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“If the pandemic has taught businesses anything, 
then it is the importance of agility and the ability 

to adapt to external factors quickly. In a post-
COVID world the finance function can benefit 

greatly from digitalisation, gaining the capability 
to consolidate and analyse data at an accelerated 

rate, the flexibility to rapidly and strategically 
replan, and the potentiality for CFOs to embrace 

strategic leadership roles.”
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INTRODUCTION

The pandemic has significantly accelerated the adoption of new technologies 
across multiple industries worldwide. As we tentatively return to the workplace, 
companies must now handle a variety of new issues including hybrid employees, 
interruptions to international supply chains, and the complex world of 
e-commerce. Digitalisation is more important than ever for survival in this 
rapidly shifting dynamic, but in the aftermath of global upheaval it can be 
difficult to convince risk-adverse companies to embrace change and upgrade 
outdated processes.

In recent years, the Office of the CFO has emerged as one of the focal points of 
digital transformation for businesses.1 On the one hand, this is understandable as 
the finance function has much to gain through digitalisation, including the 
accelerated consolidation and analysis of valuable financial data and the 
flexibility to strategically replan in the event of future lockdowns and other 
unknown factors. On the other, this demonstrates how lasting, positive change 
can be achieved when CFOs take on strategic leadership roles beyond their 
traditional finance duties. The purpose of this whitepaper is therefore to equip 
the Chief Financial Officer and other members of the finance team with practical 
tools to initiate their own digital transformation.

The first part of this whitepaper provides useful background information 
pertaining to the trend of digitalisation and why CFOs have emerged as a key 
driver for digital transformation in many industries. This is followed by an 
examination of the issues which prevent timely technology adoption, with a 
particular focus on risk mitigation in the post-COVID business landscape and 
overcoming internal cultural resistance. The third part is designed to assist CFOs 
with making their case to both internal and external stakeholders by expanding 
on the benefits of digital transformation, the importance of creating customer-
centric experiences, and the need for strategic leadership. Modular solutions 
such as Bluepacks are also introduced as a low-risk alternative to custom IT 
projects, granting companies more control over the transformation process. 
Finally, a detailed checklist is provided to help CFOs prepare for the 
implementation of their digital transformation, from initial research to creating a 
comprehensive roadmap.

1https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/mastering-change-the-new-cfo-mandate

3ACHIEVING DIGITAL TRANSFORMATION IN THE POST-COVID BUSINESS LANDSCAPE



CONTENTS

DIGITALISATION AND THE FUTURE 
OF BUSINESS 

5

UNDERSTANDING RISK AVERSION 
POST-COVID 

7

MAKING THE CASE FOR 
DIGITAL TRANSFORMATION 

9

CONCLUSION 11

CHECKLIST 12

ABOUT BLUETREE SOLUTIONS 13

CONTRIBUTORS 14

RESOURCES 15



DIGITALISATION 
AND THE FUTURE 
OF BUSINESS

The world as we know it has irrevocably changed. Our reliance on digital channels 
throughout the pandemic will only increase as companies pivot to take advantage of the 

growth opportunities embedded in new technologies.

Digitalisation is commonly defined in reference to major 
technological developments including cloud computing, 
the Internet of Things (IoT), artificial intelligence (AI), big 
data, virtual reality (VR), augmented reality (AR), 
robotics, blockchain, and mobile devices.2 The ability to 
migrate customer and company data directly to the cloud 
for analysis has been one of the most transformative 
aspects of digitalisation, evolving organisations past the 
need for data silos and providing greater insight into B2C 
and B2B relationships.

The 2020 United Nations Conference on Trade and 
Development (UNCTAD) focused on the potential of 
digitalisation as a way of adapting to the disruption 
brought to our economic and social lives by the 
pandemic.3 Methods of online conferencing, education, 
entertainment, commerce, and medical research have all 
been rapidly developed to counter social distancing 
measures and travel restrictions, aiding in the decision-
making processes of governments, businesses, and 
consumers alike. However, UNCTAD also emphasised the 
need for multilateralism, with countries and industries in 
differing stages of digital readiness which could hamper 
their ability to utilise these new technologies in the future.

