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Get the future you want!
A sense of pride has taken the management team
aback reading through the talent displayed by our
junior colleagues in this report. It is with pride that
Capgemini attracted, retained and grew these
diverse profiles and can now give them a tribune to
express their thoughts.
Aligned to our Capgemini Research Institute
key topics of research, I found the angles our
colleagues decided to shine lights on very
telling. Our junior colleagues decided to focus
their work on (1) the revolutions brought by
Artificial Intelligence, (2) the many opportunities
offered by Blockchain, (3) what will come next
in the area of Digital Customer Experience, (4)
what constitute a smart city and (5) how we can
sustain our development while promoting a more
inclusive business world. Throughout the topics,
all contributors in the report have focused on the
notion of purpose. It is also interesting to see many
drew conclusions from a new normal powered
by technology after the COVID19 disruptions. In
this report just as in their professional life, the
members of the new generation of professionals is
focusing its attention, energy, thoughts and talent
towards building a better world.

contest aiming at gathering insights and thoughts
from our junior talent this past year. This program
aimed at transcending geographic borders
throughout APAC, promote exchange of thoughts
and cultural awareness. It has led to the collection
of a lot more content than what we are able to
present in this report and I thank all participants
to this contest. This report is a curation of some of
the most interesting pieces. It may sometimes not
always represent Capgemini research findings, but
it always brings a fresh perspective and sometime
thought-provoking views on the evolution of
technology from the people who will build their
career through it.
What are tech disruptions today will be old tech
tomorrow, and this generation, just like other
before them will live through the end-to-end
transformation of the corporate world, powered
by technology and social change. In this context,
the diversity of talents, focused on purpose, with
rich thoughts and an ability to adapt is Capgemini
best asset to lead these transformations. It is for
them to define and get the future they want!

Contributors from this report embody the
diversity of Capgemini. More than 20 writers from
6 countries around Asia-Pacific and a majority of
women are represented in this document. Our
graduate program team ran an opinion paper

Luc Francois Salvador
Executive Chairman,
Capgemini Asia Pacific and
Middle East
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5G

Gaurav Modi
Managing Director
South East Asia Market Unit

It is predicted that 50 billion devices will be connected to
the Internet by 2020, and the number of mobile-connected
devices will exceed 11.5 billion by 2019. We have billions of
devices already connected to the internet and the number of
mobile connected devices is also exceeding tens of billions.
The growth numbers in devices connected to the internet
including billions of mobile connected devices are
tremendous and is likely to continue at exponential pace
over the next decade. This growth and upsurge in connected
devices and hence data is already adding substantial
amount of stress on existing networks. 5th generation
wireless networks are expected to provide 1000-fold
higher data throughput by the year 2030 compared to what
we experience today. The advancements in technology,
computing power and expectations from networks is leading
to the buildup of use cases and applications for machine type
communications like self-driving vehicles, smart factories,
and health care management. The need to support high
speed connectivity needs on sensors, devices, machines and
a real time interoperability between these and its impact on
all of us is pushing the excitement on 5G.
Asia Pacific region is home to 60% of the world population
with many countries still in the developing phase. 5G is going

to have a big impact on the competitiveness of countries,
industries and overall population. The value capture is going
to depend on regulation as well as operator capabilities as
the impact transcends beyond the telecom industry. 5G will
reboot relationships with enterprises and industry verticals
with substantial cross pollination of interdependent services
and it will give rise to the adoption of new positions in a fluid
and fast changing value chain. Furthermore, enterprises
would have to relook at their transformation agendas and
the way to transform their business models. Customer
experience, led by real time insights and enabled by 5G is
going to look quite different as compared to what we see
now. In general, the gap between industrial and consumer
technology is expected to come down with the emergence
of 5G.
This special issue is an attempt to provide a view from our
graduates on research, innovations, and applications for 5G
and beyond.
At Capgemini, as one of the leaders in Telecom and 5G
services, we are looking forward to our contribution,
participation and engagement with industry players on this
exciting journey.
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5G will change businesses
for the better

Li Yun Ng

Senior Analyst
Capgemini
Singapore

When asked about the application
of 5G and the future of
connectivity, Steven Mollenkopf,
CEO of Qualcomm states, “5G is
designed so that other industries
– automotive, self-driving cars,
connected health care, connected
education, connected infrastructure
– are really set up to use cellular for
the first time at a massive scale.”

Indeed, the introduction of 5G allows
for industrial applications that are
otherwise impossible. However, it
has its own set of problems that might
deter companies from adopting it quickly.
Therefore, it is essential for business leaders
to fully understand the impact of adopting 5G on
business operations.

One of the ways that 5G can change businesses for the
better is by providing timely and comprehensive data. A
few capabilities that 5G technology boasts of are increased
capacity and high speed in commercial launches compared to
its predecessors. This capability will lead to greater industrial
operations use cases, one being real-time analytics leveraging
on edge computing.
With real-time analytics, companies can reap the benefit
of having information flowing in from a large set of devices
instantaneously. As a result, with a wealth of data from a
larger set of consumers, leaders can make better decisions
using real-time insights from current consumer trends.
Another example of using large sets of data can be found in
usage-based insurance. As opposed to using traditional and
static criteria, such as age and experience in driving, more
dynamic insights about a driver’s risk score can be derived
with insurance telematics. A clearer insurance profile of
the driver is generated based on their driving behavior. This
helps insurance companies better manage risk, leading to
significant cost savings. Hence, with fast and accurate data
facilitated by 5G technology, businesses are equipped to
make better business decisions.

Environmental sustainability is increasingly a concern for
many companies due to culture shifts in consumers. Hence,
it is vital for companies to internalize changing trends and
adjust their business strategy or operations accordingly.
5G-enabled solutions such as smart grids and other smart
city products can not only help companies be greener but
save costs as well. Smart grids have digital information
and control, dynamic optimization of grid operation and
resources, smart integration, and many more. As a result, the
solution is a more robust and efficient system that conserves
energy and help the delivery company decrease costs. With
demand reduced due to more efficient usage, there will be
a decrease in wholesale market prices. Overall, it benefits all
stakeholders including the environment. As 5G technology
can be employed in environmentally focused solutions,
businesses will be able to reduce their bottom line and meet
the changing demands of consumers.
Although there are myriad other benefits that 5G can bring
to companies, it does not come without concerns. Of which,
the most pressing one is consumer privacy. With 5G shifting
solutions to user-centric applications, one key challenge for
realizing the vision is seeing how user data is handled by the
technology system. This is especially crucial for companies
to answer as they tiptoe along the line between ethical
decisions and profits.
As 5G continues to roll out in various industries, companies
need to take a proactive approach in setting up infrastructure
that safeguards the data that they are receiving. This can
take the form of setting up better cybersecurity measures or
having a privacy policy that only uses the data of consumers
within certain premises. Hence, even though there are valid
concerns surrounding 5G and the negative consequences of
its application, the onus lies in the company to ensure that
the privacy of their customers are being upheld.
In conclusion, 5G is a much-awaited technology that presents
many use cases that can change businesses for the better. It
is essential for companies to understand which areas of their
businesses can use the enhanced connectivity to drive their
business forward and stay in the forefront of technology.

Another way that 5G can change businesses for the better
is by propelling sustainability efforts within the company.

References
1. Bold Business. (2019). The Race to 5G Wireless Technology and The Future Of Connectivity.
2. Capgemini Research Institute. (2019). 5G in Industrial Operations.
3. Ellis, C. (2019, June 28). A 5G quantum world will change the insurance sector, Retrieved from Business Times Singapore
4. Pınar, M. T., & İbrahim, R. (2015). Go Green at Work: Environmental Organizational Culture. Academic Star Publishing Company.
5. ASEAN Energy. (2016). Micro Grids and Smart Grids Definition. Retrieved from ASEAN Energy:
6. Khajuria, S., Skouby, K.E. Privacy and Economics in a 5G Environment. Wireless Pers Commun 95, 145–154 (2017).
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5G and its Big Bang impact on
the auto industry
It’s no secret that the global rollout of 5G is going to disrupt
many industries. What’s less obvious for some though is how
profoundly it could reshape an industry like automotive.
And by reshaping, I mean not only new cars, but also new
production processes, new business models, and new offers.
Of course, at first there will be new cars, and that will
probably be the most visible part of the 5G revolution.
Existing but still under-represented electric vehicles (EVs)
will benefit from the push given by 5G to production plants
since better connectivity leads to better control, analysis, and
overall performance. Given that electric vehicles have already
attracted heavy investment – with major “legacy” brands
having launched pure or hybrid electric vehicles – a significant
push in performance could be the final piece of the puzzle
for manufacturers to turn EV production into the new
norm. Easier production means better speed of launch and
ultimately higher return on investment, and both consumers
and manufacturers are willing to move away from fossil fuelpowered assets. On top of that, 5G will certainly facilitate
the use of infrastructure meant to support the deployment
of electric vehicles, such as recharge stations. Being able to
monitor battery levels better, find charging stations more
easily, and identify efficient routes faster could significantly
enhance the EV experience.
Beyond EVs, the next hot topic will certainly be autonomous
vehicles. This is a topic that has been on the table for several
years, but never made it to the next level. 5G will certainly
change that. Indeed, autonomous vehicles have a machine
learning-based approach – the more they drive, the more
they can understand patterns that will help them shape
the appropriate driving responses. But all this digestion of
information is only possible if you’re able to collect and store
data in the first place. And for this you need the next level of
connectivity, a level that only 5G can enable. The goal there
is to turn the “vehicle-to-everything” (V2X) concept into
reality. What is V2X? Basically, it’s the ability for a vehicle to
wirelessly connect to multiple sources of information in its
surrounding environment, be it other vehicles or traffic lights.
In 2016, eight corporations including car manufacturers
(AUDI AG, Daimler AG, BMW) and telecoms (Ericsson,
Huawei, Intel, Nokia, Qualcomm) created the 5G Automotive

Association (5GAA), designed to
support the development of V2X
Liang Li
technologies. The association name
Business Analyst
makes it clear – without 5G there will be
Capgemini
China
no V2X technology. Let’s consider some
figures: 5G is expected to provide wireless
download speeds of above 500 Mbps in
wide area network (WAN), whereas 4G is
only 100 Mbps. And let’s note that these are
probably just some conservative estimates –
the gain of connectivity speed is surely going to
be massive.
Now, it’s not only car fleets that will transform, it’s also
services linked with the auto industry in general. With
autonomous car could come new forms of shared services,
whether we’re talking about improvement of existing
chauffeur companies such as Didi, Caocao, Shouqi, or about
the emergence of autonomous vehicles only transportation
services. The former would obviously mean a massive
disruption in the market and could drive demand for these
vehicles in the not-so-long term.
The industry knows that the right connectivity power is
what’s lacking if we want the next generation of vehicles
to emerge and I believe 5G meets these requirements
to an extent that will make its deployment much more
groundbreaking than what was the 3G to 4G transition.
Of course, the scenarios mentioned in this paper might
come to life progressively and will need to be supported by
ambitious country or city-wide 5G deployment road maps.
But everything indicates that the ambition to invest is shared
in both the public and private sector. Let’s see how this
materializes in the coming years and months, but it surely
sounds exciting!

