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Infroduction

This paper reviews the worldwide perspective of Value Stream Management (VSM) and its alignment with address-
ing 2024 business, organizational, and customer value challenges. The report covers current VSM adoption levels,
which metrics are being used to measure and track customer value, which teams are actively participating in value
stream initiatives, and solutions being used to facilitate VSM. This global research project surveyed executives and
IT leaders as well as conducted in-depth executive interviews.

The research investigated the adoption of value streams, whether value stream management (VSM) delivers key
benefits sought, and quantified actual benefits received from those with VSM initiatives and shipping products. The
research also focused on the current business environment and key market trends, captured key business concerns
and strategic focuses for 2024, and compared key findings to 2023 survey results to build year-over-year trends.

Executive Summary

A new trifecta for business objectives is emerging for 2024. The standard triad of business objectives in past years
has been to cut costs, increase sales, and grow profits. However, in 2024, increasing customer value is replacing the
objective to increase sales. This philosophical change indicates that companies believe delivering customer value
drives long term profits over larger initial sales. This is reflected in the 96% who reported they have started a VSM
(Value Stream Management) initiative. Companies anticipate having multiple products shipping with a VSM pro-
cess in 2024.

However, there are many challenges to overcome, led by the need to increase efficiency, collect data, and measure
customer value. While 99% reported they are measuring customer value, only 5% were measuring all key metrics,
meaning most have an incomplete or biased interpretation of customer value. This research also highlights that too
few teams are involved in their VSM initiative, as many just have 3 teams though most enterprises typically involve
5 or more teams to approve, design, build, ship, and support a product. A particularly concerning challenge was a
growing disconnect between the business and software development, leading to increasing frustrations.

A significant contributor to these challenges seems to be poor and inadequate solutions such as in-house and open
source tools, Excel spreadsheets, or repurposed commercial tools, but this research shows these are rarely inte-
grated. These disconnected tools resulted in 80% stating they don’t have good visibility across their value streams.
Half of the participants don’t have centralized product lifecycle data, and this lack of easily accessible data left most
companies only capturing a few of the VSM benefits available from the information they already have. This lack

of information flow likely contributes to team frustrations and lack of alignment. Improved digital transformation
is a byproduct of VSM and its solutions which create alignment, seamless workflow, eliminate silos, and real-time
insights. More team participation, improved measuring of customer value, and a proper solution are the first places
to start driving more value out of VSM as well as improving all three metrics of the new business trifecta.
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Key Findings
 Value Stream Directly Aligned with Top Business Objectives in 2024
- The new business trifecta — reduce operating expenses, increase customer value, grow profit margins
- 96% have already received benefits from VSM initiatives

- Most companies expect to have multiple products leveraging VSM in 2024

« Companies Top VSM Challenges are Measuring Customer Value, and Including All Teams along the Value
Stream

- Measuring customer value moves to a top-3 challenge for 2024
- 99% now measuring customer value, but only 5% are measuring all six key metrics

- Too few teams are involved in value streams limiting efficiency and continuing silos

« Ad hoc solution deficiencies Inhibit VSM Effectiveness and Limit Business Benefits
- 80% share they don’t have good visibility across their value streams
- Half of companies don’t have a solution to centralize product lifecycle data
- Companies failing to leverage VSM data, thereby limiting business benefits

- VSM drives alignment to improve digital transformation effectiveness
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Detailed Findings
The New Business Trifecta

Most businesses at this point have found equilibrium with the changes the pandemic imposed, and many compa-
nies are now focusing on optimizing the new normal for global business. That transition appears to be changing
the traditional business trifecta, which has long been to reduce costs, increase sales, and grow profits. This research
shows that improving customer value has moved into the second spot (56%), displacing sales growth and just two
percentage points behind the top answer, reducing expenses (58%). Those interviewed stated that internal focus

is most definitely returning to the customer, and that a happy customer delivers more revenue to the company.
Over the last few years, customers have shown they are willing to change brands for better products and customer
service. Several participants noted the old marketing saying that acquiring a new customer is significantly more
expensive than retaining an existing one.

