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Executives must closely watch the innovation efforts of competitors, and recognize that it is not only 
the new products and services that are being introduced that can be differentiating but also the data 
they glean from those new innovations.

Information dominance is the strategic imperative of the 21st century.  The good news for executives 
is that investing in digital technologies to gain information dominance makes sense as the return on 
investment for digital technologies averages nearly 50% among survey participants, but jumps to 
an astounding 230% for the top 25%. 

Achieving information dominance involves understanding the data required to achieve competitive 
advantage, and then collecting and analyzing it to glean business meaning faster than the competition.

Information dominance, however, is meaningless unless it results in actionable insights, which lead 
to appropriate actions, at the right time and place.  It’s not the ability to collect and analyze data 
faster; it is the ability to understand and act on it faster.  Businesses that can “understand and act 
with speed” will dominate those that are slower.
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In today’s age of hyper-digital transformation, enterprises must digitally transform and implement 
OILS that can respond to change with self-sustaining business agility. These abilities take  
more than digital technologies; they require a new way of thinking, which is revealed in our data on 
digital leaders: 

•	 Digital leaders recognize and respond to underlying market forces, and are budgeting and 
planning to implement specific business strategies and digital technologies in specific 
sequences to maximize ROI and competitive advantage.

•	 Digital leaders recognize the impact of digital technologies on the expectations of consumers 
and markets.  These expectations are speeding the tempo of operations beyond human time to 
digital time.  The demands for digital time require humans to upgrade IT environments and 
augment their capabilities with AI and robotic process automation (bots) to enable mass 
volumes of transactions to be processed in milliseconds in order to support real-time and 
mobile environments.

•	 Digital leaders develop a digital doctrine and strategy to unify and guide all business and 
technology strategies, tactics and investments and provide a shared frame of reference across 
their organization.

•	 Digital leaders are exploiting the Ax2 phenomenon.  The Ax2 phenomenon enables enterprises 
to gain new and unique business insights earlier than their competitors, leading to competitive 
advantages that result from the collection and analysis of data not yet available to digital 
laggards.   

•	 Digital leaders identify the digital technologies they expect to have a significant impact on 
their businesses across the three digital transformation ages spanning 2016 to 2025.  These 
technologies are not all created equal in their business impact, and some are still not ready for 
prime time, but are maturing fast. As a result, it is critical to carefully time the adoption and 
implementation of digital technologies in accordance with the age in which they will deliver 
maximum ROI and competitive advantage.

First and foremost, digital leaders understand the reality and degree of impact that digital technologies 
are having on their customers, and their ability to compete.  They recognize the pace of change and are 
aligning their strategies and budgets in ways that will provide them with competitive advantage now and 
in the future.

RECOMMENDATIONS 
AND NEXT STEPS 
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Note: All company names, trade names, trademarks, trade dress, designs/logos, copyrights, images 
and products referenced in this white paper are the property of their respective owners. No company 
referenced in this white paper sponsored this white paper or the contents thereof.
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Methodology and Demographics

We conducted a worldwide survey between December 15, 2015, and January 28, 2016, with 2,000 
executives across industries, 250 middle managers responsible for other employees, 150 MBA students 
at leading universities around the globe, and 50 futurists (including journalists, academics and authors). 
The executive and manager survey was run in 18 countries in English, Arabic, French, German, Japanese 
and Chinese. We used telephone interviews for executives and online surveys for the managers. The 
MBA and futurist surveys were fielded in English using telephone interviews (in 15 countries for the 
MBA survey and 10 countries for the futurist surveys). The study was conducted with research and 
economic support from Roubini ThoughtLab, an independent thought leadership consultancy.



22 THE WORK AHEAD |  40 MONTHS OF HYPER-DIGITAL TRANSFORMATION 

Title

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

5%CEO

14%CFO

13%COO

17%Director reporting to senior executive 

28%Other C-level executive

6%President

8%Senior Vice President

8%Vice President

Demographics (Title)

Source: Cognizant The Work Ahead Study 2016

Region

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

North America 40%

Europe 40%

Middle East 5%

Asia Pacific 15%

Demographics (Region)Demographics (Region)

Source: Cognizant The Work Ahead Study 2016

Industry

0% 2% 4% 6% 8% 24%22%20 %18 %16 %14 %12 %10 % 26%

Retail 25%

Financial Services 17%

Consumer Manufacturing 13%

Industrial Manufacturing 12%

Healthcare Payers 9%

Insurance 8%

Healthcare Providers 8%

Life Sciences 8%

Demographics (Industry)

Source: Cognizant The Work Ahead Study 2016

Digital leaders were identifi ed based on the responses to three questions:

•  What percentage of your company’s revenues today is invested in all technologies — including your 
    central IT budget as well as spend by business units throughout your fi rm?
•  Please estimate the percentage impact of using digital technologies on revenue and costs over the 
   last fi nancial year for your organization.
•  How does your company compare with other fi rms in your industry in applying digital technologies 
   to transform business strategies, processes, and services?

Leaders account for 21% of the sample and achieved scores of 35 or more; Laggards account for 28% 
of the sample and achieved scores up to 15. The Average group accounted for 51% of the sample.

Leader vs. Laggard Calculation
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