.4 vs. 5.0). Companies serving 
B2C markets may feel stronger pres-
sure to digitize as the voice of the retail 
consumer is amplified through on- and 
offline media.  

Do mind that B2B transactions still ac-
count for the bulk of our global economy 
and that experiences in the B2C realm are 
shaping B2B buyer expectations.  

Fuelled by what they encounter as con-
sumers outside of office hours, enterprise 
buyers are starting to expect B2C-like 
functionalities in the B2B procurement 
process. Business suppliers, therefore, 
need to keep in step with B2C develop-
ments in Digital customer-facing capabi-
lities. Those that fail to adapt their tech-
nologies to changing buying patterns are 
at risk of being outpaced. The B2B-end of 
the Amsterdam Stock Exchange still has 
some major catching up to do.   
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Figure 10:  
AEX-listed companies counting above 10,000 employees are digitally further advanced than their sub-10,000 counterparts.

Figure 9:  
AEX-listed companies in B2C markets have reached more advanced levels of digitization than their B2B counterparts.
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Size does not correlate with maturity
 
Digital business is not just the domain of 
small, nimble start-ups. In fact, our study 
reveals that AEX-listed companies coun-
ting above 10,000 employees are digitally 
further advanced than their sub-10,000 
counterparts (Figure 10). Although the 
10K+ers outperform their smaller peers on 
all aspects of the digitization index, the 
difference between the two is particularly 
large for the sub-criteria ‘’workflow’’. 
 

‘’Workflow’’ captures the extend that 
a company draws on Digital technolo-
gies to organize and perform its daily 
operations (e.g. virtual teams and video 
conferencing). Upsized businesses gene-
rally have more geographically dispersed 
operations, creating a greater urge for 
Digital interconnectivity.  

Digital maturity, however, is not a linear 
function of headcount. In the 10K+ seg-
ment, we see that companies with 
 

10,000 to 50,000 employees have a 
slight edge over those with a workforce 
larger than 50,000. The former especi-
ally excel in connecting Digital techno-
logies to corporate strategy.  

As businesses expand beyond a certain 
threshold, it becomes more challenging 
to articulate a viable Digital Strategy that 
serves all diversified fields of operations: 
advances in mobile payment means some-
thing different for your retail operations, 
than it does for procurement manage-
ment. In conglomerate settings, separate 
business units should act as pockets of 
innovation, each underpinned by their 
own Digital Strategy. There is no need in 
trying to boil the ocean! 

“Considering the different nature of the 
business units there is no need for a 
single approach to Digital. But there is a 
need to develop a clear Digital Strategy 
for each business unit, as it can help 
increase integration and coordination” 

- Pieter Schoehuijs, AkzoNobel
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We all know the stories of Digital, over-
night sensations sending shock waves 
through global industries. Rather than 
fighting such disruption when it happens, 
incumbent firms are better positioned by 
committing to a firm Digital course in 
their own right. 

Many enterprises have experimented with 
Digital over the past few years and we 
now see the first to achieve mastery in 
specific domains. For the AEX as a whole, 
however, there is still a lot of Digital 
headway to be made, scoring a 5,4 on a 
10 point scale.  

Within this score, our research iden-
tified that Digital easily goes beyond 
the industries of intangible goods and 
services. Also, B2C companies are still 
ahead of B2B focused companies. Finally,  
the employee size of a company does not 
necessarily predict its Digital maturity.
More strikingly are firms’ approaches 
to Digital transformation. The scores of 
the index categories (i.e. Strategy: 4,9; 

¹ CEO Briefing 2014 - The Global Agenda: Competing in a Digital World, Accenture.

Conclusion:  
Becoming a Digital Champion starts today

Servicing: 5,2; and Enablement: 6,0) signal 
that AEX-listed companies generally start 
from the inside, while working their way 
outwards to Digital Servicing and Stra-
tegy. This outward expansion corresponds 
with a recent Accenture survey¹ of 1,000 
C-suite executives across 20 countries.  
 
When being asked about their Digital 
business investments, the majority (59%) 
stated that they focus their Digital invest-
ments on driving process improvement 
and internal efficiencies. Only 31% of the 
surveyed executives mentioned that they 
invest in Digital as a new means to inter-
act with customers and to transform the 
customer experience. 10% did not invest 
in Digital technologies at all.  

Making a complete Digital transformation, 
however, means aligning and executing 
Strategy, Servicing, and Enablement toge-
ther, even if maturity among them varies. 
Philips, Unilever, and ING demonstrate 
that this ‘’both-and’’ approach is practical 
as well as possible. Do mind that captu-

ring Digital opportunities is not a function 
of technology alone. Instead, Digital value 
levers are triggered by what these tech-
nologies empower people to do and how 
they alter the human experience. If done 
correctly, the highest rewards of digitali-
zation comes from its disruptive force to 
open new markets, bind customers, while 
gaining operational efficiencies and cost 
reductions. 

The question that the AEX-listed compa-
nies must now ask is how they are going 
to use the next years to define their place 
in this new, Digital world. How will they 
leverage Digital across all three areas of 
business: Strategy, Servicing and Ena-
blement? Those companies that arrive at 
the best answers — and that can properly 
leverage the strengths of Digital alongside 
the strengths of people — will be set-
ting themselves up for market-leading 
advantages.
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About the research

Accenture Digital analyzed the performance of the 25 
companies listed on the AEX stock exchange in Amsterdam, 
The Netherlands. Based on evidence found through the 
analysis the researchers have rated the companies on a 
scoring model (the Digitization index) that defines the best 
practice and 3 gradients of deviation. Interviews with five 
key stakeholders were held to further illustrate the find-
ings.
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