The pandemic has shifted opinions regarding 
digitalisation for many types of organisations. Beyond 
remote working and digital accessibility, companies have 
begun to consider the digitalisation trend as a chance to 
evolve and participate in the new digital economy. In 
2020, KPMG surveyed digital decision-makers to discover 
if the pandemic had inspired organisational change.4

They found that 60% of respondents had accelerated 
their digital transformation strategies, and 63% had 
increased the budget allocated to digital transformation. 
When KPMG commissioned a second survey undertaken 
in 2021, it was revealed that 46% of respondents 
anticipated an increase in their transformation budget 
over the next 12 months, and a further 27% expected to 
maintain their current spend.

These survey results suggest that companies are 
continuing to invest in digitalisation beyond what is 
necessary for immediate survival, focusing instead on the 
potential growth and value creation opportunities 
afforded by digital transformation. 71% of respondents 
confirmed that revenue gains are a top priority in their 
transformation strategies. Digitalisation is also becoming 
essential to create a meaningful connection with 
consumers, who have become accustomed to 
personalised digital experiences in the spheres of 
entertainment, communication, shopping, finance, 
healthcare, security, and so on.

THE DIGITALISATION TREND

5

2Chowdhary, Dunkin, Nath & Patel, 2020
3https://unctad.org/system/files/official-document/dtlinf2020d1_en.pdf
4https://assets.kpmg/content/dam/kpmg/au/pdf/2021/digital-fuel-digital-transformation-forrester-research-2021.pdf
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Digitalisation characterises what academics and 
technology experts are calling the ‘fourth industrial 
revolution’, or Industry 4.0.5 Popularised in 2011, this term 
refers to the shift in focus companies worldwide are 
currently undertaking away from product manufacturing 
and sales towards the delivery of results and outcomes to 
customers. Industry 4.0 has also been described as the 
blurring of the physical, digital, and biological worlds, with 
advances in voice-activated systems and artificial 
intelligence affecting the way we interact with 
technology, the world, and each other.

Over the past decade, the power of the consumer has 
been steadily increasing due to digitalisation. As more 
and more companies begin to establish a digital presence, 
customers are overwhelmed with options in the online 
marketplace and have become more selective in their 
choice of products, services, and brands. A 2021 global 
study conducted by Havas Group concluded that we are 
entering an age of cynicism when it comes to marketing, 
with only 47% of over 2000 brands across 21 industries 
considered trustworthy by respondents.6 Digital channels 
provide more opportunities for businesses to interact with 
their clients in a meaningful way, but what form these 
interactions take needs to be predicated on customer 
expectations of the company-consumer relationship.

INDUSTRY 4.0

The role of Chief Financial Officer is only becoming more 
complex as organisations begin to embrace digitalisation. 
Between 2016 and 2021, the amount of finance leaders 
responsible for their company’s digital activity more than 
tripled, with duties including crisis management, 
performance management, and organisational
transformation.7 

A 2016 survey by McKinsey & Company shows that the 
responsibilities of the CFO had already 
evolved far beyond their traditional duties prior to the 
pandemic, with 64% of CFOs also responsible for 
operational risk management, 55% for 
regulatory compliance, 38% for IT, and 36% for corporate 
strategy.8

WHY CFOS ARE DRIVING DIGITAL 
TRANSFORMATION

BALANCING RESILIENCE WITH 
ORGANISATIONAL AGILITY

In order to take advantage of new technologies and the 
potential of digitalisation, companies need to be able to 
adapt, or pivot, successfully. The ability to pivot relies on 
having a flexible workplace culture, investing in digital 
solutions, and being data-led so that the effect of 
business decisions can be identified in real-time.9

What it means to be adaptable or ‘agile’ has naturally 
evolved over time, now encompassing optimisation of the 
business processes, strategic and workforce planning, 
performance management, and organisational structure of 
a company. In a 2017 PMI and Forbes Insights survey, 92% 
of senior executives agreed that agility is key to business 
success and long-term resilience, but only 27% considered 
their company to be highly agile.10

Some CEOs, particularly of established or legacy 
companies, see digitalisation as a fundamental risk to their 
stability and resilience. However, technologist and Chief 
Executive Officer of C3 AI Thomas Siebel warns that large 
companies unwilling to evolve could end up being 
replaced by smaller, more agile start-ups.11 Organisations
which refuse to adapt to digitalisation are risking 
extinction, unable to compete effectively in online 
marketplaces or contribute to the new digital economy. 

