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In my more than 25 years leading
projects, I haven't encountered a more
challenging activity than digital
transformation. I've worked in sectors
such as finance, tourism, non-profits,
logistics, and marketing, and by far,
designing, launching, and stabilizing a
digital transformation project
surpasses everything else in effort and
complexity. The best way to explain it
is with a familiar image: think of a
printer. The dreaded printer that never
installs the driver, runs out of ink just
when you need it, disconnects for no
reason, and jams the paper. Now
multiply thatby 1,000.
 
That's a digital transformation project.
Inmov Global Network was born doing
events. For 25 years, we've executed
highly complex activations. And, no
matter how simple or difficult an event
is, there's one rule that never fails: the
event goes ahead, come what may.
When we made the leap to digital
transformation, we were hit with a
reality that, at first, seemed
incomprehensible: the extremely high
dropout rate. The reasons are many.
Even understanding how critical
technology is for operating and
competing, many organizations begin
these processes with the tacit
certainty that they won't see them
through to theend.
 
 

Our position is clear: Digital
transformation isn't just important; it's
critical, even existential. That's why
we've applied the resiliencewe learned
at events to the digital realm: it's a
must-do. Today, after 10 years of
supporting clients, we're proud to say
we've delivered 100% of the projects
we've taken on. To help you overcome
the "trauma" of digital transformation,
we're sharing threepractical lessons:
Sponsorshipat thehighest level.
These projects shift processes,
budgets, and culture across multiple
departments. If the sponsor isn't at
least at the CFO/COO level (or
equivalent), the project will die in the
day-to-day operations. Start simple,
thenaddcomplexity later.
Almost all companies carry
technological debt. 
 
When the snowball effect becomes
unmanageable, the common reaction
is to propose "the big transformation":
ambitious, slow, and fragile. Our
advice: choose the most urgent need,
solve it with a focused project that
turns that weakness into a strength.
Deliver, learn, and repeat. Each
iterationwill encounter less resistance.
Measurable success and a clear
narrative. Define what success looks
like (business KPIs, not just technical
ones), communicate progress
regularly, and ensure ownership in the
areas thatwill operate the solution.
Technical solutions without adoption
are inventory, not transformation.
Enjoy this edition of Phygitalks. In the
following pages, you'll find stories,
inspiration, andactionableadvice.



 

Digital transformation is difficult, but not impossible. The promise of
technology is real, but it's reserved for organizations with courage,
commitment, andpatience.



There are companies that transport
objects, and there are companies that
safeguard legacies. UOVO Art

undoubtedly belongs to the latter
category. Its namewhichmeans “egg” in
Italian is itself a declaration of
principles: a promise to protect with
precision and respect that which is
fragile, unique, and irreplaceable.
Founded in New York in 2013, UOVO is
not simply a storage facility; it is a
trusted ecosystem designed for artists,
museums, collectors, andgalleries.

*Photo taken from the uovo.arwebsite

In their state of the art, climate-
controlled spaces, art is not merely
stored; it is preserved, studied,
cataloged, and prepared to inspire.
UOVO represents that precise point
where high-precision logistics meets
a profound passion for culture. They
are the modern custodians of art. But
what happens when the custodian's
primary tool malfunctions? What
happens when technology, designed
to be an ally, becomes the weakest
link?

TheDigitalGuardian

When technologybecomes the invisible pillar of trust inart
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Imagine an art expert in a collector's
private vault, trying to document a
masterpiece, and their digital tool
crashes.
Information wasn't traveling in real time
to their central systems (their NetSuite
ERP and FieldAware dispatch service).
This created information gaps, broken
workflows, delays, and, with them, the
shadowof risk.
 
In the world of high-end art, a logistical
or informational error isn't just a minor
inconvenience. It's a crack in the
promise of trust.UOVO's aspiration tobe
the perfect custodian was being
hampered by technology that wasn't up
to the task.

The Cost of a Digital Failure for UOVO,
trust isn't an abstract concept; it's a
chain of flawless actions executed 24/7.
Every piece of art that is transported,
installed, or stored is a world unto itself,
and their team of field specialists is the
guardianof thatworld.
The problem was tangible and urgent.
The mobile app this elite team used for
their fieldwork was obsolete. The tool
designed to capture vital information
about each artwor photographic records
of its condition, handling notes, its exact
location simply wasn't up to the task. It
was completely unresponsive, becoming
adeadweight.
It couldn't handle the daily flow of
information and failed at critical
moments.