References
1. Fagbohun, O. (2014). Comparative studies on 3G, 4G and 5G wireless technology. IOSR Journal of Electronics and
Communication Engineering, 9(3), 88-94.
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AI

Zhao jing Yuan

VP, AI & Analytics Leader
Asia Pacific, I&D

Artificial intelligence is not just about a new set of tools
and technology. It offers the chance of transforming the
way we do business, across every dimension of operations.
Companies today face more challenges than ever. They
need to anticipate, react – be resilient in the face of crisis
– outperform their markets. Artificial intelligence can help
meet those challenges through activating the data the
organization is creating, making it into an asset that drives
business processes, augments the human intelligence, and
amplify business outcomes.
We can already see the impact of this highly evolutive
technology on how to transform the business, benefit our
work and live, and improve social good. But on the flip side,
the rapid development in AI today has unleashed a range
of ethical issues such as the privacy & surveillance, and an
upswing in unemployment due to the substitution of human
labor with machine output, which can harm the business and
brand reputation, and damage the trust and satisfaction of
employees and consumers. Capgemini research shows that
organization need to address AI ethics from the start in order
to scale AI adoption across organization. Data scientists are
responsible to identify where to use AI in the organization
and how to develop it. However, business leaders of
organizations need to formulate a long-term ethical AI
strategy and provide critical guidance on definitions,
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processes and metrics to follow. When acquiring and
analyzing data, data, AI and IT team need to make AI system
transparent and explainable. Too much focus on accuracy can
lead to “black box” which is the nature of AI/ML algorithms.
The organization needs AI being clear, consistent, and
explainable in language people with different backgrounds
can understand.
In addition, the more data acquired and used in the training
system, the more accurate and insightful the predictions,
but it will raise more privacy concerns. Organizations need to
make an appropriate data acquisition strategy and a strong
approach towards data privacy and security. Machine learning
algorithms detect patterns and make predictions based on
historical data, so the model output may be unfair to certain
users due to the bias of raw data collected, data drift and
model drift. The organization needs to practice strong data
management to eliminate or reduce data bias, adopt MLOps
principal to develop, test and monitor models to ensure the
stability and sustainability of AI.
As presented by our junior talent in this section, the impact of
AI is not a future, it is happening now. We know of the power
of AI, so we know that we must build it in the right way to
make AI transparent, explainable, accountable, robust, safe,
fair, responsible and sustainable.

Are we prepared for the medical
AI revolution?

Imagine you are managing a hospital during a new pandemic.
This disease has an unusually high hospitalization rate, and
things are spinning out of control: you have a limited number
of physicians, agonized after grueling long shifts; you have
limited ventilators and medication, putting physicians in
moral distress as they prioritize one patient over another.
A consultant comes to your door with a recommendation.
“Would you consider our latest strategic offering, AI Doctor?”
she says. “Artificial intelligence has progressed in ways you
never could have imagined. Our AI Doctor ingests patient
data such as X-ray images and listens to patients’ symptoms
to make diagnoses. It makes all the hard choices – who gets
intensive care, who receives the ventilators etc., so your
doctors don’t have to. It also never gets tired! While your
doctors are taking their days off, AI Doctor would happily stay
in charge, 24/7, 365 days a year.”
You think this is a brilliant idea and call the procurement
team right away. As you enthusiastically share AI Doctor’s
functionalities with the team, they appear to be somewhat
doubtful. “As you know,” the team leader explains, “our
hospital has been sued quite a few times over medical
malpractice, some attributed to human negligence, others to
machine failure. If the AI makes decisions that are challenged
in court, who should be held accountable for the legal
consequences?”
Even with your rudimentary legal knowledge, you admit this
is a challenge. How can we set up a mechanism to deal with
AI’s ethical mistakes, when regulators are having a hard time
catching up with the technological developments?
One way to think of it is that an AI agent shall not constitute a
human being. Yet, the AI Doctor product could be originated
from a tech firm, implemented by a system integrator,
managed by a hospital, with its training datasets coming from
numerous practitioners. The line of accountability remains
unclear. Another solution, of course, is to treat the AI agent as
a human – ensuring that it enjoy legal rights we do. But that
implies you losing control over AI Doctor. For instance, if it
starts making mistakes you cannot reboot it, since that might
constitute murder. As the manager of this hospital, simply
thinking of it sends shivers down your spine.

Kevin Cao

While you are still contemplating
Analyst
the first challenge, the procurement
Capgemini Hong Kong
lead comes up with another one.
“Look, even if we do have a mechanism to
deal with AI Doctor’s mistakes, we still need
a mechanism to prevent one. How can we ensure
that it is up to par on medical professionalism to make ethical
judgments? It doesn’t have to pass the board, after all,” he
exclaims.
You unwillingly agree. Biases in AI are not uncommon, and as
a leisure technology enthusiast, you know it might originate
from two sources – datasets and algorithms. On datasets,
scholars have already warned the medical AI community
on how the current lack of diversity in genomic data, as
well as undertreatment of certain racial groups are fed into
medical AIs as training data, affecting their performance.
On algorithms, powerful neural networks are often used
for complex applications such as medical AIs. However,
compared to traditional algorithms such as decision trees,
they are more opaque in nature and more difficult to explain.
These “algorithm black boxes” make AI Doctor’s behavior
more unpredictable, and less trustworthy in an industry
where human lives are at stake.
As the debate continues, you look out into the hallway, where
the patients are struggling and the doctors are restless.
You cannot help but envision a scenario in which new AI
regulations define clear accountability for humans, ethical
physician practices are used as training data, and explainable
algorithms help humans understand and improve medical AIs
– things would turn out so much better for both your patients
and physicians.
But as these grand challenges remain unsolved, at least in
the near future, you will still be on your own in this painful
struggle.
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Decoding artificial
intelligence
AI is like a magic trick. While the
word “artificial intelligence” could
make us think that robots have
their own mind, its technology
and application can tell a
different story.
Sure, AI development involves a
lot of computer programming,
creating and iterating algorithms,
Emily Suet-Ching
and database building. But up until
Lee
2020 at least, AI applications have
Senior Analyst
mostly
been designed to complete
Capgemini
unwanted tasks rather than replace
Hong Kong
people’s jobs (or humanity). In fact, we might
just need to learn it right to leverage the most
out of AI.

Application of AI within business
Using one of the real examples applied to Peloton
Innovations, an AI Canvas (Figure 1) is developed to improve
home security using AI. By combining historical and realtime data, the model is designed to predict, judge, act, and
evaluate tasks based on the client’s needs.
Ideally, clarifying these critical factors within the process
of implementing AI into home security would either reduce
the business’s costs or enhance performance. With its
increasingly accurate and high-fidelity predictions, it will be
able to predict home intruder before they even enter.
However, greater potential may also mean greater risks.
As Gartner predicted, 80% of AI projects through 2020 will
remain alchemy, and frontline workers will find it difficult
and ineffective to implement the “upgrade” as they used to.
This is the challenging part for business decision makers, as
they will need to have clarity on what AI will contribute, its
interactions with human workers, and how it will be used
to influence decisions and measure success. They will also
have to decide on the types of data input to train, operate,
and improve the AI model. It is advised that, “to get started
with AI, your challenge is to identify the key decisions in your
organization where the outcome hinges on uncertainty.”

Figure 1

AI talent
AI projects generally involve difficult and complex decisions,
with high involvement of data input and navigation.
Fundamentally, this requires a lot of technical experts
to maintain and sustain the background running of the
technology, but there might be more to it than that.
Senior technology leaders have suggested that while
computers are outpacing human counterparts in performing
repetitive tasks, there are also new portfolios of jobs that are
very dependent on humans: junior threat hunter, analytics
translator, and conversation designer. Junior threat hunters
need clear and concise communication skills to investigate
and evaluate unusual activities and threats on networks.
Analytics translators need to synthesize and put data into a
particular business context, acting as a bridge between the
technical knowledge of data scientists and the operational
expertise of managers. Conversation designers, for example,
for a chatbot, require experts in conversation and personality
creation to write scripts that maps out user experiences.
As AI-related technology continues to develop, it sure will
need a lot more people to work on not only the cognitive
aspects, but also talent to work on its humanity-related
aspects and enhance its user experience, especially when a
lack of diversity in AI is a main issue to be tackled. A 2020 AI
Talent Report points out that women constitute a mere 15%
of Facebook’s AI research staff and 10% of Google’s, and that
only 4% and 2.5% respectively of them are African Americans.
Negative effects such as biases and discrepancies towards
minorities within programs and systems designed are then
likely to be presented and applied.