What are your company'’s strategic business focuses for 2024?
Select all that apply.

Reduce operating experses T 5% "2
4 m2023
nerease customer vaive | 7
Grow profit marins | ;2
mprove product quoity L 22, .,
Gain more custorners L.
3%
Increase speed to market 5%
i 35
estabishnew morkets - | 157
Advance social governance initiatives (sustainability, green, m
inclusion, etc.) 32%

0% 20% 40% 60%

“"Companies have been failing in the eyes of the customer, many drivers and issues
stemming from the pandemic. We are aware of our own customer shortcomings and have
a very clear focus on maximizing customer value. It's why value streams are so important
now."” — VP, Financial Services Company

“Satisfied customers buy more from you and tell colleagues and peers which builds your
brand positively. The customer is always king; we just may have lost our focus for a while.”
— CMO, Technology Company
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Most Companies Expect to have Multiple Products Using VSM
in 2024 The Broadcom VSM Maturity
Model was designed to help
companies evaluate, improve
and advance their VSM

One initiative synonymous with customer value is VSM. The research indicates
that the largest number of companies (28%) will have multiple products teams

using VSM by the end of 2024. The year-over-year data shows a steady improve- implementations. For more
ment of overall use of VSM from 2023 to 2024. There are fewer companies in the information, there is a

planning phases, as many have moved into the pilot project and are increasing companion paper and an online
the use of VSM for single products and product lines. However, many orga- maturity assessment.

nizations may be running into challenges in broadening their VSM initiative
enterprise wide.

At the end of 2024, where will your company be with its VSM adoption?
30% 28%
26%
25% 22% 22%
20%
16% .
]5 (=]
14%
15% 12% 12%
10% 8% - 2
° 6% 4
) -%
0%
Planning phase Pilot project A single product Individual Multiple product Enterprise wide We have no
phase using VSM product line using lines using VSM use of VSM specific plans for
VSM our VSM
adopftion next
year
m2024 m2023

“We are rolling out VSM more broadly now. However, adding new teams and products is
adding different challenges than we experienced in our pilot project. We are learning and
improving but is taking a little more time and effort than we have hoped.”

- Sr. VP, Manufacturing Company

“"Many were just tired of the ‘more with less’ initiatives and pure tech focus changes from
IT. So VSM is moving out more broadly and is being received well internally because of the
focus on the customer which everyone can appreciate and participate in.”

— CIO, Financial Institution
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VSM Delivering Numerous Business Benefits

While many companies are in the early stages of VSM adoption, the research sought to quantify where companies
were already receiving business benefits. Survey participants overwhelmingly (96%) confirmed they have already
received benefits from VSM, and the range of benefits was diverse. The chart below illustrates a few key changes
from year to year as two new answer options were added for the 2024 survey. As such, the first of the new answers
takes the top spot at 38% which is that VSM is accelerating their digital transformation initiative. Those inter-
viewed report one of the cornerstones of VSM is driving efficiency with improvement process, communication, data
and more, and improved efficiency is a primary objective of digital transformation.

The other new answer, “increased customer value,” ties for 2nd place at 33% and reveals that VSM is delivering on
exactly what it is supposed to. Also tied for second (33%), “improved organizational alignment” is helping to drive
that increased efficiency. Rounding out the top 5 is increased transparency (32%) and faster solution delivery (31%).

