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Forward
Several times every year CanadianCIO invites senior executives 
to gather around a boardroom table for frank and open 
discussion on issues that matter to the community.

Our CanadianCIO Executive Roundtables have proven successful in encouraging 

deep dialogue, revealing key insights into decision-making and advancing 

business relationships.

Recent roundtables have focused on security, the challenges presented by the 

Internet of Things, and most recently the daunting challenge of satisfying the 

customer in the digital age.

The outcome from each roundtable discussion is different. Some have led to the 

development of webinars while others have spun off best practice manuals that 

are widely shared.

Our recent roundtable, sponsored by Rogers, serves as the foundation for the 

following white paper exploring the way Canadian business meets the challenge 

of digital transformation with direct action. We hope you find the ideas presented 

are challenging and actionable.

Jim Love

CIO

ITWC
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Executive Summary
Every white paper or 
research report written 
on the topic of digital 
transformation seems 
to begin the same way: 
breathless excitement over 
the benefi ts the technology 
promises and a warning 
that those who don’t move 
quickly will be “disrupted” 
and left behind. 

Many Canadian CIOs don’t think that 

way. This white paper will prove it. 

It’s not that IT leaders don’t want 

to pursue digital transformation. 

It’s just not the way they describe 

the work they’re doing. They talk 

about achieving specifi c business 

outcomes such as improving their 

customers’ experiences, reducing 

costs or speeding up the time to 

decide and act on information. 

All those things may involve ele-

ments of digital transformation 

— cloud computing, enterprise 

mobility, analytics and the Internet 

of Things (IoT), among others — but 

as you’re about to read, CIOs apply 

those technologies in deliberate 

ways and based on a particular 

strategy. 

To some extent, this makes sense. 

There’s never going to be a single 

approach to digital transformation 

that can be used like a cookie cutter 

across any organization or sector. 

If CIOs need to start from scratch 

every time, however, they miss 

out on important best practices or 

lessons learned from their peers. 

Going it alone could run the risk of 

overlooking opportunities, making 

mistakes that might otherwise be 

avoided or it may take longer to get 

desired results than if they were 

able to consult one another as a 

community. 

This white paper aims to gather 

some of that collective intelligence 

to help Canadian CIOs support 

each other in their business’s 

digital transformation journey, 

no matter what form it takes. You 

won’t find survey data and statis-

tics here. Instead, we’ve conducted 

comprehensive interviews with 

the CIOs of three large Canadian 

enterprises across highly different 

markets whose digital transfor-

mations are already underway. 

We also drew upon the comments 

from a private roundtable con-

versation with a group of CIOs 

who spoke candidly about where 

they’re struggling and how they 

hope to succeed. 

Don’t use what you read here as a 

how-to guide or a benchmark test. 

Use it as a way to recognize similar 

avenues for value creation in your 

own organization, and to start a 

critical conversation with your team 

and partners about the form your 

digital transformation could take. 

CIOs’ True Stories Of Digital Transformation Candid Conversations With IT Leaders On Best Practices In Cloud, Mobility, the IoT and More



In Their Own Words: CIOs’ True Stories of Digital Transformation

4White Paper
Digital Transformation

“You should be able to 
run your mine using your 
mobile phone,” says Joseph 
AbiDaoud, CIO at HudBay 
Minerals Inc. Based in 
Toronto with operations 
across North and South 
America, HudBay employs 
close to 2,000 people who 
discover, produce and 
market precious metals. 

According to AbiDaoud, 

digitization represents a way to 

bring data closer to decision-

makers and improve operations. 

His long-term vision is to provide 

those working in mining the 

ability to quickly access their 

smartphone to see financial data, 

safety data, and data about the 

performance of the mine.

“There is no reason from a 

technological standpoint why 

we shouldn’t be able to do that,” 

he says, adding that it’s not just 

a question of distributing data, 

but rather a matter of unearthing 

new kinds of helpful information. 

“Companies like ours that use a 

lot of machinery and equipment 

need to better understand how it 

behaves and how it breaks down.” 

The catalysts for digital 

transformation in retail are similar, 

but with a few differences. Holt 

Renfrew, for example, operates 11 

stores across Canada, providing 

a wide range of luxury clothing 

and other items. Its vice-president 

of IT, Gale Blank, is well aware 

that the ways customers interact 

with a merchant go well beyond 

a physical visit to a particular 

location. 

Retailers use the term “omni-

channel” to describe the many 

different steps that might lead to 

a purchase, including research on 

a retailer’s web site, calling a call 

centre or store, learning about 

a discount via e-mail or social 

media, and more. 

