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Who We Are

Source: Bill Verplank



Source: Bill Verplank

We are an interaction design company



We focus on consumer centric innovation + translation to business 
experience and business strategy



Our experience in digital transformation – Since 2007
We are amongst the earliest professionals working on Interaction Design & Digital Transformation



Strategy, Design, Execution, Servicing & Growth Expertise
A globally rare end-to-end transformation expert



Science of Transformation
We work with strong theoretical models derived by us



A few of our happy clients
We are amongst the earliest professionals working on Interaction Design & Digital Transformation
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Founder & CDxO: Anurag Sehgal – Entrepreneur, Investor, Interaction Designer
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Anurag Sehgal – Profile
Founder Director & Chief Digital Transformation Officer
Digital Tranzform Pvt. Ltd.

Anurag, is the co-founder of Digital Tranzform Pvt. Ltd. & Experiential Design Lab private Limited, companies unique in their multidisciplinary team of interaction designers, 
product designers, architects, software developers, embedded-electronics engineers, hardware professionals, web developers, content and media designers and 
communication scientists. 

Since over 16 years he been involved in incubating innovation and digital transformation for some of India’s largest businesses

Lodha Ventures
Asian Paints Limited
Telecom Italia
Canon Middle East
McNroe
Aditya Birla Fashion & Retail Limited
Modicare & Color Bar
Nitco Tiles
Sleepwell
And many others…

His Transform4Venture vertical efforts can be seen via his own new gen startups

HRMark8 (www.hrmark8.com)  – an HRTech platform launched to enable assessed hiring
NALPHI Inc (www.nalphi.com) – the worlds first Auto-illuminating smart luxury leather bags currently retailing. 

He is also the seed investor into NewSpace Technologies (https://www.newspace.co.in)  – India’s first private venture working on autonomous vehicles and drones for the 
defence sector and ISRO that recently bagged the Defence sectors order for Swarm Drones ( https://swarajyamag.com/defence/army-awards-15-million-contract-for-100-
swarm-drones-to-indian-startup-newspace )

Our CDxO’s Profile

http://www.hrmark8.com/
http://www.nalphi.com/
https://swarajyamag.com/defence/army-awards-15-million-contract-for-100-swarm-drones-to-indian-startup-newspace
https://swarajyamag.com/defence/army-awards-15-million-contract-for-100-swarm-drones-to-indian-startup-newspace


Our CDxO’s Profile

His work on interaction design started with a research in wearable electronics with Xerox PARC for "The Crossing Project"in the year 2001. The project was an 
internationally acclaimed research project that formed the basis for various innovations, pervasive computing, ubiquitous computing and new interfaces like Tangible User 
Interfaces

He furthered his knowledge with a Masters at Interaction Design at Ivrea, in year 2005 at Italy, the worlds first institute dedicated to interaction design. During his masters 
program he also worked on the commercial design for the wearable system and head mounted display called 'Eye Tap' with Professor Steve Mann, the father of 
wearable computing, at the University of Toronto in Canada, and had a successful submission to the prestigious ACM library (http://eyetap.org/papers/docs/Eyetap.pdf)

Since Digital Transformation was born from the human-centric and technology driven practice of interaction design, he has leveraged the academic experience and spear-
headed Digital Transformation efforts in Italy and India, since 2007, helping several large organisations in transforming their business experience and CEX strategy. 

His efforts have traversed a variety of industries – Paint, Cement, Tiles, Appliances, Sleep, Perfume, Beauty, Fitness, Agriculture, Recruitment, Fashion, Real Estate, FMCG, 
Retail, Medical to name a few.

His key efforts in Business Transformation have been in helping and steering the business model, financial simulations, service blueprint, digital blueprint, touch point map, 
consumer experience journey, hardware-software-content-integration guidelines as well as the execution, followed by scaling up, of the TUX and GUX solutions. He is well 
versed with interaction design as well as has a working knowledge of embedded-electronics, software and content which allows him to setup these 4 verticals in his 
companies and offer seamless innovation support to his clients and ventures.

By treating digital and technology as a medium, like clay, and not end-products, like touch screens, he believes we have the possibility to transform every industry and help 
legacy businesses evolve using the well established transformation frameworks that have proven successful.  