Which of the following benefits of VSM has your company already received?
Select all that apply.
Digital transformation progress I 387, m 2024
Increased customer value I 337
Improved organizational alignment  SEEEE——E——— 337,
Increased fransparency IEEEEEEE— 327,
Faster delivery of solutions to customers I e 317,
Improved data-driven decision making I 307
Eiminated waste  mamm  24%
Proactive identification and removal of problems - 4%,
Streamlined product management ————————— )07,
Innovative products creation I ] 7

None of the above = 4%

0% 10% 20% 30% 40% 50%

Improved organizational alignment I 397, m2023
Increased transparency e 427,
Faster delivery of solutions to customers I 387,
Improved data-driven decision making I 377,
Eiminated waste I 28%,
Proactive identification and removal of problems I 309,
Streamlined product management I 347
Innovative products creation S 317
Faster access to data (mefrics, reporting, efc.) T E———E 36%

None of the above - 5%

0% 10% 20% 30% 40% 50%

“VSM has a lot of objectives but the key focus is increasing customer value. But in pursuit
of delivering more value fo customers we found other direct business benefits. | wish we
started VSM sooner.” — VP IT, Healthcare Provider

© 2024 Dimensional Research.

www.dimensionalresearch.com

All Rights Reserved.



2024 VALUE STREAM MANAGEMENT TRENDS <>
A Global Survey of Executives and IT Leaders . ’

Dimensional Research |  January 2024

“"Our VSM initiative is delivering a lot benefits, more efficiency, more value to customer,
better visibility of our process and a product’s progress. Our employees feel more
connected to the end product, which is the customer and not just a cog in a machine
doing a task.” — CIO, Financial Institution

Top Business Challenges in 2024 Correlated to VSM Strengths

The research then looked to the future to understand what business challenges companies anticipate in 2024. Topping
the list are inefficient processes (49%) which if addressed drives profits, reduce loss, and often increases speed to
market. Three items were tied for second place at 40%: collecting data, measuring customer value, and having siloed
teams. Interviews reveal that data is wanted for data driven decision making and business optimization which would
drive efficiency and organization alignment. All four of these challenges are intimately linked with VSM’s objectives.

What are your company's biggest business challenges for 20247

Inefficient processes I 49%
Collecting data (reporting, analysis, processing, etc.) GGG 40%
Measuring the value our products deliver to customers GGG 40%
Siloed teams NN 40%
Lackof resources I 37%
Slow innovation N 36%
Supply chains (reliability, simplifying, delays, etc.) N 36%
Lack of visibility throughout the product lifecycle N 32%

Remote workers (enablement, management,
productivity, etc.)

Gathering customer feedback NN 27%

— 31%

We don't anticipate any business challengesin 2024 1 1%

0% 10% 20% 30% 40% 50%

“I would say 2024 for us is about getting better at what we do, being more efficient and aligned.
But it is also getting better at collecting and making data usable.” — GM, Retail Company

“The pandemic is largely behind us but there are signs of a slowing economy down the road.
We need to keep focus on the customer but become more lean and smarter.”
— CMQO, Technology Company

© 2024 Dimensional Research.
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Trying to Build a 360 Degree View of Customer Value

Given the key 2024 challenge of measuring customer value, participants were asked how they currently measure
the value that customers receive from their products or services. The survey’s answer options utilize Broadcom’s
maturity model by including the six key metrics needed to build a 360 degree view of customer value. These met-
rics are represented in the chart below. The results are led by understanding customer happiness (68%) via asking
the customer directly, with surveys or other feedback options. Second is adoption (55%) which many companies
should track to see if their solution is used consistently or increasing in use. Third is sales also at 55%, as unhappy
customers don’t upgrade or continue with subscriptions, maintenance, or purchasing new solutions. Also at 55% is
customer support as they are often directly interacting with customers, documenting specific challenges, and cap-
turing direct customer feedback. Soliciting the support representatives’ perceptions is also critical. In the fifth spot,
just one percent point lower at 54%, is OKR, KPI, KPOs directly focused on unique product and services satisfaction
indicators. And lastly is social media (33%). The power of social media is significant and what is shared can become
prolific and alter the perception of your company brand and its products.

The charts below represent a good effort in that 99% are measuring some customer value but ultimately disap-
pointing as barely over half are measuring any one of them. The chart to the right indicates how many of the
answers on the left were selected by each participant. The big takeaway is only 5% of all companies are using all 6
metrics of customer value, and just 9% are tracking 5 of the indicators. That is just 14% of companies that have a
comprehensive idea of what value the customer is actually receiving and how they feel about it. The rest (86%) are
likely making decisions on too little data and biased perceptions.