“They take different paths 

and they don’t choose them 

consistently,” she says. Yet Holts 

might not have felt pressured to 

pursue digital transformation 

were it not a means to fend off 

increased competition. 

“Holts was once the only luxury 

retailer in Canada,” she says. “We 

now have Saks Fifth Avenue and 

Nordstrom coming in. We have to 

stay ahead.”

The Digital Transformation 
Tipping Points1
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Superior Propane has an even 

broader mix of customers, from 

consumers with residential 

accounts for their cottage gas 

tank to small-and medium-sized 

businesses and large enterprises 

who use scores of tanks. 

“When I got here, the extent to 

which digitization is not embraced 

was shocking,” says Maurizio 

Laudisa, the firm’s CIO and vice-

president of procurement. “One of 

the challenges was to fix a whole 

bunch of things that were not in 

place, like migrating some of our 

server infrastructure to the cloud, 

and so on.”

Now that those legacy issues have 

been addressed, Laudisa asked 

himself and his team a critical 

question: “How do we leverage 

information to get customers to 

electronically participate in what 

we do for them?” Creating a faster, 

easier, self-directed customer 

experience became one of the 

company’s biggest priorities. 

BIRTH OF NEW BUSINESS MODELS
Sometimes, digital opportunities not only transform processes 

or services but also support a fundamental shift in how an 

organization defi nes itself. At our CIO executive roundtable 

(where all comments were shared under condition of 

anonymity) the Canadian IT leader of a global manufacturer 

discussed a tipping point three years ago. At the time, the 

company made the most of its revenue by selling industrial 

equipment and maintenance services.  Competition began to 

emerge from new competitors that used IT to off er analytics 

that could help customers greatly improve the productivity of 

machines.  Seeing the way its competitor used digital tools to 

add value, his company realized they were at risk of becoming a 

commodity supplier.  In response, the company divested itself 

of key divisions and transformed from an equipment supplier 

to a software company that could provide even more advanced 

analytics.  “We had to give customers better outcomes and 

grow the profi ts,” he said.

“We’re living in a 
world where it’s 
about tailoring 
what you offer
to my needs”
— Joseph AbiDaoud
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Before AbiDaoud can 
realize his vision of running 
a mine on a smartphone, 
there is other work to do 
fi rst. HudBay Minerals has 
projects going on in many 
diff erent locations, and he 
says digitally mapping what 
its people and machines are 
doing in a particular spot 
could allow the organization 
to know better when 
something is breaking down 
or when parts should be 
replaced. 

“This concept of ‘phygital’ is emerg-

ing — in other words, using physical 

things to run processes,” he says. 

“We could always create digital rep-

resentations of objects, but now the 

opportunity is to really understand 

how they’re working at a given 

moment in time and even program 

actions,” he adds. “It means the 

equipment at a mine is like an au-

tonomous vehicle, where it has the 

ability to adapt to its environment.”

AbiDaoud says he has been closely 

studying fi rms who are using IoT-re-

lated technologies to create “smart” 

environments. 

“We’ve started to do things now. I 

wouldn’t describe us as advanced, 

but we’re well on our way to getting 

to where we need to go,” he says. 

How Canadian CIOs are
Pursuing Digital Transformation2

THE TRANSFORMATION OF WORK
Superior Propane embarked on its portal project with customers in mind, 

but our CIO executive roundtable discussion was a good reminder that 

organisations can reap similar benefi ts internally as well. For example, 

the CIO of a leading home health-care service said his organization also 

found it necessary to develop a new digital business model to meet 

changing customer needs. “One in four employees are also caregivers, 

often for family members, and by 2020, it will be one in three.”  To 

respond to this need, the organization launched an online portal to 

support caregivers with advice, web chats and the ability to order 

services online. It hit the mark. He said the response was staggering, and 

the feedback from users has been overwhelmingly positive.

“We have equipment with sensor 

technology pulling data, under-

standing equipment better and 

making much better decisions. We 

can understand the impacts of wear 

and tear on machines much sooner 

in the business cycle and can refac-

tor them. The ability to respond, to 

predict has gone up a few notches.”

At Holt Renfrew, Blank and her 

team are tackling what may sound 

simple but requires major changes: 

off ering anytime, anywhere access 

to product information. For example, 

whereas data on high-end clothing 

or shoes might once have resid-

ed primarily within back-office 

systems available only to specific 

individuals, Holts is deploying ap-

plications that will allow associates 

in a specific store to look up items 

at the point of sale or on mobile 

devices. The same information 

will also be available to consumers 

looking for items online. 