AI in the Future
That said we are still at an early stage of AI development. A
report from the Capgemini Research Institute shows that
only 13% of businesses have successfully deployed use cases
of AI in production and continue to scale more throughout
multiple business teams – of which retail and life science are
leading the scaling race across sectors. The recent economic
shutdown due to COVID-19 is expected to affect business
performance and suspend investments on AI initiatives.
But with risks there also come opportunities. The lockdown
has made working from home (WFH) the new norm and
increased people’s dependence on shopping online. It will
be interesting to see how businesses in the retail sector will
continue to leverage AI on capturing gaps in markets and
optimize their presence online.
References
1. Ajay Agrawal, Joshua Gans, Avi Goldfarb (2018) ‘A Simple Tool to Start Making
Decisions with the Help of AI’, Harvard Business Publishing, (), pp.
2. Our Top Data and Analytics Predicts for 2019 - Andrew White, Gartner Blogs\
3. Forbes, Council Post: Three AI-powered Jobs For Non-Techies
4. Talent Seer, 2020 AI Talent Report: Current Landscape & Market Trends. [online]
Available at:
5. The AI-powered enterprise: Unlocking the potential of AI at scale. Capgemini
Research Institute (2020)
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Questioning the humanity of
artificial intelligence
Just how much automation do we need today? It seems as
if more and more work could be done better, if not more
efficiently, by robots. Years ago, we never would have
imagined the possibility of bots taking over the tedious
everyday tasks we experience in the office. Yet here we
are in a day and age where the Matrix is beginning to look
morenrealistic. This begs the question, how far should we let
AI take over the humanity required for the economy?
Robotics simplifies the human workload and no one can deny
the impact it has on the global job market. Oxford Economics
predicts that over 20 million jobs will need to be redeveloped
to upkeep with the surge in AI. With a society constantly
improving on efficiency, is the redevelopment of jobs really
an opportunity cost we can afford? Maybe, with the growing
global population, it wouldn’t be so bad to keep some
processes simple? After all, such practices merely improve
cost efficiency in organizations, meaning the rich save more
money and the poor lose out. The inequality of who benefits
the most from such automation is largely skewed towards the
upper class.
The lack of a human conscience has been a point of debate
for the development of AI. Communications between
sentient beings imply a sense of intimacy between the
entities. The ability to understand each other on a nonlogic-based level. John R. Searle famously points out how a
computer, if programmed appropriately, is a mind, (Searle,
1980, p. 417). But the issue is, do we even know the extent of
how human minds are programed? If so, how can we possibly
know the complexity of how robots should be programed?

been historically.

Gabriel Tan
Finally, this begs the question
Business
Analyst
whether we can, ultimately, keep
Capgemini Singapore
AI in control. Researchers at L’Ecole
Polytechnique Fédérale de Lausanne
point out how learning protocols have
been developed that “prevent machines
from learning from interruptions and
thereby becoming uncontrollable.” Machines
have been built to replace humans in tasks.
Eventually, with AI being developed to increasingly
resemble humans, who’s to say it will not eventually be able
to outsmart them. I feel that a sense of humility should be
adhered to when dealing with the advancement of robotics,
that eventually we must determine the point at which where
humans have the last word.
As of today, technology has had a rampant influence on the
society. With the onset of COVID-19, these advancements
can be felt in our everyday lives. Although it is another step
forward into a futuristic society, it is paramount that we
understand the purpose and capabilities that AI presents to
ensure that it does not bring about more harm than good.
It is also in our interest to remember the human aspects of
our lives, and that some work shouldn’t be done by robots.
Whether it is teaching children or understanding nature,
some experiences in life just doesn’t require AI, but a
human touch.

We next must consider the security of AI. As we know, AI
is non-discriminatory. Anyone can use it. But what if it falls
into the wrong hands? Chief envisioning officer at Microsoft
UK, Dave Coplin, indicates that priority goes to ensuring
“the right people are making these algorithms.” With more
organizations expanding their AI capabilities, it becomes
increasingly available to the public. In the future, such a tool
may even become more treacherous than firearms have

References
1. Oxford Economics. (2019, July). How Robots Change The World.
2. Searle, J. R. (1980). Minds, brains and programs. Behav. Brain Sci. 3, 417–424.
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4. Ecole Polytechnique Fédérale de Lausanne. (2017, December 4). How can humans keep the upper hand on
artificial intelligence? Researchers have shown how human operators can maintain control over a system
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The potential of artificial intelligence
in customer engagement

Evolution in
Customer Expectations
The advancement of digital
technology in businesses has made
customer expectations evolve.
Traditionally, their expectations
Faizan Ali
ranged from quality to price of a
product or service. Nevertheless,
Mohammed
modern customer expectations
Business Analyst
are much higher, involving proactive
Capgemini
and prompt service, personalized
Australia
interactions, a connected journey, data
protection, and innovation across digital
channels when purchasing a product or service.
Let us consider a customer experience scenario
– Alex wants to repay his missed premium from last
month to an insurance company and is unsure about the
due-payment procedure. He calls the customer support team
to inquire about the process during peak hours. As a result,
he is put on hold for a long time before being connected
with a support agent but ultimately receives no response
from the team. The company failed to meet Alex’s customer
expectations and left him feeling disappointed and ignored.
Therefore, it is important for businesses to consider winning
customers’ hearts prior to their wallets.

Role of Artificial Intelligence
in Today’s Customer Engagements
Meeting modern customer expectations is challenging for
businesses. By opting for artificial intelligence, they are
more likely to meet those expectations. Mark Tayler, states
in one of his interviews that the best thing brands can do to
win their customers is making their journey as convenient
as possible. Basic human psychology dictates that people
tend to avoid complex procedures; however; they are more
likely to consider a simple one. With AI-powered technology,
businesses can provide trouble-free and easy services.
Customers always want to have their needs being addressed
by businesses. Tayler adds in his interview that in order
to improve engagements, brands should bring utility and
ever-lasting affiliation to their customer. It is by having
the ambition to be useful and meaningful to customers

that businesses can enhance their engagements. Thanks
to AI, businesses can provide their assurance on utility by
responding to customers’ questions instantly. In addition,
they can strengthen their affiliation with them by offering
personalized experiences. Consequently, some predicts
that by 2025 nearly 95 per cent of all customer engagement
channels will be based on AI-enabled technology.

AI-Enabled CRM
We understand the importance of customer relationship
management (CRM) platforms when it comes to engaging
with customers. When these CRMs are enabled with AI,
businesses can hit those major aspects of modern customer
engagements, from ease and convenience to utility and
affiliation. Capgemini Research Institute states that 80% of
consumers are willing to pay more for businesses that provide
better customer experience. The report also mentions that
consumers strongly prefer mixed interactions with both AI
and humans.

Customer concerns
Indeed, AI has provided businesses with a wide range of
options to engage with their customers effectively but
should probably not be the automatic go-to solution for
businesses. Today’s customers are also attached to human
interactions and harbor concerns about data privacy. Some
customers might not exactly feel close to a business that will
only interact with them through robots, and this could lead
to frustrations in the resolving of issues since AI always “work
by the rule.” If on top of this you add uncertainty regarding
the kind of data that gets collected during these interactions,
then it leads to customers not being appreciative of this new
model. The Capgemini Research Institute survey says that
80% of customers want businesses to show how they use
their data and 66% of consumers want to be aware when
they are using AI-enabled systems.
In conclusion, there’s certainly a balance to find there, but
with the right approach and state-of-the-art technology,
I believe that businesses can not only fulfill evolving
expectations, but also generate meaningful and ever-lasting
engagements with customers.
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BLOCKCHAIN

Sudhir Pai
EVP, Chief Technology & Innovation Officer
Financial Services SBU
No wonder many of our junior colleagues have decided to
focus on blockchain as the topic for their opinion paper,
Distributed Ledgers (DLT e.g. Blockchain) has always been
in the news, off late triggered by the pandemic situation.
Enterprises are continuously evolving from centralized, to
distributed, and ultimately to decentralized busines models
to become what we refer as Portable Enterprises.
Today’s CXO strategy must support the rise of decentralized
ecosystems. Rather than being viewed as a standalone
technology, the decentralized future should be treated as a
combined and powerful evolution of distributed technology
that will manifest through cloud, applications, security and
open-source practices. The end goal of decentralization
is the creation of a Portable Enterprise that has the agility
to interoperate in a range of business and technology
ecosystems, leading to new marketplaces and revenue
streams.

•

Computable Contracts: Computable contracts
(converting policies to smart contracts) are being
adopted by a few insurers. This is another example of
how blockchain technology can be decomposed into
multiple areas and get into a mainstream adoption.

•

Consortia / Partnership / Ecosystem: ConsensysQuorum, R3-Corda & Hyperledger-Fabric demonstrates
rise of industry / domain led partnerships with each
having a slightly different approach towards DLT &
decentralization.

•

Central banks: Many global central banks are
independently exploring distributed ledger technology
for use within their financial systems.

Developments in a number of key technological areas will be
crucial to decentralization getting into mainstream, including:

A number of use cases have emerged like Tokenization
of assets; Computable contracts for policy & claims
management; Proof of Identity, Certificates, Licensing
regime; Real-Time energy trading, especially renewables;
Health Records sharing; Sustainability & CO² Tracking;
Product Traceability and Supply Chain Automation…
supporting the needs of distributed & decentralized business
models

•

DApps: Developing consensus for decentralized
applications (DApps) and smart contracts

•

Data and Security: New approaches to organizing,
securing and controlling data

•

Decentralized Cloud: Solving data and complexity
concerns through new protocols that help to break the
reliance on legacy IT

In the Financial Services industry, we have heard of crossborder payments, trade finance, supply chain use cases, and
while these continue to surge, we have started to see a few
interesting, new developments…

•

Open-Source Enterprise: Adopting open-source culture
and best practices

•

Rapid rise of Tokens: A new token economy could make
the financial industry more accessible, cheaper, faster
and easier, thereby possibly unlocking trillions of euros in
currently illiquid assets, and vastly increasing the volume
of trade.

The very nature of this technological evolution – bottom-up,
decentralized and a move away from the traditional mode
of development – means many organizations and their
executives might have been slow to notice that a change
is happening. Yet the change is real, and every sector can
expect to transform itself towards a decentralized future.
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What else can we put on
the internet?
In the digital world, there is
this crazy idea that blockchain
networks could one day replace
the need for organizations.
These are called decentralized
Duncan Cameron
autonomous organizations (DAOs).
Capgemini Invent,
By using smart contracts and
Future Of Technology
distributed ledgers, the idea is that
Capgemini Australia
organizations could one day exist
and operate without the need for
things such as company registration,
management, or even an office. What if
we could run a business, not just through, but
entirely by the internet and its users?

Enter blockchain
Blockchain has given us something unique. A way
coordinating and agreeing on something in a trustless and
even anonymous way. Blockchain enables multiple parties,
who don’t even know each other, to come to an agreement
without having to compromise on things such as security or
placing trust in a third party. This is the principle that gave
rise to bitcoin.
I know when I mention bitcoin half the people reading this
might switch off, but it’s important to talk about it. It’s a
digital asset that can’t be censored or modified unless agreed
upon by the entire network. This is the way we can move
bitcoin around.
The simplest contrast to bitcoin is our fiat currencies (AUD,
USD, etc.) where we put our trust in central governments,
reserve banks, and taxation policy to control our money.
So, how does blockchain fit in to this?
Well, let’s start talking about what makes up an
organization first.
1.