How does your company measure customer value? Number of Value Metrics Selected
5%

Select all that apply.

m2024 m2023

e amack nvs orc) .
feedback, NPS, etc.) 72%

n]

Customer adoption (increased use of _55% n2
our solufions) 59% "3

Sales (up sales, maintained _55% m4
subscriptions, etc.) 58% .5

24% 6

Customer support (number of calls, _ 55%
texts, etc.) 53%
Social media (recommendations, _33%
complaints, etc.) 35%

We don't measure customer value i ]]%

0% 50%
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“We have realized we were tracking only the things our company cared about like sales,
adoption, and some key metrics. We are really missing what the customer is actually
saying in support channels, and in forums. We have to be honest that we just don’'t have a
really good understanding of the value they [customers] feel they are receiving.”

— Director, Technology Company

“The fact is what a customer thinks, is the truth. Good sales or low support volume can

be misleading. Not all [customers] take surveys, give direct feedback, or may already be
looking for an alternative to your solution. You have to expend the effort to leverage every
channel a customer may use, which could be indirect, to really understand the customer
value they are receiving. It's not easy. You have to sift through a lot of data and try to
make it usable.” - Sr. VP, Manufacturing Company

Two Few Teams Involved In VSM

The research also sought to understand which teams were actively participating in value streams. Similar to the
preceding section, the findings are good news and bad news. The good news for VSM is the most crucial teams are
involved, which is product management and software development, both at 48%, and DevOps in third with 44%.
But those top 3 teams in the chart below are less than 50% and they should be closer to 90% for most companies.
After those 3 answers there is a steep drop-off, with only 37% having a corporate strategy team involved in value
steams, which is concerning. In fact, in analyzing the data it reveals that a majority of companies only have 3 teams
involved, and only 14% of companies have more than 5 teams. This lack of team involvement is likely impeding
efficiency and is sustaining a siloed team environment, both of which were cited earlier in the report as top busi-
ness challenges for 2024. Team involvement across the value steam and enterprise is critical for growing VSM value
and maturity, and this data indicated just too few teams are involved in VSM today. The lack of team involvement
also manifests the lack of visibility and alignment around the value stream.

At your company, which teams are currently actively involved in building and managing value streams?
Select all that apply.
Product management I 48%
Software development NN 48%
DevOps I 44%
Corporate strategy team (executives, general managers, senior directors, etc.) I 37%
Security IS 277
Markefing I 246%
Customer support I 057
Sales NN 247
Compliance I 22%
R&D (traditional - not software development) I 227,
Legal I 11%

0% 20% 40% 60%
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“In the pilot it is just product management and development. Now we are trying fo grow
it, because while those two organizations are crifical, they are a small part of the value
stream and smaller than the number of people who actually interact with the customer.”

— VPIT, Healthcare Provider

“Right now, we need to involve product strategy [feam], so the products are aligning from
that perspective. But we desperately need the feedback loop to represent the customer,
that is sales, support, marketing.” - Sr. Director, Consumer Manufacturing

Ad Hoc Approach to VSM Solutions

With challenges from truly understanding customer value to establishing broad team involvement, the research then
looked at which solutions are being used to support VSM initiatives. Leading all types is homegrown and opensource
tools (45%) which can be good and bad. Good in that some are customized to a company’s exact business and pro-
cesses, bad in that they can be unsupported and often only used by one team, which generally limits data sharing.
Perhaps one of the most alarming findings is that Excel spreadsheets (41%) is the second most used tool, which is
often a point solution that is static and manually updated. At 32% are numerous non-integrated tools which limit data
sharing and promote more siloed operations. Only 31% are using a dedicated VSM commercial solution. At the bottom
are multiple integrated solutions (20%), and single integrated platform (7%). Thus, most companies are using a vari-
ety of non-integrated tools and solutions to try to manage their value streams but likely inhibiting information flow.