In order to implement and complete a successful digital 
transformation, CFOs therefore need to be aware of the 
reasoning behind digital adoption reluctance, and how to 
overcome internal resistance to change.

Now expected to mitigate potential risks and influence 
operational decision-making, it is telling that CFOs have 
emerged as one of the key drivers of digital 
transformation. Adoption of digital tools for data 
collection, visualisation, and analysis are on the rise across 
finance departments, particularly as companies recognise
the inherent value in being able to accurately predict and 
mitigate the effects of major market disruption. 
Additionally, implementing digital task automation frees 
up finance teams to focus on uncovering valuable 
financial insights, and in turn empower leadership teams 
to make more informed business decisions.

5Chowdhary, Dunkin, Nath & Patel, 2020
6https://www.meaningful-brands.com/
7https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/mastering-change-the-new-cfo-mandate
8https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/are-todays-cfos-ready-for-tomorrows-
demands-on-finance
9Warren, 2021
10https://www.pmi.org/learning/thought-leadership/series/achieving-greater-agility/essential-influence-c-suite
11Siebel, 2019
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UNDERSTANDING 
RISK AVERSION 
POST-COVID

The ongoing effects of the pandemic on industry and trade have made many organisations
risk-averse. CFOs must position themselves as the initiators of cultural change and foster 

interdepartmental collaboration to facilitate digital transformation. 

Open communication and strong relationships between 
executives are crucial when it comes to initiating 
digitalisation.

A 2021 Gartner survey found that digital acceleration is a 
top priority for executives, and revealed that one of the 
most common barriers to successful transformation was 
the existence of organisational silos, preventing effective 
communication and strategic planning between different 
departments.12

Change which involves an entire organisation needs to be 
instigated from the top down, with executives working 
together and maintaining open lines of communication 
with stakeholders and employees. The CEO in particular 
needs to be fully committed to digitalisation, as they have 
a strong influence over the formation of company culture 
and attitudes toward technological and organisational
change. CEOs can also be the deciding factor on whether 
a digital transformation ends in success or failure. A 2020 
McKinsey survey analysing stalled digital transformations 
found that CEOs were responsible for 47% of successful 
interventions, followed by other C-suite executives with 
21% and the Board of Directors with 13%.13

The rapidity with which digitalisation is being adopted is 
risky within itself, as companies rush to catch up with 
Industry 4.0 without first ensuring that they have a 
strategic roadmap in place for implementation. Digital 
transformations are comprised of overlapping projects 
and initiatives which take time to execute, especially as 
new solutions must be integrated into the existing system 
landscape of an organisation. 

Digitalisation has also exposed companies to cybercrime 
and sophisticated cyberattacks, with criminal groups 
leveraging the pandemic to infiltrate private networks. 
The World Economic Forum identified the failure of 
cybersecurity measures as one of the greatest short-term 
risks for businesses in 2021, listing cyber vulnerabilities as 
a top concern in the 2022 edition of the report as well.15

Additionally, companies are facing enhanced social 
scrutiny of their business practices in relation to important 
issues such as climate change and other environmental, 
social and governance aspects of business performance 
(ESG). With consumers expecting organisations to reflect 
their values and act more ‘human’, social media can be 
utilised as a powerful tool to sway public opinion against 
companies deemed inauthentic or untrustworthy by their 
unsatisfied customer base.16

Even as industry focus shifts from survival to growth, it is 
understandable why decision-makers may choose to 
delay digital adoption in favour of established, 
comparatively low-risk practices which maintained 
their companies both pre-pandemic and throughout the 
global crisis.

RISK MITIGATION IN THE POST-COVID 
BUSINESS LANDSCAPE

12https://www.gartner.com/en/documents/3996691
13https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/how-to-restart-your-stalled-digital-transformation
14Klint, 2021
15https://intelligence.weforum.org/topics/a1Gb0000000pTDXEA2?tab=publications
16https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/consultancy/deloitte-uk-consulting-global-marketing-trends.pdf
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In the 2021 edition of the World Economic Forum’s Global 
Risks Report, it was advised that business leaders closely 
watch for three critical drivers of risk: political, 
technological, and societal.14 Not all industries have 
benefited equally from government stimulus packages, 
with numerous SMEs still under financial pressure. 
Governments around the world are also increasingly 
adopting protectionist policies in terms of border closures 
and export restrictions to create more self-sustaining 
economies, affecting supply chains and existing business 
processes.



