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From Product to Platform: Digital Transformation in MedTech Series – An 
interview with Chet Kolley 
 
This series highlights the MedTech industry’s recent digital transformation. Collaborating with the 
field’s leading experts, we have identified the strategies and challenges of navigating digital 
disruption within the medical industry. 
 
This discussion views MedTech’s digitization through the lens of Chet Kolley. This interview is an 
extension of Russell Reynolds Associates’ An Industry in Full Disruption: How Digitization is 
Transforming MedTech. 
 
David Krahe:  
Chet, thanks for being here today. I’m David Krahe, Managing Director for the Healthcare sector at 
Russell Reynolds. Today, I have the pleasure of hosting Chet Kolley, who serves as Senior Vice 
President and General Manager for GlobalLogic’s medical techno logy and healthcare business. 
We’re going to talk about digital transformation within healthcare. Chet, if you wouldn’t mind, give a 
brief background on yourself as well as GlobalLogic.  
 
Chet Kolley:  
Sure, happy to; thanks for having me today, David. GlobalLogic is a global product engineering and 
product realization and design firm. We’re over 20,000 people worldwide. My role has been, for the 
last eight years, running and growing our medical technology, life sciences, and healthcare 
business. That’s about 2,000+ dedicated people worldwide. I’ve been with the company for about 
15 years. It’s been great fun and a great run. 
 
David Krahe: 
Thanks for that. We want to start with GlobalLogic. More specifically, your team helped some of the 
world’s leading healthcare companies accelerate their digital products and services. So, from your 
perch, as a trusted partner to some of these companies, what have you witnessed as the impact of 
digital transformation for them? 
 
Chet Kolley: 
It’s been quite a substantial impact. Digital transformation has been an ongoing industry topic. It’s 
been substantially accelerated in many ways by COVID. Some companies have been put in a 
tough spot where digital means or digital transformations were necessary to continue running the 
business as it was. Then, there are cases where it's presented as a novel or interesting business 
expansion. An example would be a company that has done physical, in-person clinics in a number 
of cities. When COVID hit, they couldn't have in-person sessions anymore. So, initially, they 
responded with ad-hoc means of using techniques just as we are right now: digital teleconferences. 
They quickly realized that some of the patient population actually preferred the virtual sessions. 
That expands the horizon instead of being tied to a couple of physical locations.  
The other thing is, you’d see some organizations having dedicated groups to focus on digital and 
some where it is an extension of their existing organization. Now, more and more you see the CEO 
and executives with titles like Chief Digital Officer leading digital. It’s really become a prominent 
part of the company strategy: the way they go to market, the way they differentiate themselves, the 
way they build relationships directly with the people whom they consider their stakeholders with 
whatever business that they do.  
 
David Krahe: 
Let’s take that piece as a jumping-off point. I think it’s interesting to talk about how digital has 
moved from a product feature to more of an emerging service offering or business model. Where 
do you specifically see the opportunity to transform?  
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Chet Kolley: 
People have responded in different ways depending upon what their pre-digital or pre-COVID 
business might be. Many companies are trying to accelerate the path forward and what they need 
are speed and guidance. Digital transformation is needed  to bring what I consider a pleasant, well-
targeted digital experience to market and focus on whom the true stakeholders are. Then, having a 
roadmap that improves on the initial experience in an agile fashion has been a focus.  
 
David Krahe: 
That’s really helpful. Digital is collecting data and changing the way that companies can engage 
with these patients. This also requires a certain amount of organizational competency that 
companies haven’t had in the past. Talk to us about the organizational competency you see as 
critical to success. 
 
Chet Kolley:  
If you turn back the clock say five or ten years ago, a lot of medical device companies were 
f inancially measured. They’d be measured by the number of devices that they produced, put into 
the market, sold, and the margins per device. That was more or less a ticket to play.  
Now the medical device companies are looking to connect directly with their patients, become more 
known to the patient population, and better understand how their devices are being used. They're 
looking at not just creating a device that addresses some kind of disease or condition, but more or 
less owning that condition.   
Organizations have the opportunity to have digital engagement with a patient. Through 
personalized medicine and digital approaches, you can treat these people differently, and they can 
have an experience that talks to them. I think that all organizations are having to be more agile. The 
people who thrive in these digital transformation environments are folks who can actually thrive in 
situations of ambiguity and uncertainty. 
 
David Krahe: 
Speaking of needing to be more agile, how do you see companies accommodating the cultural shift 
required to achieve these ambitions around digital? 
 
Chet Kolley: 
I think that in some cases, it’s bringing in new people in leadership positions that can transform 
these organizations. Sometimes, it’s completely new external people that come in and deal with 
cultural changes. The folks who are really comfortable, I call them digital natives. They have grown 
up in the digital world. Everything that they’ve done is digital. It is not really all that foreign to them. 
Having people who are comfortable with the distr ibuted, the disconnected, or the distributed but 
connected in a virtual environment is a big piece of it.  
 
David Krahe: 
Digital native is tied very closely to age. I think companies are reticent to take a risk on younger 
talent, accelerating or elevating them into a new station. When you think about digital natives, is 
there anything you’ve seen or anything you think companies should be doing to infuse those digital 
natives into the right decision-making roles? 
 
Chet Kolley: 
I think it’s worked well. You can find the right talent (and there’s great digital native talent out there) 
and bring them into the organization. Then, you need to collaboratively build the mission, give them 
the resources and boundary conditions they need, check in frequently, have measurement 
activities in place or metrics to gauge how the program is succeeding, and be realistic; you 
accelerate them.  
 
David Krahe: 
That’s helpful. As medical technology and healthcare companies are going to external adjacencies 
to seek success, what are the adjacencies that make sense? 
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Chet Kolley: 
Sure, that’s a great question. There are certainly adjacencies that bring something to the table in 
this market or this domain. Automotive, for example, has somewhat similar constraints. Both 
industries are breaking barriers with safety and autonomy: artif icial intelligence, machine learning 
generated driver assist, car or transport vehicle monitoring, diagnostics, and the like. And so, you 
can see how that would transfer to this space.  
Then there’s communication. You have 5G for instance enabling tremendous breakthroughs in 
things like data gathering and remote monitoring. You can gather this data, monitor it remotely, and 
put that data in a place where it can be analyzed for things like decision support: making sure that 
the patient who needs personal outreach from the nurse or the physician actually gets it, and 
recognizing that there are people who are doing a pretty good job taking care of themselves. So 
people with communications expertise can really help play a role on the technical side and 
integrate that into an overall, what I’ll call, ecosystem.  
The other piece is the big technology companies. The big technological behemoths are part of this 
market. Apple, Google, and Microsoft, they’re all entering this market. They bring a lot of resources, 
computing capability, digital experience, and consumer experience to bear.  
 
David Krahe: 
I’m glad you mentioned some of the tech behemoths. They are dipping their toe in the water o f 
healthcare, and they seem keen to jump in. The question is, is it feet first or head first? It’s 
absolutely the direction the technology industry seems to be going in.  
 
Chet Kolley:       
Absolutely. That’s right.  
 
David Krahe: 
Chet, this has been incredibly insightful, and I enjoyed it, I hope you did as well. I want to thank you 
for taking the time and it’s been a really interesting discussion. 
 
Chet Kolley: 
Thank you very much. It’s been my pleasure. 
 
 


