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igital transformation gets attention as the necessary 
future of forward thinking companies. But what does digital 

transformation really mean?  We see it as an opportunity to build 
a platform for engagement, where customers and partners work 
together to solve problems and deliver new business value.

Connect powerfully to customers and allow them to receive / take 
the value they need on their terms.  It isn’t enough to digitize existing 
work or customer interactions, augmenting systems with technol-
ogy.  The more your brand dictates the terms of the relationship, 
the more likely your clients will feel like you take them for granted.  
They want to be fully appreciated, and allowed to flourish with you.  

With the frantic pace of business, practical moves to transform 
one’s strategy can get postponed indefinitely.  As the COVID-19 
pandemic has forced a global pause, now is the perfect time to 
take steps toward the goal.  New technologies are emerging that 
can help you deliver exactly what the customer wants when they 
want it.  For example, augmented reality (or smart devices or 
natural language processing) can now be integrated inside of 
beautiful and delightful online customer experiences to create 
a meaningful ongoing relationship with your brand.  Read on to 
learn what that can mean in practice.

Over 70% of large enterprise corporations have a digital 
transformation strategy, either to save money or better sat-
isfy customers.  But with an estimated 69% of investment 
in digital transformation of enterprises wasted, such projects can 
be quite risky.  What can you do to maximize the return on these 
projects?

How CX changes can 
immediately deliver against 
business objectives, while 
creating a foundation for future 
growth and competitiveness

1  Establish your strategy

2  Create a digital workflow

3  Communicate your brand

4  Design to scale

5  Evolve security

KEY ELEMENTS TO MANAGED
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Whether you are leading the digital transformation or executing 
it, you must know and understand what you intend to do.  There 
should be a clear understanding of where you have been, why you 
need to move in a new direction and how you are going to get 
there.

Ask yourself and your team some questions: What are the com-
pany’s objectives?  Is there a problem with the cost structure 
that you intend to address with operational  
efficiencies?  Are you adding customers, or  
expanding sales within your base?  What  
exactly does the customer need and want? 

It’s about finding the “best” processes for your 
team and defining the “right” practices. Once 
you clearly imagine your future then you can build a plan that gets 
you there.  

Establish your 
strategy

Once you clearly imagine your 
future then you can build a plan 
that gets you there.  

FIELD GUIDE | Digital TransformationSTARTING YOUR JOURNEY

Pro u d l y  b y  TAC PO I N T 5

http://www.tacpoint.com


First, use technology to amplify the value of each person in the 
organization. Productivity goes without saying. Now you must find 
ways to enable your people to delight customers and business 
partners.  Competition is fierce, and every company must now take 
a page from the digital natives.  How will you survive?  The win-
ners are going to figure out how to use machines to help people be 
more effective.  Humans want to interact with humans when the 
work they need to do is outside the box.  That’s where value gets 
added, and brands get built.  Otherwise, use technology to reduce 
interaction times to nothing.

Second, build a digital platform that can be your foundation for 
the next decade.  Yesterday’s tools are no longer tomorrow’s solu-
tions. Previously, companies took what was available, off the shelf 
of technology from the big tech vendors.  That left them commod-
itized and competitively vulnerable.  That won’t work going forward.  
Customers are demanding more, and you will need to build a secure, 
scalable platform that can adapt to their evolving needs.   New tech-
nologies are coming quickly, like artificial intelligence, machine 
learning, AR/VR and smart devices.  You need to imagine how they 
will improve your man-machine interactions, and prepare for the 
moment when they can be deployed.

Establish your 
strategy

FIELD GUIDE | Digital TransformationSTARTING YOUR JOURNEY

Pro u d l y  b y  TAC PO I N T 6

http://www.tacpoint.com


While it might be comfortable to stay with the existing workflows, 
as part of the transformation, it is better to take advantage of a 
new workflow that is optimized for digital systems.  Maybe you 
have been managing your inventory with a few spreadsheets. 
Technically you are using a digital tool, but it still requires manu-
al input to maintain all the information, which is prone to human 
errors. In this case. It only makes sense to rethink the workflow of  
inventory management. 

To avoid building a new system with a paper-based workflow, try 
asking these questions:

What is the existing workflow? What is working and what can be improved?

What can be automated? 

Can any information be visualized for easier decision making?

How are pieces of information organized and connected? Do different depart-
ments sometimes require the same pieces of information?

Create a digital 
workflow

22
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Communicate 
your brand

Your brand goes beyond logos, type, and colors. More than ever, user 
experience has become a crucial part of your brand. 