CFOs are uniquely positioned to address many of the 
issues mentioned above as their role expands to include 
strategic leadership, risk mitigation, and performance 
management. By utilising their detailed understanding of 
the economic side of the company business model, and 
their role as an advisor to the CEO on critical business 
activities, CFOs are armed with both the knowledge and 
skillset to initiate and execute organisational
transformation.

Overhauling perceived notions and attitudes towards 
technological change embedded in a company’s culture 
can be one of the most difficult parts of beginning a 
digital transformation. Essentially, the key to overcoming 
cultural resistance to change is understanding the reasons 
behind the formation of these attitudes. For example, 
executives may be concerned about initial loss of 
efficiency while the transformation takes place, or that 
change is occurring too rapidly to fully control. Team 
members may worry about the learning curve associated 
with updating manual processes. It has also been 
suggested that digitalisation can be viewed as a direct 
threat to middle management roles, who may feel 
undervalued or irrelevant in the face of new technologies.18

To combat cultural resistance to change, CFOs need to be 
able to effectively communicate the benefits of 
digitalisation at any level of their organisation, as well as 
to external stakeholders and investors when required.

OVERCOMING INTERNAL CULTURAL 
RESISTANCE

There are a multitude of issues which may prevent 
organisations from being willing to undertake a digital 
transformation. The following list is by no means meant to 
be an exhaustive one, but rather to assist CFOs in 
identifying common barriers that prevent digitalisation
and which may be applicable to their specific situation. 
This list is partially drawn from a 2021 McKinsey survey of 
finance leaders highlighting the changing role of the CFO.17

ISSUES WHICH PREVENT TIMELY 
TECHNOLOGY ADOPTION

17https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/mastering-change-the-new-cfo-mandate
18Galunic, 2017
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Lack of internal skills
Belief that there is inadequate technical knowledge or 
lack of experienced talent to design, build or implement 
new technologies

Limited understanding of digitalisation
Unfamiliarity with the various benefits of digitalisation or 
the process of digital transformation itself

Insufficient budget
Funds have not been allocated to implement a 
transformation strategy, or executives are concerned with 
the high cost of investment in new technologies

Time constraints
Inability to devote the time required to undertake an 
organisation-wide transformation, or concerns about the 
potential disruption to business operations

Failure of previous attempt
Digital transformation has already been attempted in the 
past or was stalled by the pandemic itself, resulting in 
failure

Previous attempt did not achieve required results
Digital transformation has already been partially or wholly 
achieved, but did not result in measurable or meaningful 
improvement

Previous attempt used unsuitable third-party solutions 
Custom IT solutions have already been implemented 
which did not meet user requirements, were slow to 
deploy, or did not integrate successfully with the existing 
system landscape

Cultural or organisational resistance to change
Desire to maintain existing business processes, or C-suite 
has an ongoing commitment to risk-averse behaviours



MAKING THE CASE 
FOR DIGITAL 
TRANSFORMATION

Digitalisation comes with a multitude of benefits for companies who wish to participate in the 
post-COVID business landscape and digital economy. By combining strategic leadership with 

low-risk modular solutions, CFOs can effectively streamline the transformation process.

Although digitalisation is generally understood to be 
advantageous for businesses, it can be challenging to 
articulate exactly how digital transformation will benefit a 
specific team, department, or organisation as a whole. A 
2021 Deloitte article conjectures that this may be because 
companies lack a common, strategically linked language 
to describe digitalisation to various stakeholders and 
decision-makers.19 Being able to effectively communicate 
a digital strategy across departments and different 
functions is crucial to ensure company-wide alignment, 
with misinformed transformation strategies and lack of 
clarity accounting for nearly 50% of stalled digital 
transformations in 2016.20

Creating a common language regarding digitalisation is a 
good exercise for CFOs, as it can facilitate practical 
discussions with other executives focused on business 
goals instead of on the complexities of the technology 
itself. Rather than limiting strategic planning to the 
implementation of digital tools, it can be useful to view 
digital transformation in a holistic sense by focusing on 
future desired results, rewarding innovative initiatives, and 
placing people instead of technology at the centre of the 
transformation process.