DesigningFluidity:The

UOVOApp is born

This iswhere Inmovcomes in. The solution
wasn't, obviously, to build a slightly faster
app. The challenge was philosophical:
How do you digitize trust? How do you
build a tool as robust, delicate, and
reliable as theworks thatUOVOprotects?
The project began with a long journey,
from an initial Proof of Concept (POC) to
a Minimum Viable Product (MVP) that
was the result of an in-depth design
thinking process and technical analysis.
The Inmov team immersed themselves in
the daily work of UOVO's technicians to
understand their real "journey." The key
insight was that technology, in this
context, must be invisible. It shouldn't be
the protagonist, but rather the silent
bridge that ensures everything flows
smoothly.

This is how the UOVO App was born, a
native mobile solution (iOS and Android)
designed not only to collect data but also
to build trust. The solution offers a
seamless experience.
Today, field technicians capture notes,
photos, videos, and customized reports in
an intuitive interface that works online or
offline. The moment information is
captured, it embarks on a secure journey.
A robust backend, designed by Inmov,
acts as a universal translator and a
secure bridge between the app, the ERP
(NetSuite), and the dispatch system
(Fieldaware). Information now travels
bidirectionally and in real time. The
account manager in the office sees
exactly what the technician sees in the
field. The central system knows the
location of every component. The three
systems, once disconnected islands, now
communicate seamlessly.

*Photo taken from the uovo.arwebsite



TheArtof the Invisible:

HumanizingTechnology

RobustnessasaMetric of

Success

What guided the project was not the
technology itself, but its purpose. Art is a
fundamentally human expression; its
care requires delicacy, experience, and a
human touch. The technology that
supports itmust share thatphilosophy.
This vision resonates directly with
Inmov's DNA: "Humanizing technology,
elevating creativity. They are at the
service of emotion, meaning, and
significance. It's not about technology
replacing humanity, but rather
enhancing it."
 
In the case of UOVO, technology didn't
replace the expertise of the art
custodian; it freed it fromdigital friction.
It allowed the specialist to focus on the
artwork in front of them, not on the
screenofanunresponsivedevice.
This balance between design, ease of
use, and technical complexitywaskey.

"Innovating with purpose, connecting
with meaning," the agency adds.
"Beyond metrics and volume, INMOV's

promise is to create authentic
connections: brands that not only
communicate, but also accompany." In
this case, accompanying the technician
inhis delicatework.

In some industries, success is measured
in applause or clicks. In theworld of high-
end art custody, success is the absence
of drama. It's the calm of an operation
that, day after day, simply runs
flawlessly.

The impact of the UOVO App is
measured in trust. The client describes it
with words that are the goal of any
development team: "It's an app that
doesn't crash." "It's intuitive and easy to
use." "It's very robust."

*Photo taken from the uovo.arwebsite





The application has grown technically
alongside UOVO, improving its
technologies and supporting ever-
increasing workloads, becoming a vital
part of the client's core business. But the
true innovation, and the human metric
of success, lies in proactivity. The
solution isn't just the app; it's the support
andmonitoring systemthat surrounds it.
The Inmov team doesn't wait for a
support call. Their system actively
monitors the health of the digital
ecosystem, ensuring that SLAs (Service
Level Agreements) are proactively met.
This is proactivitymadecode.
 
In a world of fragile objects, trust is the
most valuable asset. UOVO, the "egg," is
dedicated to protecting irreplaceable
treasures. Through the UOVO App, they
simply built the digital shell, the invisible
guardian that allows them to scale their
promiseof trustwithout limits.

 
 
 
 
 
 
 
 
JonhyBenavides

CTO Inmov

That "robustness" isn't just a feeling; it's
backed by numbers. The UOVO App was
originally designed to support an
operation with 40 users. Today, it's the
digital heart of operations for over 250
field specialists. It has managed over
500% growth in its user base without
slowdowns, interruptions, or failures. The
architecture designed by Inmov proved
to be not only stable but, crucially,
scalable.

*Photo taken from the uovo.art website



Artificial intelligence

Themosthuman reflectionof technology
Artificial intelligencedidn't come to replaceus, but to reflect us. It's amirror
that reflectsbackquestionsaboutwhoweare, howwemakedecisions, andeven
what criteriawedevelop.

