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The Internet of Things, the fifth disruptive technology

TASTER

In most people’s minds, « magic » conjures up images of 
an artist performing tricks. But magic can also be created 
from new technologies when used at the right time, in 
the right place and in response to the right objective. 
Thanks to « SMAC » (Social, Mobile, Analytics and Cloud),  
examples abound. 

Take the case of a girl who goes on holiday abroad with 
her family and who posts a selfie on Facebook. One of her 
friends back home « likes » her post and says: « I love your 
new trainers. »
The next day, that friend receives a special offer in her 
inbox from an online shopping site for the same trainers in 
her specific size. 

Capable of collecting the right data and streamlining pro-
cesses, smart devices will fast-track the development of 
such personalised services. In the consumer’s eyes, smart 
devices are synonymous with greater convenience and 
value for money, yet they can also herald a wealth of new 
opportunities for companies, such as superior productivity, 
the development of new services and business models, 
and a gateway to new markets. These are just some of the 
weapons required to gain a competitive advantage.

Smart devices therefore represent the new and fifth  
disruptive technology that will enable companies to see their 
digital transformation through right to the end. The « T » 
from the Internet of Things should now be added to the 
famous SMAC. So, ready for SMACT?

Digital transformation
fuelled by smart devices
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Smart devices are taking the general 
public by storm, with all the well-being 
accessories that we are going to see 
cropping up for their smartphones. 
Also worth a mention is NAO, the litt-
le French robot capable of looking up 
information and functions all by him-
self on the Internet in response to the 
situation created by his user, for exa-
mple ask him to speak Spanish or 
show you a few moves for the dance 
floor. Whatever the question, you will 
always receive an answer, because he 
is constantly hooked into the global 
knowledge pool. But smart devices are 
also - and especially - a new tool for 
companies.

They can be used to save considerable 
money, starting with sales. For exa-
mple, Vinci has significantly increased 
the occupancy rate in its car parks 
since it learnt how to tell drivers in real 
time how many spaces are left and 
where those spaces are. The system 
uses sensors fitted in the car parks, 
which feed information to a server dri-
ving the Vinci application installed on 
the user’s smartphone.

This example can be replicated in all 
parts of the service sector, including ski 
resorts, where sensors will provide a 
better idea of snow conditions than tra-
ditional weather forecasts, and shops, 
which will tell customers how long they 
can expect to wait at the cash desks.

Jean-Claude Guyard,
Lab’Innovation Director, Capgemini

The smart devices 
business: 

a growth driver for 
all companies »

«FROM THE EXPERT’S MOUTH
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Smart devices are also making signi-
ficant advances in the maintenance 
sector. For example, some heating en-
gineers are fitting HVAC systems with 
smart devices, which remotely notify 
engineers in case of a malfunction, 
meaning that they only need to go and 
see the customer when absolutely ne-
cessary.
This saves considerable time and travel 
for heating engineers. Furthermore, the 
connected device is intelligent: before 
engineers jump into their car, the de-
vice tells them exactly what the pro-
blem is and what spare part they will 
need to bring along.

This business approach can create 
value for every industry, even if merely 
helping ensure a better supply for as-
sembly lines in factories.

Giving the right person the right infor-
mation at the right time is not just an 
impressive magic trick, but a way of 
switching over to the new industrial 
B2B2C model, namely selling a pro-
duct with a service that will give the 
consumer enhanced ease of use.

The advantages are so great for 
the user that this model can break 
long-standing monopolies. Simply look 

The Internet
of Things
a growing phenomenon

at how some companies are managing 
to take on the heavyweights in the en-
ergy supply sector by offering smart 
meters that help customers improve 
and keep track of their energy use.

Basically, the growing phenomenon 
of smart devices will undoubtedly ex-
plode, because it represents an ex-
traordinary growth driver for every 
company. 

7,100 billion dollars
The global market for IoT solutions 
    in 2020.

15% of all « things » 
will be connected in 2020.

3 times faster
    IoT expenditure is growing three
      times faster than in conventional   
        ICT markets.

50 billion
 « things » will be connected to 
the Internet in 2020. 

 20 billion
dollars

 In three years, the RFID market 
has quadrupled.

The Internet of Things, the fifth disruptive technology
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Inter Mutuelles Téléassistance 
(IMT) is setting up innovative 
services based on smart 
devices for its customers.
According to Arnaud Panagos, 
this new activity requires the 
company to review the work 
practices between its different 
departments.
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The art of finding
the right uses
for smart devices

FROM THE STAKEHOLDER’S MOUTH
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between our teams. Our solutions will then be developed 
in a collective and interactive manner. Every team member 
will be able to bounce their ideas off the others. This is an 
extremely important strategy for not losing sight of how our 
customers will actually use the service. Hopefully, we will 
manage to highlight the device’s use, rather than the device 
itself.