Unlike ads, the user experience of your digital 
systems offer your brand a great chance to  
interact with people – your staff, your custom-
ers, or even your followers. While helping them 
accomplish tasks, the user experience direct-
ly shows what your brand cares about. If your 
brand is about decluttering, your experience can be designed with 
streamlined workflows with minimal UI distractions. Or if your brand 
values inclusion, the application can be designed with accessibility 
features in place.   

The user experience directly shows 
what your brand cares about. 

33
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Design to scale

As your business grows, so should your digital systems. 

From information architecture to user interface, the design of your 
digital system needs to be able to handle the increasing amount 
of information and interactions. To foster positive growth, align all 
project team members, and avoid causing headaches, it is import-
ant to approach design from a holistic and dynamic view where 
design systems are created as design progresses. 

The design system can include various UI components, such as  
colors, type systems, input fields, and buttons, etc. It is also a good 
idea to define some common UX patterns and behaviors. That way 
the design team can quickly address new features or udpate exist-
ing ones with inherent consistency.

Approach design from 
a holistic and dynamic 
view.
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55
Evolve Security

As your customer evolves, so does your need to expand your focus on 
security. With worldwide adoption of online services and customer 
experience, cybercriminals have made you and your customers a 
“business” opportunity.  They want your data, 
and your customer’s data.  And if it’s not to 
make a profit, it might just be to damage your 
reputation and your relationships.  

Every digital transformation must take se-
curity into account, from authentication and 
authorization of the people involved to the 
protection of their data. Have you taken the proper precautions 
against data breaches? Do you have a clear understanding of the 
privacy expectations of your customers and partners?

With worldwide adoption of online 
services, cybercriminals have 
made you and your customers a 
“business” opportunity.
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Evolve Security

We recommend that you take a number of basic steps:

Understand your exposure, the attack surface

Look closely at what zero trust means for your company

Design software to be secure from the beginning

Probe for weaknesses and vulnerabilities
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We at Tacpoint specialize in the design and development of 
human-centered digital products and experiences. Our inter-
disciplinary team takes pride in crafting engaging and delightful
solutions that maximize value for users on both desktop and  
mobile platforms.

With uncompromising efficiency and scalability, we help forward-think-
ing businesses champion the new digital arena.

Visionaries welcome.

hello@tacpoint.com    

Strategy

Design

Development

Integration

Work with the right team
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In the energy industry, a major US power authority saw an  
opportunity to reduce costs and increase customer satisfaction by 
leveraging its trade ally network. The authority needed to direct 
customers to business partners with unique fields of expertise and 
approved contractors for domain specific  energy related measure 
installs.  

Tacpoint engaged with the power 
authority to develop a system that 
would connect the trade ally partners, 
individual power distribution custom-
ers and the power distributors engag-
ing in energy efficiency programs. 

WELCOME TO THE CLUB

A carefully designed CX satisfies 
demanding customers and partners.

Trade Ally 
Management
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Trade Ally 
Management

Immediately, they set out to design and develop a comprehensive 
trade ally registration and review process that would fulfill the  
majority of the individual power distributor requirements and  
vetting processes.  

With the process defined, Tacpoint built a web-based portal 
specific to its requirements. Trade allies could register their com-
pany within the portal and receive accreditation for various types 
of work. These partners were incentivized to keep their credentials 
up to date, as they would be excluded from certain types of work if 
their qualification expired. 

The portal proved to be a hit. Over 1600 trade allies engaged with 
customers in over 20,000 unique visits in the first three years. 
When in need of a specific service, all power authority customers 
would search a list of approved companies in the database. When 
a customer found a certified trade ally to perform work relating to 
a power authority measure installation or setup, they were assured 
that the work was done right and that the install is fully compliant.
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Retail Marketing   
Campaign Portal

WELCOME TO THE CLUB

STRATEGY
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A major provider of experiential marketing needed to help clients 
increase their retail campaign delivery efficiency and effectiveness.  
Manually planning and executing omni channel campaigns for 
national brands was too time consum-
ing and extremely error prone. They 
needed a system to model bespoke 
brand promotions for each customer 
and accurately deploy campaign media 
in each touchpoint location. 

The client needed a digital transformation.  Through a hands-on 
discovery process, Tacpoint helped the company isolate key issues.  
The campaigns were complicated, with multiple promotions made 
of many elements (films, signs, stands, etc.), deployed in many  
locations around the country, often with unique requirements (like to-
bacco market rules).  

WELCOME TO THE CLUB

Dynamic site asset manager enables 
efficient campaigns for national brands.