Agents. An organization is a collection of agents each
with their own contracts that control their relationships
with the organization, each other and external parties.
They have rights, they have obligations and they are
subject to a governing body of law, usually the country
they reside in.

2.

Decision-making. We often think of decision making as
a leadership function to guide strategy and long-term
goals. However, every agent within an organization
makes decisions daily as well. There is also an assumption
here that decisions made are followed by other agents
within the organization.
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1.

Incentivization. Anyone who engages with the
organization must be incentivized to do so. This includes
employees, contractors, third parties, CEOs and even
shareholders. Naturally, this is usually a financial (salaries)
but often there may be humanitarian incentives such as
environmental change or social impact.

2.

There is a fourth element here that is worth noting.
Community. Collective alignment of agents via
community is critical to successful organizations. Usually
we use tools such as values or visions to align agents.
In our case, Capgemini has had the same seven core
values for over fifty years and it directly impacts how we
engage with each other and external parties.

So, what if there was another way we could achieve
these elements?
Many commentators recognize bitcoin as the first
decentralized autonomous organization. It’s run by
individuals with hardware that coordinate with each other
via bitcoin’s public, decentralized blockchain ledger to make
collective decisions. Its purpose is to secure the bitcoin
network and facilitate the exchange of bitcoins.
•

We have a collection of agents running nodes to support
the network.

•

We have nodes frequently coming together to decide on
the current state of the ledger.

•

Participants are incentivized via bitcoin rewards. Miners
receive a reward for producing valid blocks that are used
to record transactions.

•

Finally, it’s been able to unite strategists, economists,
developers, politicians, and future thinkers. There
is a community who find purpose and fulfilment in
contributing to the bitcoin blockchain and challenging
social norms on how we understand and use money.

What’s next?
Bitcoin is just the beginning. There are many DAOs currently
exploring new business models. By leveraging smart
contracts these organizations can execute more complex
functions such as voting, fund raising and even running peerto-peer marketplaces.
Many DAOs are currently exploring decentralized finance
and rapidly expanding into multi-billion products. For now,
DAOs exist as smart contracts through the internet but rely
heavily on specialist individuals or teams to perform manual
tasks that cannot yet be automated. With advancements in
AI and IoT however, future DAOs could even integrate smart
property governance and integrate with smart vehicles,
safety deposit boxes and even buildings.
The internet continues to be the most significant
development of the last century. As we continue to see
a convergence of physical and digital assets, perhaps the
business world itself might one day become virtual.

Why bitcoin and digital
currencies are the new norm?
Throughout history, there is not a single country that has
successfully maintained its currency value. Currencies get
devalued when central banks print a new supply of money for
various economic, political, or strategic reasons. The outcome
is always hyperinflation and a search for a new monetary
system.
We have seen structural shifts in the monetary system
every 30–40 years on average, with the last one being the
abolishment of the gold standard in 1971. I believe the global
economy is nearing the end of the long-term debt cycle and
a new monetary system is due. This new narrative would be
based on bitcoin and digital currencies.
In the past, civilizations always reverted to the gold standard
when all else failed. But bitcoin has now emerged as a
contender to gold as it fulfils the same properties of scarcity.
Except it is even better than gold since bitcoin is digital,
divisible, borderless, neutral, and immutable.
However, the debate of a new monetary system would not be
constrained between bitcoin and gold. It would be the gold
standard coinciding with a mesh of bitcoin, digital currencies,
and different reserve-backed stable coins intertwined
together on different blockchains.
While the internet allows for the transfer of information,
blockchain enables the transfer of value without the need for
any intermediaries. Bitcoin is the first digital currency that has
successfully demonstrated that, but the value of transfer has
since transcended beyond money.
Tokenization of assets is gaining traction as companies are
tokenizing valuable assets such as gold, land, properties, and
commodities on the blockchain. Since these tokenized assets
hold value, it could now coexist with currencies to be used as
the medium of exchange for goods and services.
Liquidity providers such as Kyber Network have made
this possible by offering interoperability swaps between
tokens. This would pave way for a future where a car dealer
can accept fractionalized property tokens as payment or
someone could pay for a cup of coffee with the mile points
collected from frequent flying.

This is already well
Yue Sin Chang
underway as Facebook’s Libra is
Senior Analyst
launching multiple digital tokens tied
to the different national currencies.
Capgemini
Singapore
Xfers has launched XSGD pegged to
the Singapore dollar powered by Zilliqa.
China has also launched the Digital
Currency Electronic Payment (DCEP) backed
by the Yuan.
It would not be long before we see central banks of
the US, Europe, and other major economies coming up
with their version of stable coins. There would be a race for
digital currency supremacy and the first mover will gain the
network effect advantage.
The rise of stable coins and tokenised assets have
contributed to the massive growth in Decentralized Finance
(DeFi). Anyone, regardless of demographics, can borrow or
loan in a borderless, trustless, and peer-to-peer way.
An unbanked individual can deposit tokenized assets (e.g.,
gold, commodities) as collateral on the smart contract and
borrow in stable coin tether (USDT). This was not possible
before as the prerequisites of accessing basic financial
services is to have an identity and a bank account. But
blockchain is changing that and it is accelerating financial
inclusion by democratizing the banking system.
DeFi is just getting started and the total value locked up
reached USD1.85 billion as of July 2020. Though it is up a
staggering 300% from a year ago, this is just a microscopic
fraction of the traditional lending, credit and derivatives
market, estimated to be worth a notional value of $560
trillion.
Change is inevitable and we are witnessing the technology
of blockchain unfolding across all sectors. Traditional finance
is replicating its function and services on blockchain, stable
coins are replacing physical banknotes and assets are being
fractionalized into digital tokens. The world is moving on a
continuum towards decentralization and this is what I believe
the future will be.

Apart from bitcoin and digital currencies, stable coins also
play an important role in the ecosystem. It would be the
strategic interest of governments to protect their currency
by creating stable coins pegged to their reserve currencies.
Stable coins also help speed up cross-border payments as
the convoluted network of correspondent banks have made
international transactions to be cumbersome and expensive.
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How blockchain can save
street food

Few Chinese people are strangers
to the word “street stall.” Once, it
was a place for friends to drink
and chat, a comfort for ordinary
people on their way home from
work, and even a reflection of a
city’s culture. However, in recent
years, there seem to be fewer
and fewer street stalls since many
city managers believe that the
Yunhui Fang
existence of stalls ruins the city’s
Business Analyst
appearance. Luckily, the Chinese
government
introduced a series of
Capgemini
policies
to
legalize
“street stalls” in the
China
real sense. The introduction of these has not
only provided low-income families affected by
the COVID-19 with means to make a living, but also
added a long-lost worldliness to the city.
Although the legalization of street stalls has been a boon
to many unemployed families affected by the COVID-19,
their existence can no longer be as haphazard as in the past.
Among them, food hygiene should be considered as the top
priority. In June this year, the food safety problem in Beijing
Xinfadi market triggered a new round of intensive epidemic
prevention and control work in the city. It obviously renewed
previous concerns the public opinions have had recently
regarding food safety in such markets. And if large markets
are under scrutiny, street stalls are too – so how can they
improve their sourcing to avoid the blame?
Food safety is inseparable from the openness, transparency,
and traceability of its supply chain information. This is where
blockchain could play a part. Blockchain technology is a
shared, immutable ledger for recording transactions, tracking
assets, and building trust. Since the connected systems are
decentralized, there is no single organization that controls
everything occurring in the digital ledger. Every time a
transaction or action is made in the blockchain, another block
is being added into the network. However, it quickly renders
until it is officially recorded in. The information provided
in each transaction may contain the time the transaction

was made, who received it, who sent it, and how much was
transferred. It’s then not difficult to find that each attribute
of blockchain technology can help resolve pain points of food
safety issues: opacity, inaccuracy, and lack of traceability.
Nevertheless, what benefits will blockchain bring to stall
owners in terms of food safety?
Firstly, once the stall owner uploads the food information
to a specific blockchain, the data will be open to everyone.
the transparency of information all across the food supply
chain, which includes the production link, the semi-finished
product processing link, the finished product processing link,
the packaging link, the transportation link, etc., can provide
consumers a certain degree of confidence. Secondly, since
no single player can control everything or fake something
occurring in the network, the authenticity and reliability of
data can be guaranteed, which means consumers are able to
check the exact information of food source without overly
worrying. Thirdly, a blockchain is made up of blocks, each
of which stores information at a certain time according to
certain rules, people can easily figure out which part turns
wrong. Let’s assume a scenario: a stall’s owner purchases raw
materials and condiments from a market, processes them and
sells them to consumers via e-payment. Through blockchain
technology, we can collect data and information of all links.
Should there be a food safety issue, one can quickly locate
where the problem happened and even track back customers
who already purchased the food so as to effectively react to
the situation.
Although there are still some uncertainties regarding
applying blockchain technology in street stalls, for instance
limited storage space within each “block” and high entry
threshold for stall owners, blockchain-based solutions should
be considered as a credible safety solution for street stalls. As
mentioned above, the technology not only increase consumer
confidence by making information transparent throughout
the whole food supply chain, but also help public authorities
better inspect food safety issues. Thus, with the technology
maturing, we have reason to believe that blockchain will
become a key enabler of a safe and resilient stall economy.
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DIGITAL
TRANSFORMATION

Kim Douglas
Head of Capgemini Invent
Asia Pacific
Reading through the papers, it appears to me our junior
talent took a really interesting position, where the bulk of
companies are somewhat behind in the digital revolution.
While It is certainly happening to them, they are not
necessarily happening to it – not leading it.

the sector stands for and does? Or ways it goes about what it
does – moving from making things to selling services? From
manufacturing cars to becoming a lifelong mobility service
provider. What are the fundamentals that must be revisited
by companies to get at their own potential futures?

The insight they have captured, suggests the revolution
is happening ‘to’ the industry and ‘to’ clients rather than
companies, brands and leaders of the sectors being set up
to take real opportunity in the new and fast paced disruptive
environment. And interestingly enough – it’s not for a lack
of visibility on “what could be” around the opportunities
and services of the future …. Or even a lack of confidence
or knowledge in what people are prepared to do, the
changes they are prepared to embrace. It’s more around the
companies own inability to execute on their visions. To “get
at” their own strategies.

I suspect the solution to these questions lays in a rethink in
and around the fundamentals of the P&L and current revenue
models, a rethink on the actual strategy and speed and
magnitude of change, a rethink on the organisational design,
ways of working and make-up of the workforce.