Finally, the showroom will give our other colleagues, such as 
the sales force and the after-sales team, an insight into our 
future projects. As such, all members of the company will be 
involved, which will create new driving force. »

 
A.P. : « Yes. I will not disclose 
what we were actually 
doing, but I will go as far 
as saying that we came 
up with the idea of a new 

connected solution that was kept within the confines of our 
company. Therefore, we did not have any interaction with 
our customers. As a result, the solution failed to meet any re-
quirements, and customers could not see how the solution 
created value. The device was less attractive and cost-effec-
tive, and customers had trouble understanding the message 
that we were trying to get across. Ever since, our preferred 
approach has been to enlist support from professionals, not 
just offering technical expertise but also possessing a true 
insight into the market and who think in terms of usage. »

WHAT CONNECTED 
AND INNOVATIVE 
SERVICES ARE IN  
THE PIPELINE?

IN PRACTICAL 
TERMS, 
WHAT ARE YOU 
DOING TO DEVELOP 
THESE NEW  
SERVICES?

HAVE YOU EVER 
HAD ANY 
FAILURES?

Arnaud Panagos,
IT Services Manager,

Inter Mutuelles Téléassistance

 
Arnaud Panagos : « As 
part of our remote moni-
toring service, we are on 
the brink of launching a 
new application that sends 
a notification to the user’s 

smartphone to remind them that their alarm system is armed 
when they get near home. This will prevent a number of false 
alarms. 

We are also looking at offering a drone service. Example: 
I am sleeping on the first floor and my alarm system has been 
triggered. To check whether it is a false alarm or whether 
someone is actually breaking in, I can send a little drone to 
patrol the house in my place. At first sight, this particular 
scene might seem to come straight from a sci-fi movie, but 
when you think about it, it is not actually that strange. We 
are planning to base this service on a robot vacuum cleaner 
fitted with a camera. On a day-to-day basis, our customers 
would use the drone for housecleaning. In case of an alarm, 
they could use a smartphone to view the images streamed 
from the vacuum cleaner as it tours the house. »

 
A.P. : « First of all, we are 
constantly clued into eve-
rything that is going on in 
the smart devices market. 
This market intelligence 
activity has forced us to 
break the functional silos 
within the company. The 

marketing and R&D teams have joined forces to both identify 
a specific need and assess project feasibility.

We are currently setting up an internal showroom dedi-
cated to smart devices. This showroom will spotlight how 
smart devices can be used in real-life situations. It will help 
convince our own marketing teams and senior management 
about the merits of each new connected service that we 
design. Above all else, it will serve as a venue for interaction 

The Internet of Things, the fifth disruptive technology
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Lab’innovationThe

accelerating transformation of an idea

Pierre Collas,
Digital Customer Experience Director,

Capgemini

 
Pierre Collas : « In France, 
the first Lab’innovation was 
created in 2009 in Nantes. 
New initiatives have since 
sprung to life in Lille, Paris, 
Toulouse and Grenoble.

We needed venues where technological innovation, di-
gital technology and customer experience could all come  
together under one roof. At Capgemini, innovation lies in our 
continuous technology intelligence activities and our ability 
to pioneer new applications geared towards our customers’ 
business. It is also a way for the Capgemini Group, which 
is recognised for its expertise in consulting, integrating 
and managing large IT assets, to strengthen its image as 
an innovative and agile company capable of supporting its 
customers in designing the information systems of the 21st 
century.

Finally, it is a way of attracting talent and building loyalty,  
offering different career paths and giving our image within 
the company a more dynamic edge. »

HOW DID THE 
LAB’INNOVATION 
COME ABOUT  
WITHIN CAPGEMINI?

The Parisian Lab’ 
offers customers a 
unique experience:
the ability to interact with all 

the innovation teams in 
the Capgemini Group 

in real time.

Capgemini point of view8



into an actual service

Pierre Collas, 
who heads up 
the Top Line
Initiative Digital 
Customer
Experience 
at Capgemini,
invites us into 
the new Parisian 
Lab’innovation

 
P.C. : « This new ‘Lab’ is 
structured around three 
spaces brought together 
under one roof.

The Showroom focuses the spotlight on the customer expe-
rience, new trends and disruptive technologies. The different 
prototypes and the new technologies presented by Capge-
mini accelerate awareness of the challenges and impacts of 
digital technology on our customers’ core businesses.  