Most commonly, digital transformations are used to 
upgrade outdated manual business processes. For 
example, manual data collection is a time-consuming task 
which can leave stakeholders waiting in vain for vital 
reports, plans, budgets, and forecasts. Automating the 
collection and consolidation of company data reduces the 
risk of potential human error, increases the agility of 
finance teams and other functions to discover new 
opportunities for value creation, and provides accurate, 
real-time insights into operations for business analysts. 
Digitalisation allows companies to become truly data-
driven and make more informed performance 
management, financial, and workforce planning decisions

BENEFITS OF UPDATING MANUAL PROCESSES

Furthermore, next-generation data management, 
visualisation, and analytics tools can grant CFOs the 
power of ‘foresight’.21 Using manual financial processes, 
CFOs inevitably run the risk of predicting future outcomes 
based on incorrect or incomplete data. The 
implementation of advanced business intelligence 
solutions such as SAP Analytics Cloud allows finance 
teams to perform detailed ‘what-if’ predictive scenario 
analysis which span entire organisations and transcend all 
budgets. With these new capabilities, CFOs can focus on 
ensuring that short, mid, and long-term performance 
commitments are achieved or exceeded, rather than 
having to chase up manual reports or access disparate 
data sources and silos to compile 
relevant information. 

One of the most unexpected effects of the pandemic was 
the ease with which consumers adapted to digitalised
experiences. Consumers now have higher expectations of 
e-commerce transactions and online interactions with 
companies. The creation of personalised customer 
experiences and ensuring the security of customer data 
are now requirements to retain brand loyalty, especially 
because consumers have more choice than ever before in 
the online marketplace. In order to meet evolving 
consumer needs, companies need to think beyond 
targeting generic demographics and try to understand 
the individual perspectives and concerns of each of their 
customers.

CREATING CUSTOMER-CENTRIC EXPERIENCES

19https://www2.deloitte.com/us/en/insights/topics/digital-transformation/digital-transformation-approach.html
20https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/how-to-restart-your-stalled-digital-transformation
21Sharman, 2016
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INTRODUCING MODULAR SOLUTIONSIn 2021, KPMG discovered that more than half of the 
organisations they surveyed had accelerated digitisation
to implement next-generation operating models, 62% 
were focused on creating seamless digital customer 
experiences, and a further 37% had developed new digital 
channels in order to better serve their customers.22

Leadership teams are becoming aware that prioritising
customer-centricity in their business operations offers a 
competitive advantage in the new digital economy, with 
79% of respondents planning to execute customer-centric 
digital strategies over the next 6-12 months. Through 
digitalisation we are entering a new age of customer 
engagement, where companies can create deeper 
relationships with consumers and simultaneously gain 
greater digital agility to withstand the dynamic post-
pandemic business landscape.

Digital transformation can be a very disruptive and 
uncertain period for employees, particularly if the 
transformation strategy is not effectively communicated 
across the organization. Digitalisation is the result of 
company-wide collaboration, with each department 
making a focused effort to work together or risk failure. 
Strategic leadership is therefore vital to ensure successful 
digital transformation, which is why CFOs need to be 
prepared to work closely with other executives in order to 
achieve positive and lasting change. 

Leadership teams have a responsibility to inform both 
internal and external stakeholders about the benefits of 
digitalisation, and provide clarity about the transformation 
process itself. If every team member understands and is 
committed to achieving a particular desired end state, the 
odds of successfully transforming a company are much 
higher. Establishing clear priorities for the transformation, 
tied to measurable business outcomes, not only clarifies 
the need for digitalisation but also helps to keep team 
members focused on future benefits. 

Practicing positive leadership behaviours such as 
rewarding team members for getting involved with digital 
initiatives, establishing a formal change management 
program early to communicate expectations and provide 
training on digital tools, and facilitating multiple 
approaches to company tasks during the transformation 
can also aid in alleviating any lingering anxieties.23

Employees who feel supported and adequately prepared 
for change are more likely to embrace new technologies 
and ways of thinking, adopt an agile mindset, and result in 
a progressively more resilient and creative workforce.