What tools is your company using to manage its value streams (VSM)?
Select all that apply.

Homegrown fools, open source VSM solutions | I 157

Excel worksheets IR 417

Multiple non-integrated solutions (dedicated VSM and

other repurposed tools) 32%

Commercial VSM solution 31%

Multiple inte grated solutions (dedicated VSM and other
repurposed fools)

I 20%
Single, fully inte grated platform (entirely VSM focused) [ 7%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

“After 3 years, we finally bit the bullet and purchased a [VSM] solution and integrated it.
It highlighted that we spent more time frying to keep everyone on the same page with
a bunch repurposed tools than it fook to deploy a real VSM solution with better process
visibility. If  had it to do again, I'd get a real solution at the beginning.”
— GM, Retail Company

© 2024 Dimensional Research.
All Rights Reserved.
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Companies Lack End-To-End VSM Visibility

To determine if companies’ tools were really inhibiting VSM, the research directly asked about their visibility
across value streams. Only 20% stated they have good or excellent visibility across the value stream. Thus 80% have
mediocre or poor visibility. Those interviewed stated visibility is key to delivering a quality product efficiently. A
couple of interesting comments indicated that visibility is critical to ensure their product or service is secure and
compliant. Thus, the ad hoc solution approach is not providing the visibility needed and creating risk.

In general, how would you characterize the visibility of work progress across your company'’s value streams?

m Black hole (we have no visibility of the
work progress)

B Poor - Single team (good visibility info one
team, i.e. development, operations,
product management, etc.)

OK - Multiple teams (good visibility into
several feams, i.e. development,
operations, product management, etc.)

50%

! H Good - All teams (good visibility into all
| SRR RPN PRI RPpRRIRPIN EPpUPpEpIIRIPIPPRPRY PRI the teams but not workflow between
them)

H Excellent - All feams (good visibility info all
the teams and workflow across them)
0% 20% 40% 60% 80% 100%

“Process and productive visibility affect fime and quality to market, and ensures sales,
marketing and customer support are ready when it is released.”
— Sr. Director, Consumer Manufacturing

“I can fell you limited visibility is an efficiency kill. Someone has to manually ensure that
each step has been completed correctly. Has Legal signed off, will it be compliant, is
marketing ready, has sales been tfrained, is the Ops feam ready, etc. It sounds obvious but
having everyone along a value stream on the same page is critical otherwise it's hundreds
of emails and cc chains.” — CIO, Financial Instfitution

© 2024 Dimensional Research.
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Next, participants were asked if they possess a solution that centralizes the information from across the value
stream and product lifecycle. As the chart below reveals, in 2023 65% said they did, but in 2024 it dropped to 49%.
During the interviews we asked why that might be. In summary most participants indicated they “didn’t know what
they didn’t know” at the time. As more teams and more solutions are being brought in to support the VSM it is
becoming clearer that integrated solutions for sharing data and connecting and involving teams are critical.

Does your company have a solution that centralizes data from all the teams throughout
the product lifecycle (from concept through delivery and support)?

2024 mYes

2023

®No

0% 10% 20% 30% 40% 50% 60% 70% 80% 920% 100%

“"We know our VSM process is different than others. We have to measure different aspects
of customer value than others | know of and include a lot of atypical groups. For example,
all our value streams must include legal and compliance.” — VPIT, Healthcare Provider

ValueOps™ by Broadcom

ValueOps™ by Broadcom is the industry’s most complete Value Stream Management (VSM) solution.
Combining robust business planning, agile delivery management, and value stream integration in
one solution, ValueOps uniquely accelerates transformation by improving visibility, alignment, and
efficiency at every stage of value creation.