*Photo taken from freepik



Artificial intelligence didn’t come to
replace us, but to reflect us. It is a
mirror that brings back questions
about who we are, how we decide, and
what criteria we develop. Every
algorithm that learns and every model
that predicts is built in the image of our
choices, biases, and aspirations. That’s
why, rather than fearing it, we should
look at it directly and ask ourselves:
what part of us do we want it to learn
from?
For decades, business discourse
focused on efficiency: producing more,
spending less, and scaling faster. But
that narrative is no longer enough.
Digital transformation isn’t about
digitizing what already exists; it’s
about reinventing it with purpose.
Artificial intelligence is the catalyst for
that reinvention—not because it
automates tasks, but because it forces
us to redefine the value of humanwork.
It challenges us to understand that
intelligence, whether human or
artificial, only matters if it improves
people’s lives.
Companies that understand this don’t
see AI as a threat, but as an extension
of their collective intelligence. They
adopt it with curiosity, not fear. They
know that automating doesn’t mean
losing control, but freeing mental
space to think better. That AI doesn’t
replace a leader’s empathy or a
strategist’s intuition—but it can
amplify both: listening better,
anticipating better, to make better
decisions. This is why applied
technology is transforming the way we
design, lead, andserve.
 
It doesn’t replace the designer’s
creativity, but it can reveal paths they
neverwouldhave imagined..

It doesn’t replace the CEO’s vision, but
it can help them make more informed
decisions. It doesn’t replace the
strategist’s intuition, but it allows them
to understand their audience with
unprecedented precision. In other
words, AI doesn’t dehumanize
companies; it reveals them. It shows
them what truly drives them, what
theyvalue, andwhat they fear.
Real digital transformation begins
when data stops being numbers and
becomes strategy. Artificial
intelligence can process millions of
variables in seconds, but only humans
can give them meaning. An algorithm
can detect purchasing patterns, but
only an empatheticmind can translate
them into experiences that generate
real value.
In that balance between the ability to
calculate and the ability to feel, the
most powerful synergy of the 21st
century is born. Technology does the
heavy work; people do the deep work.
And in a world where automation
promises speed, purpose is what keeps
the course steady. Because without
purpose, every transformation is just
digital noise.
The companies leading this era—from
agile startups to major corporations—
share something in common: they
understand that AI is not an isolated
tool, but a cultural principle. It's not
about having more data, but about
having better questions. Not about
programming smarter machines, but
aboutbuildingmoreaware teams.
 
Every technological revolution
awakens the same fears: how much
control arewewilling togiveup?



To what extent do we let machines
decide for us? But perhaps the
question shouldbe reversed: howmuch
control do we gain when we let AI do
what it doesbest?
 
Automation isn't about giving up; it's
about prioritizing. It's about
recognizing that there are tasks
technology can perform more
accurately, while we focus on thinking,
creating, and connecting. Artificial
intelligence isn't a threat to our
autonomy, but an opportunity to
expand it. The challenge isn't
dominating it, but governing it
meaningfully. It's about designing
systems that respond to values, not
just metrics. It's about building
algorithms that learn from the best
aspects of our humanity. Because the
real danger isn't thatAIwill think for us,
but that we'll stop thinking critically
about it. There's something profoundly
human in thedesire to create

something smarter than ourselves. But
in that endeavor, we must ensure that
AI doesn't think for us, but rather... that
we stop thinking critically about it.
There is something profoundly human
in the desire to create something
smarter than ourselves. But in that
attempt, AI has taught us a lesson: that
the most valuable thing is not the
ability to calculate, but the ability to
feel. Empathy, intuition, and doubt are
traits that nomachine has been able to
replicate. And although AI can write
poems, design products, or predict
behaviors, it still doesn't know what it
feels like to hear a song that gives you
goosebumps ormake a decision purely
on instinct.
That is where our role lies: the
emotional awareness of the
technology we create. If AI can analyze
millions of data points, wemust ensure
that that data is usedethically. If AI can
make faster decisions, we must decide
whichdecisionsareworthmaking.



If AI can learn from history, wemust prevent
it fromrepeating itsmistakes.
Artificial intelligencewill not be remembered
for its computing power, but for the ethics of
thosewhoused it.
Every business decision based on AI leaves a
mark: economic, social, and emotional. The
companies of the future will not compete
solely for having the best predictive models,
but for having the best intentions behind
them.
 
Digital transformation is not about
machines thinking like us, but about us
learning to think better thanks to them.
Artificial intelligence is not the end of
humanity, but a new opportunity to
understand ourselves. Using it purposefully
is our responsibility; understanding it with
empathy, our challenge; and combining it
with creativity, our legacy.
 AI has no dreams. It feels no pride. It doesn't
tremblebeforean importantdecision.