He recommends all his clients to trust in agile-innovation, find the right transformation partner, invest in interaction design and not be hesitant to pilot and pivot.

http://eyetap.org/papers/docs/Eyetap.pdf


Academic & professional pedagogy – Interaction Ivrea, Italy
World’s first institute dedicated to Interaction Design
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Marketing Automation & Sales Funnel Fulfillment Funnel
Brings Product

SourceMakeStoreDeliver

Brings Customers

ProvidePitchPromote Please

Consumers with their Product
Manage/Exit

Expertise in frontend and backend funnel
Strategise, design and delivery of consumer funnel and fulfilment funnel

Twin-Tech Funnel Effort
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Marketing Automation & Sales Funnel Fulfillment Funnel
Brings Product

SourceMakeStoreDeliver

Brings Customers

ProvidePitchPromote Please

Consumers with their Product
Manage/Exit

Expertise in frontend and backend funnel
Strategise, design and delivery of consumer funnel and fulfilment funnel
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PULL PITCH PROVIDE PLEASE

Client Specific End to End Full Tech Solution Architecture - Example
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Client Specific End to End Solution Architecture - Example
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Marketing Automation – AB DRIVEN
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Awakening

JBP

CP Meet

Inbound

Outbound

SMS

Platform

Email

Social Media

Other online platforms

Project Launch

Presales

Digital

Sourcing

Premium accounts

KYC/Documentation

FAQ

Client Management

Partner Land 
Advisor Closures

Call center

Loyalty/Programs

Customer Engagement 
Programs

TrueView

Followups

TradeSecure

Receipt

Collections

Updates

Trading/Exits

Customer 
Relationship 
Management

&
Direct Closures

Registration

POA Signup/Inperson

DocumentationRegistry

No Dues

Maintenance

Site Visit

Followups

TradeSecure

Receipt

TrueView

SERVICE 
BLUEPRINT

Land Centers

Service Blueprinting – Customer Facing
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Stakeholder Mapping
Enterprise, External & Customer

Enterprise
/Internal

Customer
/Buyer

External/
Third Party

Design
Legal/POA

Commercial/Accounts
Sales – Closing

CRM

Backend 
support

Customer
Centric

Content & Media Agencies
Social Media, Real estate (online) 

platforms
Marketing Agencies

Turnkey marketing and sales agencies

Customer
Facing

(Aggregation 
needed for 
scalability)

Liaison
Admin

HR
Procurement

Construction team

Leadership
Business Development

Data Analytics
Sales Strategy

Marketing (including Digital)
Sales – Sourcing (Including Digital)

Content & Media team

Pre Sales direct calling centers
Brokers/CPs

Legal
Design/Architects

Facilities/Amenities management

Liaison
Asset/Land Owners

All Stakeholders

Buyer
Family & Friends

Architects
Wealth Advisors

Corporates

-

-
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Change Management - Transformation phases

Customer Engagement & Product/Service Transformation – CRM, App, Responsive Web, Service touchpoints

CRM – Customer Care. APP – Post Sales

Employee Engagement & Operational Efficiencies - ERP

Phase 1
Strategy + Business 

as usual

Phase 2 – MVP 1.0
Post-Sales Engagement 

to support current 
business process

Phase 3 – MVP 2.0
D2C transformation 

with Marketing 
Automation & sales

Phase 4 – New 
Products & 

Scalable 
Transformation

Project Management, Operations, Procurement

Transformation Strategy Marketing Automation, Sales, APP, Responsive 
Web – Pre Sales

New Products, Scalable Product 
& Services Aggregation

Third Party ERM & CRM 
Modules

Finance & Accounting

Phase 5
Inhouse

Bringing ERP Modules inhouse

Handover to inhouse tech team

New team + Adoption

Adoption by existing team



Touchpoint Roadmaps
For all components of the twin-tech funnels
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Wireframes, UI, UX, Development – App & Web
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CRM, ERP implementations



Source: mitechnews.com

What We Offer -
Digital Transformation



Digital Transformation – Areas of our effort
We operate in 4 areas while uniquely specialising in the front end – Consumer engagement + Transformation of products/services



Our OPEN model – Opportunities, Problems, Essentials & Needs
Find consumer centric opportunities, problems & needs, and ensure essentials to build a consumer-centric business strategy and experience

N
um

be
r o

f c
us

to
m

er
s

Competition Volume

Problems:
What customers really

want solved

High customer loyalty
More competition

Needs:
What customers would 

like being solved

Moderate customer loyalty
Moderate competition

Opportunities:
What customers do not 
know about..A wildcard

Customer-Centric

Essentials:
What customers expect

De-facto

Presence doesn’t guarantee
customer loyalty but absence

ensures dissatisfaction

Most competition as offered
by majority of competitors



Pivot your organisation around a customer-centric strategy
Omnichannel retail is a key component of the strategy

Source: medium.com



Tech is like clay
Strategic and successful Dx solutions do not need to retro-fit available solutions. Technology, like clay, allows any solution to be made. The focus 
should only be customer-centric design

Source: picswe.com



Agile innovation & corporate startup labs.

