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Increasingly, consumers are engaging brands via digital 

touchpoints. These digital interactions experienced 

through mobile phones, websites, and via social media

are essential to business growth and profitability. 

Companies capable of optimizing these digital 

experiences will be well positioned for the long haul.

Industry analysts are seeing a resurgence of projects

and investments in flexible technologies that have 

reliably demonstrated an ability to help generate sales, 

save money, improve loyalty, or solve customer service 

problems. Chief among them are digital experience 

platforms. More than half of the 14,596 respondents in 

Forrester’s Business Technographics Global Priorities 

And Journey Survey, 2015, said they are devoting more 

resources and budget to delivering digital experiences.

However, many organizations are finding the promise 

of digital experiences to be elusive. Charged with the 

responsibility of delivering a multitude of websites, mobile 

apps, and in-store systems, all supporting digital experience 

initiatives, IT executives are now discovering that they don’t 

have all of the technologies they need. In their search for a 

silver bullet, some executives have fallen for the promise that 

a single-vendor solution can be singly capable of solving their 

woes. Sadly, one size does not fit all, and in a world where 

legacy technology isn’t going away, best-of-breed capability 

and a solid integration strategy matter more than ever. Savvy 

CIOs are leveraging a best-of-breed approach, delivery 

accelerators and agile experience frameworks to build the 

foundation for a new kind of business architecture – the 

Digital Experience Platform.
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LAYING THE 
GROUNDWORK

To get started, you need to lay out the steps for digital experience 

delivery evolution. Start by defining your business and brand 

objectives. The goal is to gain a detailed understanding of the 

points at which your business priorities and digital experiences 

intersect. You must also understand your customer’s needs and 

digital behaviors, which can be illustrated in a customer journey 

map. The customer journey map should include your ideal 

customer’s goals, context, motivations, and interactions in every 

phase of the lifecycle.  Often, the marketing leadership already has 

such processes documented, so this is a good time to involve your 

counterparts in marketing. 

Next, prioritize interactions in the customer journey that provide 

the most benefit to your customers, while at the same time 

are providing high value to your organization. Look to fund 

digital experiences that benefit customers while simultaneously 

improving your business performance.

For example, increasing average order value 
benefits your company, while providing 
customers with highly targeted, relevant product 
recommendations directly benefits the customer.
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Before proceeding further, it can be helpful to measure the 

current state of organizational maturity as compared to an industry 

standard digital marketing maturity model. Take advantage of online 

tools provided by vendors and industry analysts, such as Forrester 

and Gartner, to effectively measure your organization’s digital maturity 

and readiness. Going through this process is time well spent, as knowing 

your digital maturity level (and that of other stakeholders around you) will 

help inform key investment decisions in technology, process, and, most 

importantly, people.

Generating a unique and customized model of digital commerce maturity for your 

company will make you more effective at planning and influencing the development 

of your digital strategy. Keep in mind that maturity profiles are not a measure of 

how good your existing digital experiences are, rather, they indicate the level of 

effectiveness you can expect to achieve in a digital experience project, relative to the 

current market ideal, and based on how capable you believe your company to be.
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MEASURE DIGITAL
MATURITY
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Some executives make the mistake of regarding 

digital maturity as a self-assessment. Instead, treat it as 

a basis for an active dialog in your organization around 

digital experience delivery.  Take it further by asking the 

CMO to fill out the digital maturity assessment, as well. Since 

you’ve already engaged with the marketing leadership for the 

customer journey map, you will be seen as an evangelist of digital 

leadership, strengthening relationships, and gleaning insights.

Once you understand your digital maturity, you will be able 
to clearly articulate how the characteristics of your business 
limit your ability to deliver effective digital experiences. 

This framework will help you better understand which commerce and/or 

content solutions and strategies are best suited to the unique strengths and 

weaknesses of your enterprise.
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Companies who are successful at digital marketing don’t make 

one-off tactical investments in individual digital experience projects. 

Instead, they make organizational-wide commitments to delivering 

a comprehensive digital experience. You must institutionalize the 

concept that you’re implementing a digital experience platform that 

will propel your organization into the future, not delivering a niche

technology project. 

Now that you have a prioritized set of digital interactions via the customer 

journey map, and you have organizational commitment to a program, not just

a project, you’re ready to start planning technology products and services.