Reflecting on these inputs, I believe the real question is –
“what does it take for an organisation to get out in front? To
get on the front foot and embrace change and win”. Many
other questions then arise -

It seems the fundamental question is “how do we best
partner with clients, to get at the new, better version of
themselves?” That’s worth more focus from all of us, that’s
what I took away from these papers.

Lastly, organizations may benefit from a rethink in the
fundamental views and measures of success – moving
towards metrics that are of the future (code releases per
day, velocity of productivity, product life cycles and time to
market, levels of automation, instances of RPA an AI etc ). A
new scorecard for a brighter tomorrow.

Change in terms of seeking out and determining un-met
customer opportunity? Change in terms of rethinking the
sector and its previous boundaries and limitations to what
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Digital transformation?
Don’t forget the culture!

The first industrial revolution in the
17th century reshaped the world.
With the invention of steampowered trains, we were suddenly
able to travel vast distances in a
Wai Chun
matter of hours which brought
the world closer together for the
Cheah
first time. Fast forward to 1983
Senior Analyst
– the invention of the internet
Capgemini
revolutionized the world once again
Singapore
when it connected everyone with just
a click of a button. This paved the way
for a digital future and the inventions of
newer digital technologies in the current
age started the next industrial revolution
commonly known as Industry 4.0. Comprising
technologies such as big data, machine learning,
automation, and artificial intelligence, the next industrial
revolution seeks to accelerate how we live, work, and play in
the future.
Digital transformation, where businesses are evolving
digitally to better improve customer engagements and
understand their company better through valuable insights
and data, is at the heart of this revolution. However, a study
conducted by Capgemini in 2017 reported that six out of 10
respondents in a survey considered culture as the number
one hurdle to digital transformation. Many companies
struggled to implement the right digital culture because
of existing ingrained cultural biases that work previously or
because of a lack of means for employees to explore new
grounds and be compensated for such positive behavior.
Digital culture can be defined as the framework at which it
can reshape how we interact as humans and how we behave,
think, and communicate in society using digital technologies.
Therefore, it is imperative that the right culture must be
created to better support digital changes in any organization.
To establish a successful digital culture in an organization,
there can be a few vectors to consider to ensure that digital
changes made by the organization can seamlessly integrate
into its existing functional norms and processes.

across business units, which is paramount in ensuring
that teams will not adopt a silo mindset that impedes
communications with one another. Encouraging collaborative
behavior among employees would largely improve workflow
productivity when implementing digital functions in
the organization.
Organizations can also create digital learning spaces that
promote digital learning and upskilling. These spaces can
consist of an online learning portal with digital courses or
workshops conducted physically to ensure that employees
can better assimilate themselves into the new digital
functions in the organization.
Another element that organizations should look to develop
is innovation. Innovation is a productive behavior that fosters
risk-taking or disruptive thinking and generates new and
bold ideas that greatly shape the organization’s attitude
and culture towards change. Furthermore, innovation
promotes creativity and problem-solving in the organization
when facing bottlenecks and problems when undergoing
digital transformation.
Lastly, establishing a framework that rewards employees
who exhibit positive digital behavior through digital KPIs
is the next step forward for an organization undergoing
digital change. Traditional KPIs such as financial metrics are
outdated because they hinders collaboration across various
units, increasing resistance to cultural transformation. Digital
KPIs are indicators that look at whether there is collaboration
across business units, whether teams are engaged to the
wider ecosystem and whether one team are encouraging
other teams to use new behaviors. These new KPIs can help
imbue the right values in creating the right digital culture in
the organization.
The values that new technologies create cannot be fully
realized without the right digital cultures in place to anchor
it. An organization should create an ecosystem that promotes
learning and growth complemented with digital technologies
to achieve digital success. With the right digital culture and
the invention of newer and smarter technologies, we will
accelerate interconnectivity in the next industrial revolution.

One is to encourage collaborations among employees.
Collaboration is the transparency and sharing mentality
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Intelligent automation – What’s
impeding the popularity of
autonomous driving
Don’t you feel like we’ve been waiting for the autonomous
driving car for ages now? It feels like everyone has heard
about it, read about it, imagined themselves being
transported in it, but only very few people have actually
experienced it. Why?
Nowadays, countless car companies have been getting
involved in autonomous driving. But if we take a step back,
autonomous driving technology appeared in history as early
as 1961, with the Stanford Cart prototype. As time goes by,
there were only sporadic discussions on autonomous driving.
Even the massive investments only started in the 2000s’ – so
what was the tipping point? I think the answer is the internet.
The internet facilitated the world-wide spread of
information, which accelerated innovation and ultimately had
a great impact on peoples’ lives. For instance, old-school selfdriving cars such as NavLab 5 or Sandstorm used a camera
and simple sensors. Now we not only have more advanced
sensors, powerful satellite GPS systems, but also deeper
artificial intelligence and machine learning technologies. The
internet facilitated the enablement of these innovations,
opportunities rose, and many companies now seem confident
in developing self-driving vehicles.
Consumers often don’t care about what line of code is
enabling the features they use in their high-tech products.
What they care about the most is how technology is going to
improve their lives. So, what can autonomous driving bring to
us? In my opinion, the best use case for autonomous driving
would be for new forms of shared transportation services.
It can create more demand for the existing consumption
system and may even trigger a radical change in traditional
car companies. However, even if everyone can list the many
benefits brought by autonomous driving, it seems like people
still can’t truly accept the emergence of this new technology.
The essential reason for this phenomenon is the natural
distrust of emerging technologies, and the fear of losing
control.
A recent survey from a Capgemini Research Institute
report shows that consumers’ negative sentiments about
self-driving cars are still prevalent – when asked about the

Yaqi Zheng

different emotions invoked by
Consultant
self-driving cars, 48% of respondents
Capgemini China
mentioned fear and 43% loss of
control and/or helplessness. Many
people have been on airplanes, but it’s
interesting to note that even though
existing airplanes are actually flying
on autopilot most of the time, people
still need a captain on board. This is not
because the captain has to manually control
the moment of ascent and fall, but people tend to trust the
familiar.
Similarly, even though existing autonomous driving
technologies have undergone several upgrades, they
still face significant security challenges. According to the
previously mentioned Capgemini Research Institute report,
more than seven out of 10 consumers see vehicle safety and
security as key barriers to adoption. For instance, there’s still
a strong feeling that autonomous vehicles require special
environment to be fully reliable. Just like when people doubt
that electric vehicle batteries can keep working in cold
weather. If there’s a risk of self-driving cars completely losing
network signals, or to lose it in a way that would make its
reading of the environment inaccurate, then people would
very likely keep avoiding it. Any small construction work on
a road or a neighborhood block would feel hazardous, and
people would hardly risk exposition to not-under-control
accident. On top of this, there is still an unaddressed legal
uncertainty associated with autonomous vehicle decision
making. Even if carmakers are working intensively on
mitigating the risks, it is adding to the pile of challenges that
self-driving cars have to face before being widely accepted.
Therefore, I think the main challenge for autonomous
driving is not only technological innovation, but how to build
customers trust and improve user experience. If companies
only bet on tech and don’t take consumers’ perception
seriously enough, self-driving car will hardly become popular
in the short term.
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Why banks should reinvent
themselves

In recent years, the development
of digital technology and the
surging increase in customer
demand for convenience
have been forcing traditional
financial institutions to
transform. The transformation
of the branches, which have been
Kai Fukumori
the core of banking operations,
Consultant
is one example. For banks, the days
when locating branches and forming
Capgemini
Japan
an extensive network of them helped
foster trust with customers and ensure
steadily solid profits are a thing of the past.
Mobile app and websites have replaced the role
and function of branches, self-service is becoming
more common, while costs associated with physical
assets have become a burden on banks’ revenues. In the
future, most of the services provided by branches will be
consolidated in non-face-to-face channels. It is expected that
the number of manned stores, which have been central to the
maintenance and expansion of the customer base, will not
only be reduced and streamlined, but will also welcome more
digitization, so that banks can minimize operation costs.

Changes of customer
Moving from physical to Digital channels, it has been pointed
out that consumers are welcoming the change, with an
ecosystem they now find more open and accessible. The
World Retail Banking Report 2020, published by Capgemini
and Efma, notes that customers who were once willing to
do branch-based transactions, are beginning to accept more
digital and virtual transactions since COVID-19. For example,
57% of customers prefer internet banking, and 55% of
consumers are expected that they prefer to use actively
bank-provided mobile applications. Such changes in
consumer needs are having a significant impact on
store operations.

Changes of branch
Examples of branch transformation include changes in
infrastructure, resources, and operations. In terms of
infrastructure, banks restructured and consolidated their
stores, as well as converted their low counters to private
consultation rooms, and the opening of micro branches
that specialize in functions for which there is a high need
for face-to-face interaction, such as asset management
and inheritance. In addition, while optimizing allocation of
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staffing and teller in the stores, by reallocating the extra staff
to the sales staff, the bank tries to efficiently improve its
resources allocation. In terms of operations, the introduction
of self-service terminals has reduced the workload of counter
and teller operations. In the mid to long term, effective
digitization will also reduce the number of staff across the
different functions, from tellers to consultants.

Challenges to achieve
However, despite these external pressures to change,
traditional organizational culture makes the transformation
slower, and a lot of banks are still articulating their operations
around face-to-face services. In Japan, the mainstream
management style has been to have each branch compete
in terms of business performance, and this has led to an
increase in the number of branch managers at the top,
which tends to promote a non-optimal system. For them,
since performance appraisal for each branch office is the
norm, they have a conservative approach to the conduct of
operations, probably not wanting to face risks associated
with such disruption. However, given the situation that
banking industry is in, it needs to take a more resolute
approach. Specifically, banks need to achieve a sustainable
business model through lower investments in branches
combined with improved service quality and invest more
aggressively into non-face-to-face channels, even if there is a
temporary customer defection. In order to achieve this goal,
a major issue would be whether the banks will be able to
change the mindset of those in the field, from top to down.
Digitization and new consumer habits has changed branches’
added value within the Banking industry, and players are
now in a process of trial and error. Meanwhile, technology
has eased access to information, and a lot of competitive
financial services are now available online. The differentiation
has shifted from “number of stores” to “quality and ease of
use of digital channels” and fintech companies and other
tech companies, including GAFA, are now proposing financial
services that are rapidly beginning to win the hearts and
minds of their customers. In order to meet these changing
customer needs, they must embark boldly into a non-faceto-face-centric transformation. The existing banks need
to choose either to conquer back the customer acquired
by fintech companies or leverage their own strengths to
collaborate with their new competitors. Whatever choice
they make, they will have to work on their internal culture
and probably prepare for some customer defection while
reforming their branches. At the end, benefits will be worth
the efforts, and only through transformation they will
guarantee the sustainability of their operations.