Butwe are. And that changes everything.
Because artificial intelligence isn't here
to steal our jobs: it's here to teach us how
to work better. To remind us that what
matters most isn't speed, or precision, or
even knowledge. It's intention. And that,
for now, remains exclusively human.
 
Por:OscarParra

GlobalMarketingDirector,Associate, Inmov

*Photo taken from freepik





 



Calm leadership that redefines consistency. At the epicenter where
ethics, technology, and the power of persuasion converge, there is a figure who
has borne the weight of an industry's transformation with unusual elegance
and unwavering conviction. She is Elizabeth Melo, the executive president of
ANDA (National Association of Advertisers), whose profile is a fascinating blend
of theCaribbeanwarmthof her nativeBarranquilla and the strategic discipline
forgedovermore than thirty years in thevibrant city ofBogotá.
 

 



Elizabeth Melo perfectly embodies the
woman who not only occupies a
position of power, but uses it as a
platform for service and
transcendence. Her story is not one of
a fleeting rise, but rather the steady
and steady development of a leader
whose guiding principle is consistency,
a value that, she insists, "is non-
negotiable."
At the epicenter where ethics,
technology, and the power of
persuasion converge, there is a figure
who has borne the weight of an
industry's transformation with
unusual elegance and unwavering
conviction. She is Elizabeth Melo, the
executive president of ANDA (National
Association of Advertisers), whose
profile is a fascinating blend of the
Caribbean warmth of her native
Barranquilla and the strategic
discipline forged over more than thirty
years in the vibrant city of Bogotá.
Elizabeth Melo perfectly embodies the
woman who not only occupies a
position of power, but uses it as a
platform for service and
transcendence. Her story is not one of
a meteoric rise, but rather the steady
and steady development of a leader
whose guiding principle is consistency,
a value she insists is "non-negotiable."
She understood that private
enterprise, like institutions, bears an
immense responsibility in building
trust and generating value. Today, at
ANDA, that purpose is expressed in a
strategy that integrates ethics,
sustainability, and a vision for the
future to foster a more responsible
and, in her words, "more humane"
industry.

Elizabeth Melo wakes up every
morning with the certainty that her
role allows her to contribute to making
advertising and marketing engines of
progress for the country. The
leadership she practices is a direct
reflection of her parents' teachings: it's
not imposed, but built throughexample
and consistency. It's a leadership of
active listening, consensus-building,
and sustainable results. For her, the
concept of "arriving" isn't a destination,
but rather confirmation that the
journey is meaningful and opens doors
toanevengreater positive impact.



If she could look at her younger self,
she would advise her to trust her
intuition more and embrace moments
of uncertainty, as these are what have
helped her grow the most. Experience
has taught her that true success is not
measured by speed, but by the
unwavering clarity of purpose. The
greatest challenge she has overcome
in her career has been leading an
industry facing simultaneous
technological, social, and cultural
transformations. Her challenge has
been maintaining the essence and
credibility of the sector amidst the
chaos, something she learned can only
be achieved by transforming crises
into opportunities to strengthen
institutional values   and reaffirm the
collective purpose.

His most recent achievements are
milestones in this philosophy. The one
he is most proud of is the creation of
the Responsible Commercial
Communication Footprint, a
pioneering initiative and regional
benchmark born from the need to
measure the adoption of best practices
in the industry. This project not only
earned him the prestigious President's
Award from the World Federation of
Advertisers (WFA) in 2021, but also
allows companies to obtain
certification from Autocontrol
Colombia, sealing their commitment to
transparency. But his legacy doesn't
stop there. ANDA's Best Practice
Guides have become his main impact
tool. From the pioneering Guide for the
proper



From gender representation in
commercial communication (2019),
which sparked essential conversations
about equity and the elimination of
stereotypes, to crucial documents such
as the Advertiser-Agency Relationship
Guide, or the Guide for Responsible
Commercial Communication through
Influencers, which has become a legal
and ethical reference and even served
as the basis for the official guide of the
Superintendency of Industry and
Commerce (SIC). Elizabeth's vision for
the future materialized with the Guide
for the Use of Artificial Intelligence in
Commercial Communication, a
pioneering document in Latin America
that promotes innovation with ethics
and responsibility, supporting
companies in what she defines as a
Digital Transformation that is not only
technological, but achange.

A profound cultural understanding that
demands unlearning, relearning, and
constant evolution.” These tools reflect
the essence of her leadership:
promoting self-regulation as a pillar of
trust, raising quality and responsibility
in Colombia, and consolidating the
countryasa regional leader.
 