 

Forrester recommends that your plan include the delivery of 
short-term capabilities required to meet near-term marketing 
demands,  while simultaneously building out a platform that 
provides long-term marketing agility. 

The goal is to minimize the “throw away” work in what to create now, so as to

maximize reuse in the platform you are putting in place.
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Forrester, in its Forrester Wave: Digital Experience Platforms, Q4

2015, says that an “all-in-one platform from a single vendor is almost 

never practical.” It cites legacy technology constraints, organizational 

politics, and limited budget as common pitfalls to the single-vendor 

approach. Instead, you must own your digital experience architectural 

strategy and embrace an integration vision. Technical integration remains

a common pain point. A survey by Forrester in 2014 found that the top 

technical barrier for delivering effective digital experiences was poor 

integration (Forrester’s Q1 2014 Digital Experience Delivery Online Survey).

INTEGRATION
MATTERS



A solid integration strategy and execution plan must serve as the 

cornerstone of your digital experience platform. All too often, CIOs 

make the mistake of overinvesting in features and underinvesting 

in integration.

While “integration” may not be the term that marketing or even 

digital experience leaders use, these stakeholders are nonetheless 

familiar with the pain points that prevent their teams from working 

across the aisle. Integration is the key.

Ease of integration and alignment with architectural strategy

should be key selection factors when choosing the vendors

and technology components of your digital experience platform.

Priority should be given to vendors whose solutions are purpose 

built to integrate using flexible APIs. Digital capabilities that are 

easy to configure and fast to deploy should trump “all-in-one”

suite solutions that claim to offer every conceivable feature 

possible. Beware of the salesperson who ascertains that it is 

possible to obtain everything you need from a single vendor.

• Ambiguous requirement specifications that  
   result in missed client’s expectations.

• Quality issues, scope creep, and requirement   
   rework delay agreed upon go-lives and     
   deadlines, putting initiatives at risk.

• Time and effort overruns result in significant   
   budget overruns.
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OTHER TYPICAL CHALLENGES INCLUDE:
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Are the systems that I need (CMS, commerce, product ordering, etc.) modular 
and extensible? Or are they packaged suites that lock in features that are not 
core to the offering?

Can I extend legacy systems through reusable services and APIs?
Or am I looking at a total rip and replace?

Is this solution truly best-of-breed?

CONSIDER THESE 6 INTEGRATION QUESTIONS BEFORE SELECTING 
A TECHNOLOGY OR SOLUTION VENDOR AS PART OF YOUR DIGITAL 
EXPERIENCE PLATFORM:
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Remember that the true goal of integration is optimization and the creation of a seamless digital experience platform.

Can the solution integrator or service provider guarantee predictable outcomes?
Do they have a solid track record of performance with verifiable references?
Do they automate or codify best practices?

Can I deploy the solution alongside existing systems, and then adjust business unit 
workflows gradually to deliver an organizational-wide digital experience platform?

Is the digital experience platform based on flexible technology that I can bring in-house 
if I choose? Is it flexible enough so that I can swap out proprietary components for open 
source capabilities if needed? How locked in am I?
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An often overlooked segment of the digital experience 

program required for success is people. Ensuring that your 

organization is aligned and that you fully understand the 

needs of your colleagues will make the program that much 

more successful. For example, many technology executives 

concern themselves solely with building systems and applications 

that change infrequently, such as systems of record upon which 

an organization is built. However, to a marketer faced with constant 

change and a need to adapt quickly to consumer tastes and habits, 

the opposite is true. To the marketer, it’s all about speed in a hot market. 

Understanding your business’ need to innovate rapidly therefore requires 

you to be agile as well.

Build a team around an innovative and agile digital experience program. Adding 

change-resistant members to this team will only delay progress. Instead, assemble 

a digital experience team who will work alongside you to evangelize the importance 

digital experience throughout your organization. Leverage your digital experience 

program to serve as a technology evangelist and digital business catalyst, breaking 

down siloes and organizational divisions.

BUILD A TEAM



NEXT STEPS

Digital experience is a challenge that when achieved should be transformational. It has the 
potential to be a self-sustaining force within your organization, not just a never-ending series
of technology projects.

Contact XumaK at sales@XumaK.com or call +1.414.218.9093

to learn how to get started with digital experience in your organization.
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