“We want a seamless experience — 

to be able to check the store before 

a visit so if you go to purchase 

something you know it’ll be there. Or 

if you’re in the store and it’s not, that 

you can easily order at the store and 

have it sent to you,” she says. 
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This work not only involves using 

software and hardware differently, 

but gathering insight from people 

at Holt Renfrew who might not 

have been part of an IT project 

before, Blank adds. 

“Marketing, which was rarely 

there, is (in the discussions) now. 

Same with (store) associates,” she 

says. “These are business deci-

sions and so it’s really up to the 

business to decide how it works. 

Quite honestly,  your executive 

leadership has to be there too.”

Laudisa says much the same 

thing. He says he’s fortunate to be 

working with a “very open CEO” 

who wanted to discuss and sup-

port ways to use digital technology 

more strategically. 

“The challenge in our industry 

is we’re a commodity to a large 

extent. You either differentiate and 

are allowed to charge a premium, 

or you compete on price,” he says.

To differentiate, Superior Propane 

has spent the last year and a half 

bringing digital self-service capa-

bilities to customers. It started 

with a portal, MySuperior, for its 

residential customers that allowed 

them to see their orders, track 

deliveries of a tank and pay online. 

Like HudBay Minerals, Superior 

Propane is also equipping tanks 

with sensors to better predict 

when they’ll need refuelling. 

Next came MySuperiorPro, aimed 

at industrial, national customers 

with hundreds or thousands of 

tanks. The digital capabilities here 

include everything residential 

customers have, but also addition-

al things like electronic workflow 

approval tools that allow tanks 

to be ordered more quickly and 

easily, and dashboards that allow 

enterprise customers to manage 

their inventory of tanks on a map. 

Most recently Superior Propane 

launched a third portal for its SMB 

customers. Their needs might not 

be as sophisticated as an enter-

prise customer, but the portal lets 

them manage multiple accounts at 

once, for example. 

“I realize that the major telecom 

carriers have offered these things 

for years, but in our business this 

was unheard of,” Laudisa says. 

“Don’t wait for 
everything to 
be perfect”
— Maurizio Laudisa
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“Our aim is simple — to help you 

love how you feel,” reads the 

opening message on the home 

page of Body Energy Club, a 

Vancouver-based provider of 

health supplements. Delivering on 

that aim beyond its roots in the 

Canadian market, however, was a 

little more complicated. 

Dominick Tousignant, Body Energy 

Club’s president, began exploring 

the idea of expanding into the U.S. 

about 18 months ago. He visited 

California and studied what similar 

companies were off ering and 

promoting to health-conscious 

Americans. While he had spent 

14 years building up his business 

in Canada, Tousignant wanted 

to achieve success in the States 

much more quickly. That meant 

Body Energy Club would need to 

be highly targeted in the way it 

marketed and sold to American 

consumers. 

Tousignant sought a system 

that would allow him to spend 

his time on the things he did 

best: meeting customers and 

promoting his brand.  He also 

wanted a way to show whether 

the products Americans were 

buying were diff erent than those 

which were popular with his 

Canadian customers, as well as 

any variations in their purchase 

frequency or other habits. 

He landed on an out-of-the-box-

software system from a company 

called Third Shelf. When custom-

ers make a purchase in the store, 

the system creates a customer 

account that links from the 

point-of-sale system  (i.e., the cash 

register) to a back-end database. 

Analytics tools can then track 

and analyze when and how often 

the customers shop and what 

they buy. 

Tousignant used the system 

to personalize his marketing 

campaigns in ways he never 

could before.  

“No one likes to get email 

marketing, but we can fi ne-tune 

our outreach so that customers 

only get promotions that they are 

interested in. If you buy a specifi c 

brand of vegan protein, you’ll get a 

notice when it’s on sale. You won’t 

hear from us about anything else.” 

Customers also get a coupon for 

a free smoothie in their birthday 

month.  The system helps 

Tousignant to determine whether 

a campaign is working and to 

make appropriate adjustments.  

In one instance, Tousignant ran a 

promotion off ering free smoothies 

to customers who hadn’t been in 

the store for 60 days.  

“The system showed us that

many of those customers came in, 

but they didn’t buy much.  When 

we provided a discount coupon 

instead, we could see that while 

fewer came back, they bought 

more.”