Away from the spotlight, Elizabeth
Melo is a woman of delightful
contrasts. She lives between
Caribbean energy and Bogota
discipline, a duality that nourishes her.
In theprivacy of her home, she is a calm
anddeeplydomestic person.
 
She enjoys the art of making her home
a place of well-being, attending to the
small details, conversingwithout haste,
orwatchingmovieswithherhusband.



 



These are the moments that allow her
to recharge and maintain her balance.
Her family, her husband, her two grown
children, her parents, her sisters, and, of
course, her dog are her greatest source
of inspiration and strength. The most
important value she seeks to instill is
gratitude, convinced that thankfulness
is the starting point for a fulfilling life,
from which respect and responsibility
spring. Her greatest personal pride is
not a professional achievement, but
seeing her children grow into "good
human beings, conscious,
compassionate, and grateful for life."
Her non-negotiable values   are
consistency and ethics, principles she
defends as the only foundation for
building credibility. Golf is her best-kept
secret, her hobby or passion that allows
her to disconnect and, at the same time,
reconnect with herself, finding calm in
silence and nature. Her personal style is
as firm as her leadership: classic and
understated. Although she admires
trends, she chooses timeless pieces
that convey an understated elegance,
because her style, like her life, must
reflect consistency.
 
More than a specific place in the world,
she feels pleased near the sea, an
environment that reconnects her to her
roots in Barranquilla and brings her
peace and serenity. For Elizabeth, well-
being lies in small habits: relaxation
massages, frequent walks, and above
all, gratitude each day.
She believes that true well-being
resides in emotional serenity and
enjoyment. fully embracing each
moment, pursuing processes that
generate a positive impact.

If she had to choose three objects that
define her, they would be: a candle,
symbolizing serenity, inner light, and
clarity; a camera, to capture the
moments that become memories,
reminding her of the importance of
appreciating the everyday; and her
wedding ring, the unwavering symbol of
her family commitment, the center and
driving force behind everything she
does. In her cultural tastes, we find the
profound sensitivity that defines her:
 
The Diary of Anne Frank moves her with
its revelation of human dignity; the film
The King's Speech inspires her with its
message of leadership and authenticity;
and in gastronomy, nothing transports
her more than the cuisine of the
Colombian Caribbean. Looking to the
future, Elizabeth Melo is not seeking a
position, but rather a space for
transcendence. She aspires to maintain
health, serenity, and gratitude, believing
that inner peace and purpose are, in
themselves, the greatest achievements.
In five years, she sees herself actively
contributing to society and future
generations, sharing what she has
learned and mentoring them. Her major
project is to continue promoting the
participation of more women in
leadership positions, a change that, for
her, unleashes a transformative power
of diverse and empathetic perspectives
in decision-making spaces.
She is also motivated by social impact
projects that inspire young people to
believe in their potential. Her desired
legacy is to be remembered as the first
woman to preside over a trade
association, which.



She dedicated her efforts to training
and collective building to strengthen an
entire industry. But her ultimate
premise is the most powerful and
personal: what matters is not
"appearing" to be, but being: having
integrity, consistency, fidelity to
principles, and acting with conviction.
Elizabeth Melo leaves us with the
certainty that authentic leadership,
built on coherence and a profound
sense of humanity, is the true force
shaping the futureof communication.
 
DesignCapsules:
Behind the figure of ElizabethMelo, the
executive president of ANDA (National
Association of Advertisers), is a leader
who has redefined the meaning of
coherence and commitment in the
Colombian communications industry.
With a career marked by a vocation for
service to society and the conviction
that institutions and companies have
an enormous social responsibility, her
leadership is built on pillars of ethics,
sustainability, and strategic vision.
 
His premise is that what matters is not
"seeming" to be, but being: honest,
consistent, true to principles, and
actingwith conviction.
 
 
By:CarolinaCastillo





MIAMI  ,wherethesunspeaksSpanish 
 Traveling to theUnitedStates often comeswith a little fear:what if I don't understandathing? But in Miami, that fear stays put, tucked away next to your most formal suit.

Because here, when you finally have your English phrase ready on the tip of your
tongue… the first thing they say is: “Hello!” And then you put your English away, smile,
and feel rightathome.



*Photo taken from the official website of GreaterMiami andMiami Beach



Miami is a city where Spanish is cooked,
danced, sold in the corner store, and
shouted with excitement when your
team wins. A Latin city with palm trees
that touch the sky and a sun that seems
to have signed an exclusivity contract
with Florida. Cubans, Venezuelans,
Colombians, Argentinians, Dominicans,
Nicaraguans…all comehere and feel like
they belong.Miami isn't just a city: it's an
extension of the Latin heart, with a view
of the sea. Sometimes we want to travel
for a change of scenery… but we also
don't want to need subtitles to order a
coffee. Miami is that: an international
getaway where you feel like both a
tourist anda local.
 