Why retailers should elevate
personalization

Personalization is here to stay. Consumers’ expectations
are evolving, with a study by Evergage revealing that 92%
of marketers agreed that consumers expect a personal
experience. However, a survey by Segment shows that
brands, especially larger retailers, are struggling to meet
consumers’ expectations of personalized experiences. As
consumer needs and preferences evolve, brands too must
constantly evolve to elevate and cater to its customer. It is
crucial for companies to recognize the value of personalized
consumer experiences in today’s world, with a report by
Econsultancy showing that 80% of businesses saw an
improvement after implementing personalization. On the
other hand, companies failing to advance in this aspect will
likely result in a loss in customer loyalty.
In today’s market, it is evident that companies have to
further step up personalization strategies to build stronger
customer relationships. The E-commerce industry is already
making headways in bringing this customer experience to
another level. In the early stages of utilizing data, the focus
was on categorizing their consumers through segmentation
– grouping individuals into clusters representing a mix
of metrices ranging from pre-determined interests to
demographics. Today, many E-commerce platforms engage
in hyper-personalization, which identifies consumers at
the individual level in real time, leveraging big data and
artificial intelligence. This allows for the content delivered
to the individual to be more relevant, thus yielding a higher
conversion rate. One example of this is Amazon. The platform
creates a customized homepage for each of its consumer
based on their individual shopping habits – anticipating
the needs and preferences of the individual. The result of
Amazon’s investment in hyper-personalization is reflected
in the conversion rate of its on-site recommendations being
60% higher than other E-commerce brands.
While many brands use personalization in their online
engagement with consumers, very few extend this to create
an omnichannel experience. A study by Harvard Business
Review revealed that 73% of shoppers used multiple
channels for their shopping. Personalization through
physical interactions is a new area for businesses to advance
customer relationships from different touchpoints. An

example of this personalized
Lim Qi Hui Janice
omnichannel experience is
Senior Analyst
NomadX, a multi-label retail store in
Capgemini
Singapore. Their interactive gamified
onboarding process incorporates
Singapore
facial recognition technology and
data collection which then provides
consumers with recommended shopping
routes based on their preferences. It also
provides a convenient and seamless process
for consumers to have interactions recorded and be
rewarded with individualized deals. This will hopefully be the
future direction for more retailers, to have personalization
strategies across multiple sales channels to create a more
targeted end-to-end consumer experience.
While seamless data collection provides access to an
unprecedented amount of data and numerous opportunities
for businesses, it is important for this to be done
transparently. There is also a need to act on the insights
gained in a non-intrusive manner. Research by Salesforce
showed that 57% of consumers are apprehensive about how
companies are using their information. An instance which
showed one pitfall of being too invasive to achieve datadriven outcomes would be Target Corporation’s predictive
analytics algorithm. This gained heavy media coverage when
it figured out a teen’s pregnancy before her family did. While
such predictive algorithms made way for increased relevance
in promotions for consumers, many saw this as an invasion of
their privacy. This highlights the importance of the subtlety
and awareness required from companies when acting on the
insights gained from their customers’ data. In this example,
what Target eventually did was to mix in random and
unrelated coupons together with pregnancy related ones to
make the suggested coupons seem random.
Consumers’ expectations are always changing, and
businesses need to keep advancing in order to stay relevant.
At the end of the day, companies need to embrace the
future of providing seamless and personalized consumer
experiences but be balanced in their attempt to do so.
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SMART CITIES

David Harper
VP, Head of Public Services
Australia & New Zealand
In July 2020, Capgemini published a report on Smart Cities –
Street Smart, Putting the Citizen at the Centre of Smart City
Initiatives. One of the key conclusions from the research was
that many felt frustrated by the lack of progress in digital
initiatives and nearly one third of people surveyed were
thinking about leaving the city due to the challenges in their
daily life, including:
•

the time it takes to commute to work;

•

lack of job opportunities and a high cost of living;

•

a lack of local community or sense of belonging;

•

pollution and sustainability issues; and

•

feeling unsafe at night.

The report goes on to discuss what people really want from
a smart city. It also describes how progressive city officials
are responding and planning initiatives which create loyalty,
resilience, sustainability and collaboration amongst its
people. We also present a framework which will help city
officials accelerate smart initiatives and has at its core the
concepts of Trust, Innovation and Data.
Of course, since this research commenced the world has
changed dramatically. However, the report is more important
than ever as we discuss what life will be like living with a
global pandemic. Maybe the concept of a daily commute will
seem strange as we continue to work from home or, perhaps,
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replace redundant office space in our cities with exercise
areas, collaboration space and new gardens.
In this report, we have two new contributors to the Smart
City debate and I would like to congratulate Vivianne and
Julia for their excellent opinion pieces. One opinion piece
focuses on how intelligent technology and new partnerships
will help create safer spaces and a new urban resilience in
response to the global pandemic. The other challenges us
to think about how we create an environment where social
innovation and exploration are at the heart of tackling the
most challenging problems faced by cities.
Both are thought provoking. Both create a chance to further
the debate as we seize an opportunity to define the future of
smart cities and smarter spaces for future generations. Let’s
stop referring to a “new normal”. I challenge us all to stop
looking backwards and yearning for things to get back to how
they used to be. Let’s start talking about what’s next and
creating our future. Please enjoy.

With or without vaccines, we are coming to terms with a
new reality in which the onset of COVID-19 pandemic has
fundamentally changed the global economy, businesses, and
our way of life. While the immediate future and economy
look bleak, the pandemic has brought about opportunities
for smart cities worldwide to adopt an agile approach in
overcoming unprecedented challenges posed by this public
health crisis.
In retrospect, “smart cities” has long been a fashionable
policy research area with multiple cities collaborating with
the private sectors to apply the use of technology across
public infrastructures. However, the previous self-paced
digital transformation pursued as part of the different
government and business initiatives has taken on a new
turn. In fact, navigating the “new normal” has prompted
the acceleration of partnerships between the public and
private sectors to co-create innovative solutions powered by
technologies. By adopting or reinventing digital platforms,
these smart cities are determined to stay one step ahead
of the virus. According to a July 2020 Capgemini Research
Institute Report entitled “Fast-forward to the future: Defining
and winning the post-COVID new normal,” the pandemic “has
cemented technology’s role at the heart of transformation,
driving new ways of interaction, sharing, engaging and
decision making.” To not only ensure that we survive but
thrive in times of pandemic, has since created an ever more
urgent impetus for us to rethink our current mode of living
while pushing the frontiers of the “smart cities” paradigm.
Unfazed by COVID-19, cities have been actively exploring the
possibilities of deploying a plethora of smart city solutions to
drive greater urban resilience during critical times like this. In
Singapore, the government has recognized the importance
to speed up the whole-of-nation level digitalization across
industries. Smart facility management, internet of things
(IoT), surveillance and security are becoming the hallmarks
of smart cities as they create technologically advanced, safe,
and livable urban environments despite times of pandemic.
Now, apart from enhancing residents’ quality of living and
performances of public services, these smart city solutions

also double up as preventive
efforts to curb the contagion.

Vivianne Tan
Senior Business

Analyst
No doubt, before reaching the year
Capgemini
2030 mark we have already witnessed
Singapore
how connected digital platforms
have enabled authorities to manage
the community and their data in ways
never imagined before. The use of aerial
surveillance to monitor movements of
suspected COVID-19 cases is one such example.
According to the Capgemini Sustainable Business Revolution
2030 Report, smart city development is denoted by a shift in
how cities use technology to collect and analyze data. Cities
have also demonstrated the value of smart technologies
to collect insights on rapidly changing events in real time.
Technology-based smart city initiatives, such as the contract
tracing platform, require citizens to volunteer data in order
to coordinate responses during emergencies. However, in
tandem with the rapid rise of smart city high-tech solutions,
we need to think through data governance, especially when
data is aggregated from diverse sources within the new
urban ecosystem. For instance, Capgemini offers a full suite
of privacy-preserving solutions for digital contact tracing
as well as data analysis to assess the impact of containment
measures. It is imperative for these cities to work alongside
compliant service providers that balance privacy concerns of
citizens and efficacy of smart city initiatives.
The steep digital adoption by smart cities represents a step
forward in fortifying urban resilience which will have farreaching impacts for them coming out of the COVID-19
pandemic. While nobody knows how the world will look
like after COVID-19, these future ‘smarter and better cities’
anchored by high-tech strategies will ultimately stand them
in good stead in the long run.
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The future of a smart city
starts from its people, not
technology

“If you look at history, innovation
doesn’t come just from giving
people incentives; it comes
creating environments where their
ideas can connect.” – Steve Jobs.
Innovation must be fostered by
providing an inclusive environment,
where no idea is pushed down and
thoughts and opinions are shared
Julia Alftan
openly. In fact, every person is
Associate
creative, we all have our own ways of
Consultant
thinking based on our values, culture,
Capgemini
and social environment. But how do
Australia
we make our society, and the individuals
within it, truly believe all of us are valuable?
How would any city foster an environment
that creates a safe space for everyone’s ideas to
be heard? This is particularly important because the
successful future of smart cities requires our society to
be agile, innovative, technologically enabled, and resilient
to change. This type of city will need people who are able
to think positively, recognize opportunities, be flexible
and adaptive.
Smart cities require two things:
A smart city is a resilient city – one that is not only
technologically enabled and connected but promotes
an agile way of tackling environmental, societal and
economic challenges.