THE IMPORTANCE OF STRATEGIC LEADERSHIP

For executives concerned with the high cost of 
technological investment, the time required to deploy 
digital upgrades, or the skillset required to build and 
implement suitable tools, suggesting a modular solution 
can be the most practical option for CFOs determined to 
initiate digital transformation. Modular solutions are 
designed for the post-COVID business landscape, 
providing flexible replanning options to suit dynamic 
marketplaces, and giving companies complete control 
over the pace of digitalisation.

Our range of modular solutions, called Bluepacks, are pre-
packaged starter kits for digital transformation, giving 
organisations the building blocks to upgrade one 
capability at a time according to their needs. Built using 
innovative SAP technology, Bluepacks offer a high-end 
starting point to adopt new technologies and streamline 
business processes, while complementing existing system 
landscapes and architecture. Modular solutions remove 
the risk associated with ambiguous IT project timelines 
and budgets, reduce implementation costs, and deploy in 
only weeks instead of months to allow companies to 
benefit from digitalisation faster.

In our own extensive experience as a financial advisory 
and technological services provider, we have found that  
in many of our projects, up to 90% of business needs are 
similar, and could be covered with a rapid-implementation 
solution model.24 Currently, we have six Bluepacks
available for management reporting, financial planning, 
workforce planning, sales forecasting, liquidity reporting, 
and self-service governance and security, with plans to 
release more in the near future. These Bluepacks
empower CFOs with the ability to transform the finance 
function, conveniently demonstrating the advantages 
which come with digital transformation to other 
executives and stakeholders. 

To learn more about our range of Bluepacks or to request 
a free demonstration, contact Bluetree Solutions online at 
www.bluetree.com.au/bluepacks/.

22https://assets.kpmg/content/dam/kpmg/au/pdf/2021/digital-fuel-digital-transformation-forrester-research-2021.pdf
23https://www.pmi.org/-/media/pmi/documents/public/pdf/learning/thought-leadership/achieving-greater-agility-series/vital-role-
culture-commitment.pdf?sc_lang_temp=en
24Kaszelik, 2022
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Digitalisation is no longer a trend which future-
oriented companies can ignore. 
The pandemic has irrevocably altered how 
commerce and industries operate worldwide, and 
even for risk-averse organisations survival in the 
post-COVID business landscape will require a 
certain amount of transformation. Traditional 
decision-making hierarchies are already shifting as 
CFOs step forward to drive digital transformations, 
advancing beyond their original finance duties to 
take on strategic leadership roles.

Being able to create more meaningful connections 
with customers, draw valuable insights out of 
collective company data, practice flexibility and 
resilience in dynamic situations, and participate in 
the bourgeoning digital economy relies on 
enterprises becoming more agile and adaptable to 
new technologies and opportunities. Perhaps it is 

time to shift our thinking on change in general, from 
something to be feared and mitigated at all costs to 
an inevitable part of the business cycle which can 
inspire ongoing innovation and positive growth.

For CFOs who are contemplating or actively 
initiating digital transformations, we hope that this 
whitepaper is a useful resource for strategising, 
reflecting, or educating others on the benefits of 
digitalisation. The following checklist has been 
included as an organisational tool in preparation for 
creating a strategic roadmap and implementing a 
considered transformation strategy.

CONCLUSION
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• Build a team to discuss digital initiatives, conduct 
research, and create a strategic transformation 
strategy

• Analyse the company’s current digital strategy, 
allocated budget, active or future initiatives etc.

• Consider the results, issues, and gains of any previous 
attempts at digitalisation

• Gather initial feedback from fellow executives, 
employees, and stakeholders about a potential digital 
transformation

• Formulate a common language to effectively 
communicate digitalisation concepts at all levels of 
your organisation

COLLABORATE

• Define desired business capabilities based on leading 
best practices for your industry

• Review current reports, budgets, processes, guidelines, 
and technical infrastructure

• Determine which manual business processes need to 
be updated, and in what order

• Research the current marketplace, including potential 
digital solutions and tools/strategies used by 
competitors and customers in your industry

• Find evidence of successful digital transformations in 
companies of a similar size/industry position

ANALYSE

• Consider consulting a financial or technological 
advisory for advice on budgeting and relevant 
technologies

• Draft a suitable budget, change management program, 
and transformation strategy with which to approach 
decision-makers

• Develop detailed initiatives which cover future state 
options and that align with measurable business 
outcomes

• Meet with C-suite executives and external stakeholders 
to present your strategy