The success is apparent in the 

numbers. Tousignant’s U.S. 

database hit 6,800 members in six 

months, and he saw an astonishing 

85 per cent email open rate when 

targeting repeat customers. Sales 

have grown from zero to $6,000 

a day in that six-month period — a 

level that wasn’t attained by the 

Canadian until after fi ve years. 

Tousignant said the customers 

really like the personalized service.  

“It’s simple, not too much e-mail, 

and it makes them feel special.”

A CASE STUDY IN GROWING A BUSINESS WITH DIGITAL TOOLS
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No one pretends digital 
transformation is easy. In 
fact, Blank says that no 
matter their motivation 
for pursuing such 
initiatives, the people and 
culture issues they have 
encountered in previous 
eras of IT remain. 

“Whether you’re deploying a new 

warehouse management system 

or an order management system,  

traditional IT change management 

is challenging and has always been. 

Now that the data and applications 

are in everybody’s hand, though, 

it’s an even bigger issue.”

That’s because once everyone 

can call up store inventory, for 

instance, a company like Holt 

Renfrew needs to ensure several 

things are in place. This includes 

having all store associates trained 

to deal with any questions, or 

troubleshooting, for example. It 

also has to ensure its logistics and 

supply chain teams are prepared 

to deal with a potentially greater 

volume of orders, or to have orders 

be delivered more quickly. 

Superior Propane was concerned 

about similar issues, Laudisa says. 

While some customers’ processes 

are now highly automated, where 

a sensor on a tank “talks” to an IT 

system on a regular basis to get the 

tank refuelled, the same approach 

may not make sense to  everyone. 

“Some customers have occasional 

usage, like cottagers. There’s now 

an ability for them to order off  the 

portal. But there also has to be 

some ability for manual intervention 

between when an order is received 

and when it actually gets loaded up 

in our systems,” he explains. 

Staff  may need to double-check to 

make sure details of an order were 

entered correctly, for example, or if 

there were questions that couldn’t be 

answered directly through the portal. 

“Yes, we wanted the portals to get 

them off  our call centre, but you 

can only do that if they’re properly 

serviced,” he says. “If you don’t 

look after the order properly, the 

customer will still call in. You have to 

make sure (digital transformation) 

meshes with the (traditional) way 

the company does its work. If you’re 

too far ahead, you’re going to over-

stress the organization.”

At HudBay Minerals, AbiDaoud 

says there are staff who have 

specific methods and approach-

es to operating a mine that have 

historically worked well, making 

them reluctant to embrace change. 

That’s where he says third parties 

like vendors can add value — not 

only in offering technology that 

makes things more efficient, but 

also expertise in managing transi-

tions to digital processes. 

“Most organizations don’t have 

the in-house expertise to do it,” 

he says. “In order to embrace 

the digital transformation that’s 

occurring, you need a cross-

functional centre of excellence.” 

AbiDaoud explains. “It’s a group of 

people with a variety of skills and 

expertise, such as IT, operations, 

manufacturers, OEMs, mining 

leadership, that become almost 

like a working committee in 

strategizing and figuring out how 

you get there.”

Change Management Amid 
Digital Transformation3
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AN ALTERNATIVE TO ‘BIG BANG’ 
DIGITAL TRANSFORMATION
Canadian companies that have struggled to complete IT projects in a 

timely manner may be overwhelmed at the thought of major changes in-

volving digital technologies. That might be because there not only has to 

be a change in technology but also in how it is designed and deployed. At 

our CIO executive roundtable, for instance, an IT leader at a major bank 

said his fi rm dealt with those concerns by adopting a software develop-

ment methodology known as DevOps. As the name suggests, the idea is 

that development and operations teams will work together on everything 

from design to product support.  For its service management platform, 

integrated teams at the bank are “chewing off  small bites,” he says.  

There are now 12 development cycles instead of one, he added. “The 

result is a “tremendous improvement in output that is very adaptive to 

the needs of our community.”  He noted this change has also positively 

impacted the company’s client satisfaction score, which has improved 

more than any of its peers.

In Their Own Words: CIOs’ True Stories of Digital Transformation
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How do you know when digital 
transformation worked? 

In traditional IT, some of the most 

important metrics focused on 

reduced downtime for servers, but 

Canadian CIOs to whom we spoke 

said they are looking at far more busi-

ness-oriented ways to assess their 

efforts with cloud, mobility and IoT. 