Retail Marketing   
Campaign Portal
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Retail Marketing   
Campaign Portal

Meanwhile, management by spreadsheet was brittle - each brand 
would have its own designers and junior people manipulating the 
model every time. 
 
In response, Tacpoint designed and built a dynamic site modeling 
application called interactive Site Asset Manager (iSAM) that gave 
brands the ability to interact with their customers at an individual 
level at every touchpoint.  Now, managers plan and execute cam-
paigns, modeling dynamic rules, without needing IT programming 
support. Users can model all assets within a store visually and cre-
ate special rules based on various filters.

iSAM comprises three main modules: campaign planning, site asset 
modeling, execution:

 Campaign planning - allows campaign managers to define the 
campaign, view metrics dashboard, budgeting.

 Site asset modeling - users model storefront configuration /
layout and various assets within the store.

 Execution - generates the appropriate amount of promotional 
items to be delivered to each store whether physical or digital.

Considered as a digital transformation, the end result delivered a 
new level of customer satisfaction through site-specific customiza-
tion, precise on-premise delivery and flexibility for quick response.
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Retail Marketing   
Campaign Portal

WELCOME TO THE CLUB

How was this possible?  The new system removed all manual spread-
sheet tracking, and streamlined the workflow to run campaigns.  
It was carefully designed from the first principles of a desired solu-
tion, with a flexible system of workflows and a secure foundation for 
the future.  
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Energy Efficiency 
Program Management
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A large US electric utility needed to develop a suite of tools 
to create and manage energy efficiency programs. Tacpoint 
worked closely with the utility’s Information Technology and 
Energy Efficiency teams to design and develop a comprehensive 
solution for creating, marketing and managing the programs.

After collecting and assessing require-
ments from multiple utility teams, our 
group recommended a custom solution 
designed to create and manage a vari-
ety of energy efficiency programs from 
simple residential equipment installs 
to more complex, custom building  
retrofits involving many participants.

WELCOME TO THE CLUB

Project data is now consistent across 
all systems and reporting is much more 
accurate.

Energy Efficiency 
Program Management
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Energy Efficiency 
Program Management

This solution provided a “program assembly” module that allowed 
administrators to design and manage program specific informa-
tion. Program eligibility requirements were driven by customer rate 
schedules, allowing the utility to market the program to the correct 
target audience.

Programs were broken down into a series of “steps” and “tasks” 
where task ownership is delegated to the correct participant. Each 
task contained configurable attributes designed to capture and 
store individual project related data for the underlying program. 
This data is validated and can be used to trigger external process-
es such as a bill credit or an onsite audit.  
 
Within a few months, the software was fully integrated with the 
company’s customer service and billing applications, allowing 
authorized customers to enroll online and reduce the number of 
manual steps required to implement and install energy efficiency 
measures. 
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Identity Provider 
Brokering
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Identity Provider 
Brokering

A superlative design and print agency needed to allow clients to 
use their own identity provider to authenticate into the agency’s 
customer portal.  The company had been struggling with the sup-
port costs of each new customer added.  It was hoping to make the 
user experience of their clients seamless, so they could grow cost 
effectively.

Tacpoint worked closely with the 
agency to create a flexible Identity 
and Access Management solution 
that allowed for single sign-on into 
a variety of agency hosted web  
applications. A simple solution al-
lowed the agency’s IdP to act as “broker”– effectively behaving as a 
Service Provider to the client’s Identity Provider when configured to  
do so. The user flow is shown below:

 The agency IdP generates a SAML AuthnRequest payload and 
the user is redirected to the client’s IdP.

 The client IdP checks if a session exists – if true, a response is 
created and the user is redirected back to the agency’s IdP. If 
false, the user is required to authenticate on their own IdP.

 The agency IdP receives the client IdP’s SAML response and 
then generates its own SAML response signed with it’s own 
key to send back to the original Service Provider.

WELCOME TO THE CLUB

A unified identity management system 
lays a foundation for business growth.
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Identity Provider 
Brokering

Streamlined Process and Automated Onboarding

When the agency’s IdP saw new client users, configurable roles 
were applied to the new account based upon the SAML assertion 
sent by the client IdP. New users were able to access authorized 
client services without the need for an admin / customer service rep-
resentative to intervene and set up the account. 

Upon enabling the multi IdP solution, the agency was able to 
significantly reduce the number of customer support calls required 
to assist with authentication issues as well as completely automate 
the onboarding process.  
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Create your foundation 
for future growth and 
competitiveness today!
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