Education – promote a lifelong learning mindset,
a way to breakdown stereotypes through positive
psychology
Did you know that the first three years of your life are the
most important years of your learning? It is when you first
explore the world and discover things for the first time. Are
you provided with an environment that urges you to explore
new things, try and fail? Or instead, are you told no about the
things you are exploring the first time? Creating a positive
environment that fosters curiosity and encourages exploring
the unknown is one of the first key steps for a person to
develop into someone that can resist change, tackle the
unknow and hold on to opportunities.
A future towards smart cities starts by providing children with
the opportunities to develop, supporting them, and helping
struggling families with the assistance tailored to their needs.
Even small measures such as providing families with social
groups, expert advice and helping them stay connected.
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When children begin schooling, they should be encouraged to
explore both their strengths and weaknesses, without setting
a certain expectation. It is important for schools to break
down stereotypes and explain to children that if you are not
as good as someone at one particular task or activity, it does
not classify you as a failure. Instead, emphasise learning on
how to develop and ask for help. This type of environment
should be supported all the way until the end of their learning
journey and continue into the professional working years.
It is necessary to continue to apply this logic into adulthood,
ensuring that a smart city truly embraces mistakes and
associated growth. In today’s world, many of us remain silent
because we are afraid of making mistakes, meaning that we
never truly left our comfort zone.

Social innovation – providing
opportunities and solving societal problems
Smart cities should embed social innovation into their way of
operating. I had the chance to travel to Indonesia, to study
social entrepreneurship, and what I found was that many
of the world’s “wicked” problems (problems that have no
straightforward solution, such as homelessness), are relieved
by creating a social enterprise. These consist entirely of nonfor-profit businesses and are identified by trying to address
a societal issue. For example, Eregano is a social business in
Indonesia that educates local farmers on beneficial farming
methods so that they can sell more, provide a platform for
wider distribution chains, and lift some of these farmers out
of poverty.
This concept could also be used, for example, during the
COVID-19 lockdown, where scores of people have become
unemployed. Using this concept, individuals could obtain
employment and become responsible for addressing a
societal need within the community, potentially delivering
an end product that could be sold to the market. Remaining
employed during this time, community members receive
an income, used for food and rent while maintaining
connections and relevant skills to remain in the workforce.
When society has fostered a mindset through positive
psychology and continual growth, individuals are more openminded to share ideas, create new concepts and explore the
unknown by taking more risk to try out something different.
This would lead to startups prospering as well as an enhanced
business sector with a continual drive. It would make the city
more competitive in global markets and grow investment. By
encouraging local communities to tackle societal problems,
inclusivity and connectedness will be an evident way towards
the future of smart cities.

Sustainability
& CSR

Shobha Meera
Chief CSR Officer,
Member of Group Executive Committee

On Being A Responsible Business
We are all responsible for creating an inclusive and
sustainable world
We are at a critical time in history. 2020 was set to be the
start of a decade of urgent climate action, requiring a mass
mobilization across sectors to address climate change. Then
COVID struck, causing economic and social devastation. It
accelerated, almost overnight, a global digital transformation
of society, as technology became the critical way to educate,
buy and receive services., bringing into focus the realities
for those not able to access this new digital world. Racial
injustice also kicked into motion a global societal shift against
everyday racism.
As a company, through our CSR strategy, we have been
committed to tackling these issues, focusing on climate
change and digital exclusion as well as working to ensure we
have a truly diverse and inclusive work culture. This year we
have strengthened our action across these areas, announcing
a bold ambition to be a net zero business by 2030, committing
to our own business transformation and ways of working.
Through our Social Response Unit, formed to address the
impacts of COVID-19, we have touched more than 1 million
lives through our wide-ranging actions. We are stepping up
our actions on diversity, most recently joining The Valuable
500 – the global movement of leading businesses putting
disability on the business agenda.

•

Michelle Ou thoughtfully puts understanding barriers
to technology at the heart of our thinking for inclusive
design,

•

Deepak Kumar calls for innovation in finding much
needed energy solutions,

•

Ryan Chong focuses on how problem solving at global
scale can lead to new ways of working to address social
issues and,

•

Rhea Cai addresses the importance of organizations,
particularly technology businesses like ours, to have a
deeper understanding of their purpose and the value
they can bring to society as a whole.

We have called on our people to be Architects of Positive
Futures, and I am delighted to see this spreading well beyond
the boardroom, through the business lines and across our
countries to give a platform to all our people to create
positive impact. As a business we believe that technology
and innovation powered by individuals such as these featured
here, are critical to finding the solutions need for a truly
sustainable and inclusive world.

It is against this backdrop, that I am delighted to see our
young talent taking on these issues and questioning how we
can better use our capabilities and technological expertise to
make a difference.
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How inclusive design can
bridge the great digital
divide
Why starting with people and
considering the full range of human
diversity is more imperative than ever.

Michelle Ou

The reality today is that not
everyone can access, use, and enjoy
digital products and services to
connect with their loved ones,
organize their finances, manage
their wellbeing, or receive
an education.

Capgemini’s recent report “The
UX Researcher
Great Digital Divide: Why bringing
Capgemini
the digitally excluded online should
Australia
be a global priority,” called on the
global community to take urgent action on
digital inclusion.

Why now, more than ever?
The internet has become a “must-have” societal necessity.
COVID-19 has rapidly accelerated digital transformation in
organizations from all sectors, with more and more essential
services moving online.
However, many people still experience barriers to online
participation and can’t experience the benefits of the digital
economy. This means that the most vulnerable members
of our global community may not be able to receive the
support they need from essential services because they
remain offline.

for innovation. We can apply this mindset to reframe the
obstacles that prevent the offline population from going
online into opportunities to innovate more inclusive and
accessible digital products and services.
Different sociodemographic groups have different barriers
to going online which span across accessibility, affordability,
and digital ability. For the elderly and those who hadn’t
completed secondary school, a key obstacle is perception.
They believe the internet is complex and difficult to use or
have a perceived “lack of interest” stemming from fear or lack
of confidence, skills or experience with the internet. Digital
natives don’t realize this, but in fact, there’s no user manual
for the internet.

Let’s reframe this obstacle into an opportunity:
How can we improve digital confidence in our
new users?
Recently, IDEO released “Digital Confidence Design Tools,”
in collaboration with Google’s Next Billion Users team and
the Bill & Melinda Gates Foundation. The tools can be used
by anyone (e.g., product manager, developer or designer)
to ensure that common obstacles faced by new internet
users are surfaced and addressed. The outcome is a product
that works for everyone, regardless of location, language,
or device.
More broadly, Idean also created “Cards for Humanity,” a set
of cards that encourage product teams to consider a diverse
range of needs and different perspectives during the design
and development process. Have you considered whether a
new immigrant with poor digital literacy would be able to
easily manage their finances online?7
Research from the Centre for Inclusive Design has found
that when designing products or services with edge users in
mind, there is potential to reach and benefit four times the
intended audience.

The digital divide has widened, magnifying the impact
digital exclusion has on quality of life, including social
exclusion, limited career mobility, and difficulty in accessing
public services.

Take the example of the electric toothbrush – originally
invented for those affected by motor skill impairments.
Now everyone is benefiting from the convenience of this
inclusively designed tool.

So how can inclusive design help
bridge the digital divide?

The electric toothbrush embodies the inclusive design
principle “solve for one, and extend to many” – solving
problems for edge users, which in turn, actually benefits the
majority. By designing to address the offline population’s
concerns, the online population can also benefit from more
accessible and intuitive digital experiences.

Inclusive design “considers the full range of human diversity,
including ability, language, culture, gender, age and other
forms of human difference.” One of the core principles of
inclusive design is that exclusion can occur to everyone,
not only the vulnerable. Depending on context, anyone can
experience a temporary impairment. For example, when you
are holding bags of groceries, you are less coordinated to get
your car keys to unlock your car.
Inclusive design is a human-centered design methodology
that learns from diversity and uses exclusion as opportunities

The digital divide affects millions of people around the globe.
Therefore, the solution should start with the people at stake.
Inclusive design is a mindset and methodology that can help
us bridge the digital divide. We can co-create a world in which
everyone can access, use, and enjoy digital products and
services to connect, grow, and thrive.
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Innovation and sustainability in the
energy ecosystem
Energy is the engine that fuels our economies and modern
human activity. Global energy needs are ever increasing; we
would need twice as much energy in 2040 as we produce
today if not for the era of sustainability in the energy mix. We
need innovations to accelerate development and deployment
and improve cost while enabling integration of the current
renewable energy technology.

of stasis, a state wherein
government would be forced to
control consumption. This dilemma
would thus require innovation as the
key solution to creating a sustainable
energy ecosystem.

Deepak Kumar
Business Analyst
Capgemini Singapore

Governments worldwide are allotting trillions of dollars to
the climate change movement. They seem to agree on one
major solution – renewable energy. I wouldn’t blame them.
I, too, considered renewable energy as the most obvious
solution – solar panels, electric cars, wind turbines, etc.
However, what seems ideal in theory may not necessarily be
feasible, especially when implemented on a national scale. It
is important to take into consideration the interdependence
of the energy sector across other sectors.

Innovation and sustainability are
terms that are often associated with
one another. When faced with the
demand for sustainable, albeit limited resources, people
have often turned to innovation for building solutions.
For example, when the US-China trade war was affecting
supply chains all over the world. Tencent decided to invest
in research and development to create its own components
instead of relying on Western suppliers. It enables companies
to be more self-reliant.

Germany is the perfect example of the impossibility of
shifting to a purely renewable energy source. The country
was the first to jump on the renewable energy train, investing
a total of USD580 billion in the Energiewende project. A
2019 article published in Der Spiegel, the largest German
news magazine, showcased broken wind turbines and barely
completed transition towers on its cover and showed that the
dream was based more on creative guesses rather than facts.
If that’s not obvious enough, the article itself was entitled “A
botched job in Germany.”

One other example will be on the long-term battery storage
– lithium-ion batteries are great but are limited (four to five
hours only). What the market needs is the ability for the
battery to work if the sun doesn’t shine and wind doesn’t
blow. This is where innovation is called into the picture, and
it indicates how important sustainability and innovations
are as they are inextricably intertwined. It is also clear that if
long-term energy storage works then the prices will reduce
significantly.