Source: www.bain.com



Agile innovation & corporate startup labs.

Source: www.bain.com



Dx is not prescribed, its co-created
Only when the consultant and the multiple stake holders from a company – marketing, sales, IT, CRM, product, senior management – agree on 
critical and strategic insights and ideate together to solve customer needs/problems/opportunities, can successful designs be delivered.



Double-diamond design process – INTERACTION DESIGN
Design thinking methodology

Our Process/Methodology
Double Diamond



Double-diamond design process – INTERACTION DESIGN
Design thinking methodology



STEP 1: CEX strategy + touchpoint map

Market Research

Strategy/Model

Touch point map/CEX Strategy

Simulations/ROI

GUI/TUI/Styling/Graphics/Interiors

DTX + Management Consultants DTX + Agencies/Contractors

DTX + Management Consultants

DTX + Management Consultants

DTX + Design firms/Agencies/Website

DTX

DTX + Design firms

Multi-channel/ Omni-channel 
Execution – online/offline



Step 2: Detail design & execution

Market Research

Strategy/Model

Touch point map/CEX Strategy

Simulations/ROI

GUI/TUI/Styling/Graphics/Interiors

DTX + Management Consultants DTX + Agencies/Contractors

DTX + Management Consultants

DTX + Management Consultants

DTX + Design firms/Agencies/Website

DTX

DTX + Design firms

Multi-channel/ Omni-channel 
Execution – online/offline



Successful disruptors are customer-centric with a long-term strategy
The most successful disruptors focused on transforming the industry and the legacy business models focusing primarily on the user/consumer.

Source: balbansal.com



Case Studies
Full Digital Transformation



External Chief Digital Transformation Officer for HoABL
We are responsible deliver the transformation strategy as well as deliver the tech stack (CRM, ERP, Consumer App + Site, marketing automation) 
as well as deliver the new service blueprint needed for the transformation



Seekruit – HRTech platform
A new venture to disrupt the HR industry



Seekruit – HRTech platform
A new venture to disrupt the HR industry



NALPHI tech & e-commerce platform www.nalphi.com
We run and operate the NALPHI e-commerce platform as well are the technology partner of the smart bag



Walden Cart – agriTech platform
A new venture to disrupt the vegetable cart industry



Appetit Delivery
A new-commerce venture in Romania



Adhiraj omni-sales presentation platform - Demo
http://demo.madebyxdlab.com/adhiraj/



Innovation partner – Asian Paints Omnichannel strategy + execution
Strategized, Designed, Executed, Evolved & Maintained since 2010. Successful D2C for previously influencer targeted industry

Case Studies
Retail Transformation

With links to videos



Innovation partner – Asian Paints Omnichannel strategy + execution
Strategized, Designed, Executed, Evolved & Maintained since 2010. Successful D2C for previously influencer targeted industry



Largest touch-point orchestration by any brand
2 Signature stores, 7+ ApHomes, 450+ Colour Ideas, 2200+ Colour Worlds in India, Bangladesh & Nepal. The PHD of APL.



Asian Paints Delhi Signature

https://youtu.be/TlSiHV9I6OU

https://youtu.be/TlSiHV9I6OU


Asian Paints Mumbai Signature

https://youtu.be/9xIVGwAWJMo

https://youtu.be/9xIVGwAWJMo


Asian Paints Homes

https://youtu.be/R5_Mcbq0kEg

https://youtu.be/R5_Mcbq0kEg


Van Huesen Style Studio

https://youtu.be/CfNtZWIOxX4

https://youtu.be/CfNtZWIOxX4


Innovation partner BARILLA – Experiential food sampling
Experience the stories that relate good food with good health and buy food kits as per your body type

Source: CNBC
https://youtu.be/k6JDssEkCoM

https://youtu.be/k6JDssEkCoM


Innovation partner for Canon Middle East – Solutions from products
Across Education, Retail, Hospitality, Healthcare & BPO verticals



D4V – Immersive dining restaurant + reservation portal 
joint venture between us, Canon & DWTC

https://youtu.be/MtQBHraKoJE

https://youtu.be/MtQBHraKoJE


Case Studies
Experience Centers 

With links to videos



Adhiraj ACCK Center - WINNER GOLD AWARD for Digital Experience

https://youtu.be/RmJihHfO4kk

https://youtu.be/RmJihHfO4kk


Adhiraj ACCK Center - WINNER GOLD AWARD for Digital Experience



Modicare Experience Center

https://youtu.be/LXHDXrPECDU

https://youtu.be/LXHDXrPECDU


Lodha Palava Experience Center

https://youtu.be/O7PiQLNQsTE

https://youtu.be/O7PiQLNQsTE


BMW 6 Series Experience Center – Middle East

https://youtu.be/0S6Rvd0g0_U

https://youtu.be/0S6Rvd0g0_U


Magicbricks omnichannel engagement
Creating the seamless online + offline engagement for MagicBricks.

