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Speakers

Focused on helping clients grow through 
various strategies including opening up new 
sales channels, expanding to new markets 
or leveraging new technologies.

Travis Love

Manager
Travis.Love@rsmus.com

Delivering the value of your customer data 
so you can know prospects online, acquire 
customers and grow relationships at scale.

Sy Nayman

Director
Sy.Nayman@rsmus.com
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Agenda

Topic Minutes

RSM Digital Framework and Driving Client Change 10 minutes

Understanding how Digital Maturity Affects Customers 10 minutes

RSM Client Example 10 minutes

Discussion / Q&A 30 minutes
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Objectives

By the end of this course, you will be able to:

• Understand what ‘digital transformation’ means in the context of 
customer relationships

• Understand how digital transformation can impact our clients and 
their customers

• Listen for key signs that clients are experiencing digital challenges

• Apply the digital framework to facilitate early conversation with 
clients

• Understand how a digital transformation example can bring top-
line benefits to clients 
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RSM DIGITAL 
FRAMEWORK AND 
DRIVING CLIENT 
CHANGE
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RSM digital framework – how we view digital transformation

Secure and Stable 
TECHNOLOGY

CUSTOMER 
Engagement

PEOPLE 
Enablement

Business 
OPERATIONS

Customer Engagement

Business Operations

People Enablement

Data & Integration

Secure and Stable Technology

How you leverage technology to engage your customers and external 
stakeholders.

Using the right technologies and systems to transform how you operate, 
creating higher levels of efficiency and accuracy in day-to-day activities.

Giving your teams the digital tools, capabilities and culture to be more 
effective and increase value contribution on a regular basis.

Capturing and using data to create better insights, deliver more personalized 
experiences and improve decision making.

All of the people, processes and systems necessary to maintain the systems, 
infrastructure and security.
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The digital imperative – not just about the technologies

Organizing Constructs Enabling Technologies 

Digitizing & Digital
Operationally focused, efficiency Disrupting the model in your industry

‘Being good at the game’
‘Get in the game’

‘Playing a different game’
‘Change how game is played’

(automation, cost) (doing differently & different things)

Digital Transformation is a People, Process and Technology Journey
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What is driving the need for change within the Mid-Market?

Channel disruption

Forces of change behind customer change

Customer buying cycle moving online (e.g. COVID-19 impact)

Younger consumers are demanding a different experience

Value proposition to clients

Focus on revenue enablement through business model change

Potential for high gains (10%+ YoY revenue)

Secure and Stable 
TECHNOLOGY

CUSTOMER 
Engagement

Potential for risk reduction (i.e., reduced reliance on distributors)

Analyze customer data to influence product development improvement
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Signs clients are experiencing digital challenges with customers

• Experiencing pressure from new competition  

• Pricing pressure from retail partners (margin)

• Long cycles to commercialize new products (control)

• Limited knowledge of the end-consumer (control)

• COVID-19 financial and behavioral impact

• Inability to measure impact of marketing spend

• Inability to manage sales pipeline and govern deal 
structures/pricing 
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UNDERSTANDING HOW 
DIGITAL MATURITY 
AFFECTS CUSTOMERS
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Customer digital maturity framework

1 2 3 4 5

Little-to-no use of technology 
to facilitate client interaction

Limited use of digital 
solutions to facilitate client 
interaction – and typically 

accompanied by additional 
manual efforts

Most day-to-day customer 
management is facilitated 
through technology and 

managed through current 
CRM systems

Competitors view your 
organization as the 

benchmark for effective client 
service through digital 

solutions

Your organization is on the 
cutting-edge of technology, 

with high levels of client 
engagement and interaction

Marketing & eCommerce

Lead & Opportunity Generation

Business Development

Customer Experience

Maturity Score:1.5 
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Digital marketing channels

Brand Traffic

Direct Traffic

Referral Traffic

Email Marketing

Advertising

Paid Search Ads 
(PPC)

Shopping Ads

Social Media Ads

Retargeting

Affiliates

Search Marketing

Organic Search
(SEO)

Paid Search Ads
(PPC)

Shopping Ads

Legend

Existing Functionality New D2C Functionality

Influencer Marketing
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Customer profitability levers

Retain existing & profitable customers

Attract new customers

Increase revenue from existing customers

Cross-sell/up-sell new products & services

Increase customer satisfaction

Increase customer loyalty

Increase brand awareness & perceptions

Eliminate unprofitable customers

Improve productivity

Reduce sales and marketing cost

Improve service efficiency

Decrease time to market

Reduce customer support dependency

Reduce fulfillment errors

Increase 
Revenues

Reduce 
Costs

Customer 
Profitability

Direct 
Revenue 
Impact

Indirect 
Revenue 
Impact

Direct

Cost 
Reduction

Indirect

Cost 
Reduction
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Measuring success and value

Overall Success of the Initiative

Implementation 
Success

User 
Success

Operational 
Success

Financial 
Success

• On-time, On-budget
• Users trained

• User adoption
• Usage tracking
• User satisfaction
• Data problems
• Efficient GUI

• Productivity 
improvements

• Process efficiency 
and effectiveness

• Greater tool usage
• Compliance 

transparency
• KPIs monitored

• Return on 
investment

• Revenue increases
• Cost Savings
• Customer / 

corporate profits
• Customer share of 

wallet
• Cross-sells, up-sells
• Lead efficacy 

improvement

V
a
lu

e
 C

re
a
te

d

© 2020 RSM US LLP. All Rights Reserved. 