• Organise workshops with different functions and 
departments to encourage innovative thinking and 
educate employees on digitalisation

DEVELOP

• Begin to translate selected initiatives into a detailed 
implementation roadmap

• Consider elements such as timelines, dependencies, 
resources, processes, capabilities, existing system 
landscapes, and the desired end state

• Organise the transformation into multiple projects and 
phases which are achievable within the decided 
timeline and prioritised by current requirements

• Source an internal or external solution provider who 
can build or implement the new technologies

• Solicit feedback from internal and external 
stakeholders on the roadmap before final approval

ROADMAP

• Begin the implementation process for the first initiative 
in your transformation roadmap

• Train relevant team members and departments on 
upcoming process improvements or new technologies

• Communicate with all employees through the process 
for ongoing clarity and confidence

• Be prepared to be flexible with timelines, order in 
which projects are completed, and implementation 
results

• Embark on your digital transformation journey and 
enjoy the benefits of digitalisation

IMPLEMENT

CHECKLIST
This checklist is designed to help CFOs take the first steps on 
their journey to digital transformation, from information-
gathering to implementation.
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ABOUT BLUETREE 
SOLUTIONS

Bluetree Solutions is an award-winning business consultancy and leading FP&A 
solution provider based in Sydney, Melbourne, Brisbane, Auckland, and 
Wellington. As an SAP Gold Partner and SAP ANZ Partner Excellence Award 
winner in 2020 and 2021, we are the trusted choice to implement Enterprise 
Planning, Data Analytics, and Reporting solutions for our customers in Australia, 
New Zealand, Asia, and around the globe.

The agile team of technology specialists and thought leaders at Bluetree have 
successfully delivered over 200 performance management and data analytics 
initiatives in just over 6 years in operation. We pride ourselves on running lean 
projects with the professionalism of a top-tier consultancy, driving innovation in 
financial planning and analytics solutions, and building long-term partnerships 
with our clients.

As the leading solution provider on SAP Analytics Cloud in both Australia 
and New Zealand, we are a unique blend of both a financial and technological 
advisory. At Bluetree, we believe that great planning and data analytics 
solutions shouldn’t have to be complex or costly. We also believe that the 
latest advances in cloud, predictive analytics, and in-memory technologies 
significantly simplify and improve the way businesses operate, plan, analyse, 
and act.

Bluetree Solutions was founded on a passion for innovation, which is why we 
continuously invest in the research and development of new technologies, such 
as our pre-packed rapid deployment solutions, which aim to improve business 
processes and performance. Our range of modular Bluepacks are the result of 
our collective expertise and industry experience, delivering pre-packaged 
planning, reporting, and analytics solutions designed to remove the risk from 
your digital transformation.
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Alan has over 20 years of technology and advisory experience across the fields of 
financial planning and data analytics. Throughout his career, Alan has designed and 
implemented a broad range of business intelligence and management reporting 
solutions for clients across Australia, New Zealand, Europe, and Asia. With a cross-
industry focus into the energy, utilities, and public sectors, Alan brings a unique insight 
to finance and technology through his understanding of integrated analytics solutions.

BERNHARD JANTSCHGI
BLUETREE CO-FOUNDER, DIRECTOR (CONSULTING)

Bernhard is a leading CPM practitioner with over 20 years of experience in program 
management, enterprise architecture, conceptual design, implementation, development, 
quality assurance, and senior stakeholder management across a diverse range of 
industries and solutions. Bernhard is an expert in providing planning, forecasting, 
analytics, consolidation, and management reporting solutions for clients across Australia, 
New Zealand, Europe, and Asia. As the Lead Engagement Director for strategic projects, 
Bernhard has the ability to seamlessly bridge the gap between business, functionality, 
and technical requirements.

CHRISTOPHER KASZELIK
BLUETREE CO-FOUNDER, DIRECTOR (CONSULTING, MARKETING)

Christopher is an established specialist in financial performance, digital technologies, 
and data analytics with over 15 years of experience consulting with clients in a range of 
industries across Australia, Europe, and Africa. As the leader of Bluetree’s SAP Analytics 
Cloud practice, Christopher is passionate about innovation and delivering lasting value 
for customers. His qualifications include two Bachelor’s degrees and a Master’s degree 
from the Technical University in Austria and the Vienna University of Business 
and Economics.
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