https://youtu.be/YwHIiGEJLgA

https://youtu.be/YwHIiGEJLgA


Titan Experience Zone

https://youtu.be/uLAM6nbEy00

https://youtu.be/uLAM6nbEy00


VECV Experience Center

https://youtu.be/yVAKNM63WOI

https://youtu.be/yVAKNM63WOI


Bhartiya City Experience Center

https://youtu.be/X1hF467FImY

https://youtu.be/X1hF467FImY


Shapoorji Pallonji Parkwest Mapped Model

https://youtu.be/OCFGd1AUXaA

https://youtu.be/OCFGd1AUXaA


Antara Senior Living Experience Center

https://youtu.be/qvfOF6mzCeU

https://youtu.be/qvfOF6mzCeU


Canon Experience Zone - Sharjah

https://youtu.be/RiZsLUJgv68

https://youtu.be/RiZsLUJgv68


Playlist
You can see many more videos on our playlist

https://www.youtube.com/playlist?list=PLA51ACBEA8CC2789D

https://www.youtube.com/playlist?list=PLA51ACBEA8CC2789D


CUSTOMER ENGAGEMENT – FORUM MALL STORE 

Average Waiting time 
5 min Waiting time 

10 min Waiting time 

Table-2
V21  V21E Y72  Y31

V20 pro  Y73 Y53s Y20G

Vivo retail analytics
Delivering actionable insights and recommendations on Footfall counter & Heatmap data

Case Studies
Retail Analytics



CUSTOMER ENGAGEMENT – FORUM MALL STORE 

Average Waiting time 
5 min Waiting time 

10 min Waiting time 

Table-2
V21  V21E Y72  Y31

V20 pro  Y73 Y53s Y20G

Vivo retail analytics
Delivering actionable insights and recommendations on Footfall counter & Heatmap data



ACTIONABLE INSIGHTS FOR HEATMAP & FOOTFALL DATA

• Major store space unused. Only centre of store used

• Seating area completely unused. Perhaps people spend time near products. Try out layout where 

bar stool kept near product table.

• Accessories completely neglected. Even when store is frequented by service request visits. 

• Accessory selling possibility is good if positioned in store and in journey properly

• Employee in/out ratio is high, Need to control

• Since majority of footfall is in the interiors of the store, perhaps due to service visits being high

• Forum mall store avg. visitors are 100 where as walk-by (passers) count is high, need to carry out 

activities to pull walk-by to walk-in

Vivo retail analytics (*Modified insights due to NDA)
Delivering actionable insights and recommendations on Footfall counter & Heatmap data



ACTIONABLE INSIGHTS FOR CUSTOMER SURVEY ANALYSIS
Sr Observation and Actionable Insights

1 The target group is upto 45 Lifestyle and aspirational 
imagery can be youthful and 
energetic

Social media or memory sharing 
moments in store if possible

Consumer is tech savvy and 
aware and is well versed with 
online platforms. Provide simple 
comparison tools and 
technology enabled tools that 
allows them to find the best 
product and the best offer

Tap into popular 
themes like travel, 
health etc.

Offer referral coupons to accompanying friends/members of groups
The footfall ratio in exclusive outlets needs to be different than 
non exclusive outlets

Combine service related visits with opportunity to upsell, 
accessories, buy-back schemes etc.

2 Male dominated Male might be buying for female Allow sharing of information from 
store to wife/friend to aid 
discussion and purchase

Offer couple discounts etc. to 
enable female gender push

3 Make a unique journey for 
previous owners vs new buyers

Sell solutions, accessories, 
lifestyle to previous owners

4 Make different journeys for 
repeat visitors and new 
visitors. 

Register visitors to understand 
their repeat visit so they can be 
given better solutions since they 
have higher probability to 
convert

5 Break journey into save time 
and spent time touch points. 

Spend time touch points offer 
vertical experiences while save 
time touch points allow 
horizontal efficient browsing

Excel file 
with store 

wise 
customer 

survey data

Vivo retail analytics (*Modified insights due to NDA)
Delivering actionable insights and recommendations on Footfall counter & Heatmap data



anurag@digitaltranzform.com
+91 9871881099

www.linkedin.com/in/anuragsehgal

Thank you!... Questions?