And if you get tired of the sea (which is
unlikely), you're only four hours from
Orlando. Because let's be honest: who
doesn't want to say "hello" to Mickey
Mouseeverynowand then?

We don't come here for the basics. You
come with the sun on your skin, but also
with a desire to wander the streets, to
experience it, to savor it.
 
South Beach: Soft sand, art deco
buildings, and a level of glamour that
makesyouwalka little straighter.
 
Little Havana: Calle Ocho is a
permanent carnival, Cuban cafes,music
in the streets, and dominoes played as if
worldpeacewereat stake.
 
Wynwood Walls: Giant murals vying for
yourattention.
 
Design District: Fashion, art, and cafes
where the lattedeservesaphotoshoot.

Here you might stumble across Chick-
fil-A, Raising Cane’s, and El Cafecito
Cubano. But there are also arepas that
taste like home, croquettes that soothe
your sorrows, and dishes that proudly
blendall of LatinAmerica.

Because language is a hug: it
understands you, it goes with the flow.
Because here, nobody is a foreigner:
everyonecomes fromsomewhere.
Because there's sun to get a tan and
plans to enjoy. Because you can combine
beach+ shopping +parksandcomeback
refreshed. We'd say "it's like being at
home," but with palm trees and
turquoisewater included.

Eating inMiami is also

part of the show

WhydoesMiami feel

somuch like ours?

Miami'smust-sees

*Photo taken fromgettyimages

Bayside Marketplace: Dine with an
ocean viewwhilewatching the yachts go
by…
 
 Everglades (for the more adventurous):
Real wetlands, wildlife, and a walk that
feels like a NatGeo documentary
experienced firsthand.



*Photo taken from the official website of Greater
Miami andMiami Beach
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Advice from someonewho's

alreadybeen through it

 

Wear sunglasses: The sun here 
is relentless.
Comfortable shoes: Wynwood 
will have you walking and 
posing for photos.
Sunscreen: You'll need it.
Mix up your days: a little bit of 
the beach, a little bit of the city, 
a little bit of adventure.
Leave room in your suitcase: 
Miami always tempts you to 
buy something.

 
 

Miami is that cool friend who invites 
you out, welcomes you in your 
language, takes you to an amazing 
restaurant…and then says, “If you 
want, we can go see Mickey tomorrow.”
That's what this destination is like:
 
International, Latin, fun, family-
friendly, and close by. Perfect for those 
who want to travel, get a tan, eat 
delicious food, and come back saying:



By :Olga LucíaArciniegas
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It begins with a simple scene: a neighborhood shop, a counter varnished with
age, and an owner eyeing an Android phone with skepticism. The year is 2011.
We brought a proposal that many considered absurd: an app for shopkeepers.
“They won’t use it,” they said. But then the improbable happens: seven out of
tenagree to install it. Theydon’t evenaskabout theprogramming language.

The five components

of digital transformationl

 

*Photo taken from freepik



They don't ask for the architecture
diagram. They just want to know if it
solves a real problem for them.
That small anomaly—a 70% adoption
rate in Colombia, Costa Rica, and the
Dominican Republic—is a clue. It
teaches us that digital transformation
doesn't begin with the cloud, but with
people; not with the backend, but with
incentives; not with the latest
framework trend, but with problems
that someone genuinely wants to
solve.
There's a useful metaphor for what's
coming: the printer. We've all
experienced one: drivers that won't
install, ink running out at the worst
possible moment, and paper jams.
Now multiply that frustration by a
thousand, and you'll have a pretty
accurate idea of   a digital
transformation project: a
choreography of friction. And yet,
some organizations succeed. Why?
The answer, after seeing it dozens of
times, boils down to five components. 
 
1) People: the immune system of the

organization

 
When a company announces a “new
system,” productivity drops before it
rises. It’s not malice; it’s social biology.
People react like an immune system:
 
They detect change as a foreign body
and attack it with antibodies of rumor,
passive resistance, and operational
nostalgia. The only way to overcome
this fever is to design for real people:
training with real-world scenarios,
gradual changes, and early wins that
offset the learning curve. 

The interesting thing is that when users
experience the benefits firsthand—
fewer steps, fewer errors, less
uncertainty—their immune system
switches sides. It no longer fights
against the new; it defends it.
 