With ValueOps, the seamless convergence of Clarity™, Rally®, ValueOps ConnectALL®, and
ValueOps Insights in one solution empowers leaders at every level fo plan, fund, manage, frack,
and opfimize their work efforts using a common data model and value orientation. With the widest
range of VSM features in the category, ValueOps has capabilities and insights to meet the needs of
everyone in a value stream — effortlessly synchronizing them to align strategy, investments, people,
and work across the enterprise.
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Failure to Leverage Available VSM Data Limits Business Benefits

The visibility into the data collected throughout a value stream at a high level can indicate how the company is
operating and how happy customers are with the products and services received. Yet when participants were asked
how they use the data VSM produces, none of the answers were selected by even half of the respondents. One
hypothesis was that there were so many different ways to use the data that there wouldn’t be strong correlations
across different companies, geographies, and industries. However, asking participants during the interviews why
they thought VSM data wasn’t utilized effectively, their responses distilled down to two answers: lack of quality
VSM solutions and immaturity. The first response reinforced the concern about an ad hoc approach to VSM tools,
with the data not being collected and not flowing between teams. That lack of easily accessible data means teams
either don’t know the information exists or it takes too much work to get it, which reveals the immaturity of most
companies’ VSM initiatives.

The power of VSM data to drive direct business benefits cannot be underestimated. Just the top five answers of
continuous improvement (47%), improved efficiencies (44%), improved product quality (37%), increased customer
value (37%), and increased workflow visibility are very strategic to nearly every organization. In fact, most of the
rest of the answers provide key opportunities for most businesses.

At your company, how is the data collected throughout the VSM process used?
Select all that apply.

WA
i 44%

Continuous improvement

Improve efficiencies

Improve product quality
Increase customer value
Increase workflow visibility
Improved alignment

Advance digital fransformation
Guide data-driven decisions
Consolidate work

Eliminate overhead

Reduce meetings

Increase competitiveness

We don't collect data from our VSM processes

T 3%
I 3
T 357
= 35%
I 32%
T 30%
A 28%
I 27 %
I 23%
—— 22%

. 47

0% 10% 20% 30% 40% 50%

“Our data is a bit siloed, and

most don't really understand how valuable it can be to

another feam or the executive staff. We need a tool that matches each value stream and
collects data and more importantly shares it. VSM isn't just about you doing your job better.
It's about everybody doing a better job at delivering more value to the customer. To know

that and improve it at every level we need the information.”
— CMO, Technology Company
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“We just have one VSM solution, and that fook some work, so we took a lot of short cuts
to get the process up and running. We realized we need go back and put the right
infrastructure in there to keep the process working and efficient and collect and share
information. We just didn't realize what we didn’'t know at the time.”

— Director, Technology Company

VSM a Fit for Nearly All Companies

Earlier in the report the top benefit of VSM was advancing a company’s digital transformation initiative. Given digi-
tal transformation has been pursued by most companies for longer than VSM, participants were asked what would
improve their digital transformation objectives most. The top answer was alignment of technology, which rein-
forces the lack of a consistent solution across value steams. The second answer was seamless workflow throughout
the product lifecycle, which is a prime tenet of VSM, as is eliminating solos which took the third position. The
fourth response is access to real time insights and data, which as discussed above is a challenge for VSM as well.
Thus, adopting VSM and the right solution actually addresses the key roadblocks to digital transformation but adds
the critical focus on delivering more value to the customer.

Which of the following would increase the effectiveness of your organization’s digital
transformation initiative the most?
Select all that apply.

Alignment of fechnology across the enterprise _ 29%
Seamless workflow throughout product lifecycle (from _ 24%
initial concept to delivery) °
Elimination of silos within the organization _ 22%
Access to real time insights (data fransparency across _ 21%
organizafions) °

None of the above would increase our digital
transformation effectiveness - 4%

0% 5% 10% 15% 20% 25% 30% 35%

“Not obvious when we started, but VSM is linked to DT [digital fransformation]. Where
DT was about digitalization and efficiency, VSM moves it to focusing not internally but
externally to the customers.” — GM, Retail Company

“Interestingly in pursuing value streams we are finding answers and solutfions to some of the
ongoing challenges in digital fransformation.” — Sr. VP, Manufacturing Company
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Conclusion