RSM EXAMPLE
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Driving opportunity: channel disruption

• Mid-market lags behind up-market by 10+ years in 
adoption

• B2C giants Amazon and eBay are displacing 
traditional B2B sales channels

• Adding “Buy” button to website has many 
operational roadblocks

• Revenue shift to Omni-channel

Distributor

Retail

Direct Sales

Buyer

Amazon, eBay

Retail Partner 
e-Comm

New competitors 
in channel

Direct to 
Consumer

EDI

Wholesale 
orders
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Driving opportunity: customer buying cycle moving online

• B2B and B2C buyers seek online, 
mobile point of purchase and support 

• Brand value supported by search engine
rank and online customer experience

• The MFG must take control of its brand and reputation online

BUY OWN

Direct Sales

eCommerce 
shopping cart

Web chat 
(Customer support)

Educational 
content

Online 
Reviews 

(Marketing)



11/3/2020

10

© 2020 RSM US LLP. All Rights Reserved. 

Direct-to-customer: technology, people and process change

ERP

CRM

eCommerce

People and process change

Minimum Enabling 
Technology & 
Change required to 
Support D2C

Technology Change

Existing 

New 

New 

Existing Website

New 

Consumer

Direct to 
Consumer

eCommerce
order

fulfill, 
return

1

2

Req: Enabling Technology

3

4

Website
eComm
CRM
ERP Interoperability

Website

HD or Lowes

P
1 2

3

4
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$42M Incremental Net Sales over five years

$22M Incremental Delivered Margin over five years

1.9 Years until Investment Payback

2.41 Profitability Index

84%   IRR (Internal Rate of Return)



Findings and Opportunities

Business Case (Marketing, Sales & Finance)

• Identified products to be launched on the D2C pilot and verified the ability for 
greater control (i.e., retail pricing, new product time-to-market)

Digital Marketing

• Marketing will require new digital capabilities (i.e. paid search) and an investment 
level of 10% - 15% of projected net sales

Supply Chain & Fulfillment 

• Third-Party Logistics (3PL) is an opportunity for D2C fulfillment due to volumes, 
growth potential, space need, labor need, cost efficiency and value-added services, 
while allow FM SCM to own and control decision-making and processes 

Customer Service 

• Opportunity to develop D2C system and process expertise locally in client HQ and 
then replicate in Mexico, increasing agents according to volume

Information Technology 

• New Client-owned D2C platform is an opportunity for technology due to scalability, 
reduced business disruption, reduced risk, cost effectiveness

Business Case Metrics, Strategy, and Next Steps

Client example
Direct-to-Consumer (“D2C”) Project Summary

The Digital Journey project was launched in Q2 2020 to develop the business case, strategy, and roadmap for a Direct-to-Consumer channel.  
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Activity CY External Need

Step 1: Select technology and 3PL 
partners

2020 $85k - $105k(a)

Step 2 – 5: Build out and prepare for Q2 
2021 pilot launch

2020 $950k – $1.5M
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(a) Accelerated scope to streamline software demos and comparison for IT and finalizing 3PL. 
This effort should be taken as priority for both IT and Supply Chain to ensure the solution 
maps to the business case identified.

Phase II
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This document contains general information, may be based on authorities that are subject to change, and is not 
a substitute for professional advice or services. This document does not constitute audit, tax, consulting, 
business, financial, investment, legal or other professional advice, and you should consult a qualified 
professional advisor before taking any action based on the information herein. RSM US LLP, its affiliates and 
related entities are not responsible for any loss resulting from or relating to reliance on this document by any 
person. Internal Revenue Service rules require us to inform you that this communication may be deemed a 
solicitation to provide tax services.  This communication is being sent to individuals who have subscribed to 
receive it or who we believe would have an interest in the topics discussed.

RSM US LLP is a limited liability partnership and the U.S. member firm of RSM International, a global network 
of independent audit, tax and consulting firms. The member firms of RSM International collaborate to provide 
services to global clients, but are separate and distinct legal entities that cannot obligate each other. Each 
member firm is responsible only for its own acts and omissions, and not those of any other party. Visit 
rsmus.com/aboutus for more information regarding RSM US LLP and RSM International. 

RSM, the RSM logo and the power of being understood are registered trademarks of RSM International 
Association. 
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