2) Data: from dusty storage room to

adoptionengine

 
At Discovery, almost everyone swears
they have “tons of data.” Then we open
the archives and find duplicates, nulls,
creative fonts, and impossible dates. A
recent study estimates that two-thirds
of data scientists' time is spent
preparing data, not analyzing it. It's not
laziness; it's paleontology.
 
The paradox is elegant: technology can
survive with enough data, but it only
flourishes with good data. When
information is reliable, people trust the
system; and when they trust, they
adopt. Data is not an end in itself: it's
the social lubricant of transformation. 
 
3)Teamwork: theproject is not yours

 
Projects that truly make a difference
rarely stay within the technology
sector. They draw on the expertise of
operations, sales, finance,
procurement, and legal. That's why
sponsorship can't be merely symbolic;
it must come from the top (CFO/COO
or equivalent) with the authority to
influence processes and budgets.
Without that sponsor, the project
bleeds out of resources on a daily basis.
With it, the timeline ceases to be a
matter of opinion, and silos begin to
transform into bridges.



 

It's costly in terms of coordination and
psychologically delicate. It requires a
sponsor willing to invest, reliable data,
teams that communicate effectively,
code that isn't unnecessarily
duplicated, and a pace that allows the
organization to build trust through
small successes.
 
After many projects, the pattern
repeats itself. There's anxiety,
confusion, some anger. And, in the end,
a gesture worth more than any metric:
the users don't want to go back. Then
you understand that the
transformation, more than
technological, was cultural: a printer
that finally works, a warehouse that
stopped gathering dust, and a team
that learned—perhaps the most
valuable lesson—that change is
delivered against all odds, but it
enduresbecausepeople embrace it..
 
By: JuanFBotero
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4)Code:write less toachievemore

 
The myth says that programming is
difficult. The reality: the hard part is
maintaining it. Code is born fragile,
and its adolescence—bug fixing,
stabilization, support—can last for
years. The winning strategy is often
counterintuitive: write the bare
minimum, integrate existing
systems, orchestrate what already
works, use legacy systems as an
engine, and focus the innovation on
the interface and user experience.
Less keyboard heroism; more overall
design.

 

5) Progression: start simple, then

becomemorecomplex

 
Technological debt grows silently
until it becomes suffocating. Then
someone proposes "the big project":
ambitious, expensive, slow. It almost
always fails. What does work is a
different sequence: solve the most
urgent problems, turn a weakness
intoa strength, deliver, and repeat.
 
Each delivery reduces resistance,
and the organization learns a new
reflex: "this iswhatmakesusbetter."
If you look at our story with the
shopkeeper app, the intuition fits: it
worked because solving problems
won by a landslide over dazzling.
Because people and data came first,
and technology came to serve them.
Transformation is not impossible; 
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Marketingpara todos:

El lenguajecomúnde la
transformacióndigital

Marketingpara todos:

Thecommon languageofdigital transformation

In times where algorithms write headlines and dashboards seem to replace
intuition, marketing remains the language that translates change. It is the
voice that explains the technical in words that excite, that turns data into
meaningand technology intopurpose.

Marketing for everyone:
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Talking about digital transformation
isn't just about software or automation;
it's about people, evolving cultures, and
companies learning to thinkwith a 21st-
century mindset. For years, the term
became a catch-all label: any company
with an app claimed to be transformed.
But the real leap happens when
technology stops being an accessory
and becomes a driving force. That's
when marketing, blending empathy,
analysis, and creativity, acts as a
universal translator between the
humanand thedigital.

Modern marketing doesn't just observe
metrics: it interprets them, deciphers
patterns, and translatesbehaviors.
 
If technology is the hardware of
transformation, marketing is its human
interface. Marketing teams are
interpreters of realities; they help
understand what people value, how
markets behave, and what
environmental signals are driving
change. This ability to interpret, to read
the present with a forward-looking
perspective, allows an organization not
only to survivebut to evolve.
 
TrueDigital Transformation
There's a phrase that sums up the heart
of this process: “True digital
transformation encompasses all those
actions that not only digitize processes
but also modify or create a new
business model, moving people and
resources into the new technological
era.” Transforming isn't about using
more tools, but about redefining how
thebusinessoperates.
 
Companies that have truly made the
leap understand that moving resources
is useless if mindsets aren't also
transformed. They see technology as a
catalyst for thinking differently:
rethinking the value chain, customer
experiences, andwaysofworking.
 