The research finds that VSM continues to gain momentum delivering numerous business benefits, such as increased
efficiency, increased customer value, and cost reduction. The adoption of VSM is also correlated with change in the
business trifecta, which is now to reduce costs, increase customer value, and grow profits. Interestingly, the find-
ings in this report and from those interviewed reveal that the increased focus on VSM and the customer is actually
removing some of the key challenges that have inhibited companies’ digital transformation initiatives. VSM is
directly positioned to help companies mitigate some of their biggest business challenges in 2024. However, the
progression and maturity of their VSM initiative has not been as swift as many had hoped.

One of the major contributing factors is companies are not comprehensively measuring customer value. They often
look at from an inside out set of metrics like sales, renewals, lack of support calls, or just the surveys they send out.

This view tends to lack an outside in perspective of what customers are actually saying and doing. Lack of knowing

how customers value your products distorts companies’ views and contributes to flawed strategy.

Another roadblock leading to slower adoption and VSM maturity was lack of broad team involvement. In general,
the research just showed a few teams involved in a value stream. For most companies there are close to 10 teams
involved with product concept to actual market delivery and support. Thus, companies need to get more teams
involved, removing silos, and growing efficiency. More teams will also bring in more information about the cus-
tomer, increasing the understanding of the value a product delivers.

Many companies have started their VSM journey with ad hoc and repurposed tools which are now inhibiting their
VSM initiative by slowing the flow of data across the teams in the value stream. This lack of visibility and easily
accessible data is limiting the use of insights to drive direct business benefits such as continuous improvement,
increased efficiency, increased customer value, reduced costs, improved product quality, data driven decisions and
more. This research finds that if companies are looking to address critical business challenges in 2024, move their
VSM initiative to the next phase, and push digital transformation across the finished line, they might have the right
philosophies and initiatives already underway. However, for companies that need a better understanding of their
customer and the value their products deliver, they must get more teams involved in the VSM initiative and acquire
the proper VSM solutions that flow data across teams along the value stream and up to the executive team.

Survey Methodology

Executives as well as IT and business leaders at enterprise companies representing all industries were invited to
participate in a survey on their company’s digital transformation initiative covering objectives, challenges, and
solutions. Selected questions were compared to questions asked in the previous year to create year over year trends.
Eight executives from the survey were invited to participate in in-depth interviews to discuss their survey answers
and provide deeper insights into the findings.

A total of 511 qualified participants completed the survey. All participants had direct responsibilities for digi-
tal transformation at their company. Participants were from five continents representing a global viewpoint. The
survey was administered electronically, and participants were offered a token compensation for their participation
as were those who agreed to an in-depth interview.

Participant quotes were lightly edited for grammar, readability, and context.
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Seniority

Executive (VP, GM, C-level)
19%

Manager
53%

Location

Middle East or Africa
3% Australia or New

Zealand
2%

Asia
5%

Mexico, Central America,
or South America

5,000 - 10,000
23%

e United States or
Canada
1%
Europe
14%
Director
28%
Size Department
. Marketing
More than 10,000 Executive 1%
36% 9%
1,000 - 5,000 Technology
41% and IT
90%

Technology - Software
Financial services and insurance
Manufacturing
Education
Telecommunications
Services

Retail

Technology - Other
Healthcare
Govemnment

Media and advertising
Food and beverage
Transportation

Energy and utilities
Other

Industry

8%
8%
. 37,
8%
e 77,
7%
4%
e 07,
—— )7,
A
—— %
- 1%
0% 2% 4% 6% 8% 10%

12%

14%

16% 18% 20%
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About Dimensional Research

Dimensional Research provides practical marketing research to help technology companies make their customers
more successful. Our researchers are experts in the people, processes, and technology of corporate IT and under-
stand how IT organizations operate. We partner with our clients to deliver actionable information that reduces
risks, increases customer satisfaction, and grows the business.

For more information, visit www.dimensionalresearch.com.
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