When we speak about transformation, energy players are
strategically looking for new revenue streams, as traditional
business models in the sector are under pressure. In order
to deal with the spike in demand, SEA is transforming its
energy systems and introducing smart grid frameworks
with a vision of energy efficiency. Without a sustainable
energy solution, we are at risk of becoming a civilization

The difference in resources and geography also calls for
innovative solutions that fit the capabilities of a specific
country. In Singapore, a nation with close to no natural
resources, we face a greater challenge, although the
government’s first step might be to diversify its sources, we
will need to look beyond and introduce technologies into the
energy ecosystem such as smart grid, analytics, and artificial
intelligence – to name a few. Innovation and sustainability
are of paramount importance when it comes to the energy
transformation. The time has come for alternative innovation
solutions for the energy market beyond renewable energy.
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Why innovation is crucial
during a crisis
The word “crisis” originates from the
Greek word “krisis” – which means
“decisive moment.” It is a moment
that is critical, especially now. Yet, it
presents us with a choice.
COVID-19 has brought about
an unprecedented period of
uncertainty in our lives, from
how we live and work, to how
Ryan Chong
organizations interact with their
Senior Analyst
clients. The way consumers purchase
goods and services and how supply chains
Capgemini
Singapore
deliver them have also changed drastically.
In our research note, Fast-Forward to the Future,
42% of organizations were adversely affected
by falling customer demand due to the pandemic,
and more than half of the organizations have started to
prioritize digitization as a competitive advantage.
In response to the pandemic, we have seen several
innovations: new medical devices, telehealth technologies,
improved healthcare processes, and novel ways to
collaborate remotely. How then can we turn crises into fertile
innovation momentums?

Focus on problem solving
Innovation is the act of creating immense value. At the heart
of innovation, it must focus on solving a problem. Innovators
in a crisis look to bettering the lives of others, connecting
with other people, and being part of the solution when the
going gets tough.
The nature of this crisis is more than an opportunity to make
a difference or be part of the solution. It brings us closer
towards the lean methodology of build, measure, and learn
at a rapid pace with greater impact. This environment allows
for growth not only at the leadership level, but also for our
teams to perform their most innovative work in service of the
organization.

Drive a purpose-led organization
One of the challenges in organizational leadership is
employee engagement and inspiring new ideas from the
ground-up towards the vision of the organization.
In a crisis, employees’ role in generating new ideas should
not be underestimated. Leaders who can inspire a growth
mindset towards managing and innovating in a crisis will
typically find fresh perspectives and new-found energy in

staff, as people feel more compelled to offer insights they
normally would not.
For instance, the CEO at Zoom, Eric Yuan, was able to rally
40 Cisco engineers to join his team at Zoom during the
Global Financial Crisis in 2008. When Zoom finally launched
in 2013, it reached a million users within a few months, 10
million users in a year, and 40 million by February 2015. The
40 Cisco engineers believed in Yuan, and more importantly,
the purpose of building a video-first, cloud-based, and
user-centric platform which is worth more than USD70
billion today.
Crises can create opportunities for an organization to
work together towards a purpose-led initiative, with the
organizational courage to support a belief that would
otherwise be unlikely in times of calm.

Adopt open innovation processes
Leaders often leverage upon open innovation processes to
get fresh perspectives on their organizations to innovate.
Scale will be needed to draw the wisdom of the crowd – a
large number of participants will often come up with many
more, high quality ideas than a small team of smart people.
Coming back to problem solving, organizations can also
create innovation challenges for its participants. These
challenges create a safe environment for anyone, anywhere
to generate more ideas to solve a challenge meaningfully.
What Capgemini has achieved with the Architects for Positive
Futures program is a great manifestation of that.
Evaluation of these ideas then becomes essential. In the
Applied Innovation Exchange (AIE), we thrive on the Discover,
Devise, Deploy, and Sustain framework. In deploying ideas,
it is a cycle of Test, Measure, and Iterate. Leaders can use
this feedback loop for any innovative solution participants
co-develop.
Diversity is key in open innovation – we’d expect business
analysts to understand problems best. We’re often wrong. It
takes contributions from the entire organization, especially
staff who experience these problems first hand.

Innovate to drive creative destruction
In a crisis, we can leverage ideas that solve salient problems,
rally teams towards a common purpose, and adopt open
innovation to drive creative destruction. Only then, we
can think about how better we can move the organization
forward, together.
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Why purpose, profit and people are
now inseparable
Traditionally, for-profit corporations have aligned themselves
to the idea that generating revenue and creating social
impact are two separate goals. However, it’s clear that this
is no longer the case. From Apple’s Zero Waste Program
to Nike’s pledge to invest 1.5% of its annual income into
communities, consumers – particularly millennial consumers –
are now increasingly attracted to purpose-led organizations.
This sentiment has only been bolstered by the COVID-19
pandemic, which has demonstrated the need for companies
to translate their social impact statements into tangible
action. The pandemic has not only transformed the way we
live, work, and interact, but has also brought underlying
social, economic, and racial inequalities into stark relief. For
organizations to respond to these global issues responsibly,
meaningfully, and authentically, they must realize that
businesses – particularly technology businesses – are not
neutral parties to such issues.
According to Gartner, 70% of enterprises will be
experimenting with immersive technologies for consumer
use, with 25% of them deployed by 2022. In the same year,
it is predicted that 75% of enterprise-generated data will
be created and processed on the distributed cloud. The
pandemic has accelerated this change and necessitated a
movement towards a technology-led, agile workforce for
many businesses. In a world where technology will transform
all aspects of human life, it is more vital than ever for
companies to embrace sustainable and socially responsible
business models.
Beyond the ethical implications for businesses to become
more purpose-driven, consumers are also increasingly
evaluating companies based on their environmental, social,
and corporate governance factors. In a survey conducted by
the Capgemini Research Institute in June 2020, it was found
that 78% of 7,009 consumers across seven countries believe
“companies have a larger role to play in society.” With the rise
of impact investing, social entrepreneurship and corporate
social responsibility, consumers are influenced to purchase
more from organizations that have a strong vision for people
and society. According to a study by Forrester, 31% of 4,818
US online adults say that a company’s social responsibility
reputation influences their purchasing behavior.

Corporate social responsibility
also intersects with an
Rhea Cai
organization’s values and
Associate Consultant
identity. Not only does a robust
Capgemini Singapore
and consistent company brand
increase the loyalty of its stakeholders,
investors, and clients, but also, the
happiness and productivity of its
employee base. A study of 100 Fortune
500 companies demonstrated that there is a
correlation between a company’s profit margin and CSR,
with the biggest factor coming from how much employees
resonate with their organization’s dedication to social and
environmental causes. Seventy-five percent of millennials,
a key demographic estimated to inherit USD30 trillion of
wealth over the next 30 to 40 years, have said that it’s
important or very important for a company to give back
to society.
There is no doubt that technology in the twenty-first century
is under scrutiny. The potential for technology to disrupt
democracy, encroach on privacy and inflict large-scale
harm is a pain point for many of its users. Yet technology is
also uniquely positioned to provide accelerated solutions
for positive change, with its ability to facilitate crosssector collaboration, streamline business processes, and
democratize access to information. Tech companies need to
be mindful of this balancing act and organize their business
according to wider societal implications. They need to find –
and define – a strong purpose which considers the impact of
their business on people and the environment. The criticality
of this focus is even more pronounced in 2020 and in the
post-COVID-19 era, where only volatility is certain.
Creating a purpose-driven culture across all levels of an
organization begins with recognizing that social impact and
profitability are far from mutually exclusive concepts. Rather,
people, purpose and profit are intertwined in ways which
allow for companies to become significant drivers of positive
change, while also driving performance and growth.
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How do we cope with a
changing landscape? What
does it mean for businesses
operating in this new reality?
With infinite information at our
fingertips, the unimaginable now
seems possible.

This technological era has placed business
transformation at the center stage. Digital
disruption is quickly followed by a newfound
focus on sustainability – the societal and
environmental impact of businesses itself.
The ease of access to information, political shifts, changing
public perception, and climate change are driving forces of
this shift towards sustainability. Suddenly, organizations are
measured beyond profits.
From pollution prevention to the emphasis on sustainable
behavior and cutting emissions, customers and employees
are holding organizations accountable; forcing them to
recognize the importance of sustainability.
Recent studies found that over two-thirds of customers
prefer sustainable products and are willing to spend
more. Furthermore, employees are demanding that
businesses place more emphasis on sustainability as an
organizational value.
Today, the adoption of sustainability takes place at varying
degrees. Some organizations have made genuine shifts
towards sustainable business practices. However, many have
also taken reactionary and ad-hoc initiatives simply to obtain
“green” credentials.
This brings us to the next question. Is sustainability as a
“business motive” enough?
Merely making marginal improvements in business practices
to “follow a megatrend” won’t help to save the planet.
Organizations need to assess for potential problems before
creating a sustainable business model, grounded in long-term
strategies with sustainability as their foundation.
Whether it is the innovation of a new product, design
strategy, or purpose – this transformation requires
organizations to look beyond the short-term financial
performance to allow for maturation into long term
value creation.

Besides helping the world meet environmental and social
challenges, a business model grounded on sustainability can
drive businesses further.
One such example adopted by social enterprises is Michael
Porter’s Corporate Shared Value – a concept that allows
businesses to create business models built on sustainability
to gain a competitive edge whilst contributing positively to
the community.
Some examples of Porter’s CSV include:
•

Integrating sustainability into your business goals can
give you a competitive boost by attracting and retaining
a motivated workforce, translating into profit.
Recent findings show that 89% of executives believe that
employee satisfaction is synonymous with having a
shared purpose. Moreover, 85% agree that they are
more likely to refer an organization with a strong
purpose to others.

•

Sustainable business practices can protect your
organization’s brand and mitigate risks.
Every CEO’s worst nightmare? Waking up to breaking
news of a scandal. From pollution to employees working
in unsafe conditions, an organization’s reputation is not
only blemished, but dealing with a public relations crisis is
also extremely costly.

•

Sustainability is creating new market segments, such as
novel service offerings and innovative products.
Sustainable production practices now underpin a range
of consumer products, from clothing to recycled
toilet tissue. Sensefolio – a data provider – has emerged
by using artificial intelligence to rate companies based
on their commitment to social, environmental, and
corporate governance values.

Prioritizing sustainability doesn’t mean that an organization’s
profit is placed on the backburner. On the contrary, it has
evolved into being pivotal for business strategy.
As we face one of the pressing problems of the twenty-first
century, large corporations are glorified for their motives at
saving the environment.
But can we really trust them to meet sustainability targets?
What is authentic, and what is greenwashing?
With the pace of change continuously accelerating, simply
having sustainability as a business motive has lost its intrinsic
value and is no longer enough.
Whether or not these “business motives” are translated into
stronger purposes, more sustainable business practices, and
measurable outcomes – holds a far greater weight.
Savvy organizations that strike a balance between
profitability and purpose, rather than just being a place
that provides a paycheck, have realized that sustainability is
beyond an act of philanthropy.
Sustainability has opened our eyes to an entire world of
opportunities. It is the answer for enduring growth, profit,
and the key to a future-proof business.
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