A transformed organization doesn't just
automate; it reimagines how it
generates impact. That's the difference
between a digitized company and a
truly transformedone. 
 

 

The challenge isn't technological, it's
cultural.
Every organization that tries to
transform itself faces a paradox:
technology advances faster than
people. A tool can be adopted in days;
changing the way of thinking takes
months or years. This is where
marketing acts as a translator,
connecting strategywith emotion, data
withmeaning.
Digital transformation isn't a
destination, but an ongoing practice.
Digitizing a process only modernizes it;
transforming it involves rethinking the
purpose, revenue models, structure,
and customer relationships. And that
doesn't happen on a server, but in the
minds of those who decide, execute,
andcommunicate.
FromData toUnderstanding
We live in an era where data is
abundant, but understanding is scarce.
Companies collect more information
than ever, but few manage to turn it
into decisions that generate real
impact.
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It doesn't just enhance the human
element, but amplifies it; it doesn't
suppress creativity, but rather empowers
it; it doesn't automate for the sake of
automation, but to free people to think,
connect, andcreate.
 
Marketing as a Bridge Between Purpose
andTechnology
The most advanced companies in digital
transformation are not those with the
most systems, but those that best align
technology and purpose. In this sense,
marketing acts as a cultural compass: it
keeps the human element within
technology, givesmeaning tometrics, and
remindsus that behind every click there is
aperson.
Talking about digital transformation
without talking about purpose is like
designing a route without a map.
Marketing translates technological
capabilities into experiences that inspire
and connect. This connection ismeasured
in ROI, yes, but also in the trust built with
each interaction.

Artificial Intelligence: Between Fear and
Productivity
Few technologies evoke as many
conflicting emotions as artificial
intelligence. For some, it's a threat; for
others, the greatest evolutionary leap
since electricity. Beyond the noise, AI has
already changed how we work, learn, and
create.
It has demonstrated its ability to
accelerate processes, improve
productivity, and free up time for strategic
tasks. In marketing, it allows for surgically
precise audience analysis, personalized
experiences, and optimized campaigns
thatpreviously tookweeks.
But its impact depends on who uses it.
There are still sectors that resist its
adoption, fearing a loss of control or
human essence. This resistance is natural:
every technological revolution faced
skepticismbeforebeingunderstood.
Here,marketing once again plays a crucial
role: demonstrating that AI does not
replace judgment.
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An organization that communicates its
transformation well also experiences it
better. Communicating change isn't
about selling it; it's about making it
understandable, relatable, and shared.
The InvisibleChallengesofChange
 
Every transformation generates
friction. Teams face fear of failure,
digital burnout, and the pressure of
adapting to an environment that
changes every quarter. From an
operational perspective, this means
redesigning processes, redefining
workflows, and balancing efficiencywith
empathy.
 
It's not just about implementing tools;
it's about creating the conditions for
people to adopt them. Success depends
less on the software and more on the
culture that embraces it.
Marketing plays a key role in giving
meaning to change: it transforms
innovations into shared stories and
explains why the effort is worthwhile and
where the new way of doing things is
leading us. It's the emotional glue of
transformation.
 
Behind every technology strategy lies an
element that's impossible to program:
emotion. Leading brands aren't those
with themost data, but those thatmake
technology feel human. That's the
essence of contemporary marketing:
empathywithdataprecision.
Every algorithm needs a story. Every
automation, a purpose. Every
dashboard, ahuman interpretation.

 

At that point, the boundary between
marketing, technology, and operations
dissolves: decisions become collective,
and technologybecomesexperience. In a
world that idolizes quarterly metrics,
thinking long-term seems like an act of
rebellion. But real transformations aren't
measured in immediate ROI, but in
legacy. Marketing has the responsibility
to remind us that every innovation
leaves amark and that digitalization can
build culture if doneconsciously.
The future of marketing will be
connective: it will measure
conversations, relationships, and trust.
Because the deepest digital
transformation doesn't happen in the
systems themselves, but in how people
interactwith them.
Epilogue: Transforming to Remain
Human
Digital transformation is inevitable;
making it human depends on us.
Marketing has the mission of making it
understandable, inspiring, and
sustainable. Of reminding us that, in a
data-driven world, we still need stories
thatuniteus.
Technological change will continue to
accelerate, but the competitive
advantage will lie with those who can
translate it into meaning. The future will
not belong to machines or humans
separately, but to those who think with
both hemispheres of their brain: the
rational and thecreative.
 
Digital transformation is not about
abandoning humanity, but about
empowering it..
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