Blank notes that Holt Renfrew could 

easily tie the digital availability of 

store inventory information to things 

like increased sales, for example, but 

that’s only the beginning. She said 

the productivity of store associates 

and other members of the team may 

be easier to track, while customer 

satisfaction  will be evident if Holts 

loses business to more recent 

entrants to the retail space. “It’s not 

about achieving the best customer 

experience, because that’s sub-

Measuring, Optimizing and 
Evolving Digital Transformation4

jective, but whether you have the 

preferred customer experience,” 

AbiDaoud says. “We’re living in a 

world now where it’s about tailoring 

what you offer to my needs. We’re 

creating a generation of consumers 

that expect companies to have the 

digital capability to customize the 

experience.” 

Mining employees want a custom 

experience too in terms of the data 

and information they have at their 

disposal. 

“Safety is also a huge metric for us 

— you don’t want people to die or 

get hurt. There’s also financial per-

formance, your production metrics  

— how many tons are you pulling 

out?” he adds. “The discussion 

we’re having is, what are we trying to 

achieve in terms of a certain level of 

production, cost or efficiency?”

Superior Propane may be the 

farthest along in terms of tracking 

the impact of its digital transfor-

mation so far. The company has 

registered more than 34,000 

customers to its portals and, since 

they were deployed, the company 

has seen a 12-point improvement in 

its Net Promoter Score. NPS, as it’s 

known, shows how often a custom-

er is likely to recommend a compa-

ny to their colleagues or friends. 

“NPS is a lagging indicator be-

cause the data comes in after a pe-

riod of months, but it’s important 

for us,” he says. Superior Propane 

is also planning to look at more 

traditional things like customer 

satisfaction survey results and 

decreased calls to its call centre 

operations.

A BIG-PICTURE 
VIEW OF RESULTS 
The IT leader from a global manufac-

turer who took part in our CIO execu-

tive roundtable said his firm was highly 

focused on helping alleviate problems 

for its customers in the transportation 

sector. The rail industry, for example, 

suffers more than half a million delays a 

year and one in four trains experiences 

some kind of unplanned downtime. 

In response, his company has 

developed a “superbrain” platform 

that puts more than 200 sensors on 

train locomotives, to collect giga-

bytes of information about engine 

performance, exhaust, fuel mix, and 

rail conditions. Data is analyzed by 

a software platform in the cloud and 

the intelligence used by freight com-

panies to make real-time decisions to 

ensure trains run more efficiently. 

The system is already deployed on 

more than 6,000 trains, with the 

result that even a small improve-

ment in efficiency can make a big 

difference, said the company’s CIO.  

“A one per cent improvement in fuel 

savings saves $250 million a year,” 

he added.
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Next Steps and Recommendations
As digital technology continues to mature and IT leaders continue to experiment, there 
will undoubtedly be many additional stories of Canadian CIOs succeeding in this area 
to those featured in this white paper. To help stimulate more of those successes, here 
are some of the topline recommendations from our experts: 

1 2 3
‘Do not underestimate the value 

of beautiful design.” Perhaps 

because digital transformation 

can manifest itself across 

everything from traditional PCs to 

smartphones, Laudisa of Superior 

Propane says CIOs need to spend 

more time on the front lines 

observing how employees and staff 

respond to the interfaces that will 

drive many digital processes. 

“Put your data in front of your cus-

tomers,” he says. “Yes, you’ve got 

to pick the right partners, but a big 

part of it is the design and integra-

tion work.  Don’t wait for everything 

to be perfect. Good partners can do 

the integration. It’s how you bring 

forward information that people 

can really use.”

“Do iterations of improvement.” 

AbiDaoud of HudBay Minerals 

suggests digital transformation 

might be an ongoing series of 

small steps that span the entire 

organization and go well outside it. 

“The goal of the CIO should be to 

facilitate integrated innovation. 

In other words, to make sure 

innovation doesn’t develop just at 

the operations level. It’s the job of 

those working at the centre to say 

there’s something on the periphery 

that might be disrupting. Hire for it, 

or source it.”

“The mix or inside and outside 

skills required in digital are 

pretty much the same.” Blank 

of Holt Renfrew insists the age-

old quest for CIOs to have a seat 

at the senior executive table is 

more critical than ever, given that 

digital transformation requires not 

only board-level support but also 

a coordination of  external team 

members, such as trusted advisors 

from the vendor community. 

“In IT, the most effective way to 

leverage technology is for the IT 

group to be part of the strategy 

of the organization,” she says. 

“It doesn’t matter what digital 

technology you’re looking at: it’s 

got to be business-driven.”