The Accelerated Zone is a creative space designed to host 
effective workshops and where our customers can trans-
form a problem into an idea and then into a solution tailored 
to their particular context.

In the Fablab, the prospective solution comes to life in 
the form of a demonstrator model, which will enable the  
customer to check that the new solution ticks all the re-
quired boxes. It is an area where Capgemini’s teams and the  
customer work together on a try & learn basis; accelerators 
offer a way of quickly developing demonstrator models. 

These three spaces are aimed at reducing the idea-to- 
project time. »

 
P.C. : « We are placing 
great importance in in-
terconnected Labs (both 
in France and abroad). It 
is unrealistic to imagine 
that all the innovations 
masterminded by all the 
Capgemini Labs could be 

shared from a single Lab. For example, the teams in Lille 
specialise in retail, whereas the German teams concentrate 
on connected cars. Access to remote Labs is therefore es-
sential: a customer in Paris can network and interact with 
our regional and international teams directly in real time. »

WHAT  
MAKES CAPGEMINI’S 
LAB’INNOVATION 
DIFFERENT FROM  
OTHER  
STRUCTURES?

HOW IS IT 
STRUCTURED?

YOU HAVE INAUGURATED A NEW 
300 M² LAB’INNOVATION 
IN SURESNES

L’Internet des objets, cinquième rupture technologique
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Developed at the Lab’innovation to-
gether with the Capgemini Retail Solu-
tions team and Intel in 2013 for several 
retail franchise stores, AIM (Audience 
Impression Metrics) is a digital signage 
solution that scrutinises the customer’s 
face.
The challenge is determining who is 
looking at what at a given moment in 
time: which announcement, which ad-
vice or which advertisement displayed 
on the screen. The idea is to accura-
tely assess message performance and 
improve how messages are displayed. 

Since late 2013, GrDF and Capgemini 
have been working together on moder-
nising the information system as part of 
the Smart Gas Meter Project, which 
will concern the distributor’s 11 million 
customers.
This partnership is fully in keeping with 
the challenges of controlling energy use 
as targeted by the project by imple-

This new metering system will en-
able GrDF to offer its customers new 
services, such as usage alerts, the-
reby giving customers a leading role 
in controlling their energy use. Smart 
meters will be rolled out across France 
between late 2015 and late 2022.

menting a chain of smart meters based 
on an automatic metering system.

The changes made to the information 
system are aimed at receiving and pro-
cessing all the energy consumption 
data streamed in every day in a bid to 
provide customers with the bill corres-
ponding to their actual meter readings.

For example, special offers for the over-
50s are only featured when they are 
present. AIM uses artificial intelligence 
algorithms to recognise the customer’s 
gender and facial expression, count 
their attention time and correlate that 
information with the message currently 
being shown.
The biometric details used to identify 
customers are not saved. Furthermore, 
special care has been taken over the 
system’s security, with screens sending 
their data over a Wi-Fi connection to a 
server in the back office.

The server eliminates any judgement 
errors and forwards all valuable data to 
a central SAP HANA database at Cap-
gemini, which analyses the data from 
all the stores and produces a real-time 
report.
A pilot system has already been in 
place since 2014.
The franchise trialling the solution is 
said to be so satisfied with the result 
that it is currently looking into the pros-
pect of extending AIM sensors to the 
other items of furniture in its stores.

Gazpar,
the smart meter from GrDF

AIM,
the advertising screen that monitors
customers’ reactions in the store

Capgemini point of view10



 
Y.L. : « For the 3D mapping 
activity, we took over two 
Swiss companies in 2012 
that were already active 
in the market: SenseFly, 

which manufactures professional-grade drones, and Pix4D, 
which publishes the software used to transform images into 
3D plans. For monitoring crops, we invested in a French 
company: Airinov, which has pioneered a specific infra-red 
sensor and which has worked with INRA and CETIOM to 
develop the associated agronomic algorithms.
We have also forged a network of specialised operators, 
meaning partners that buy our drones and which lease their 
aerial surveillance services to farms. Since 2012, 600 drone 
operation companies have been founded in France. We are 
helping create a business segment. »

 
Y.L. : « Regulations have 
not evolved in the same 
way around the world, and 
that is still holding us back 
from selling large quan-

tities of professional drones in those countries where we 
already sell consumer drones, such as in the USA. France 
undoubtedly has the most comprehensive set of regulations, 
despite a few constraints. »

Parrot, a key player in  
the consumer drone market, 
recently attacked the  
professional drone segment. 

Yannick Levy,
Business Development Manager,
Parrot

 
Yannick Levy  : « At the 
present time, we are main-
ly training our sights on two 
business needs: 3D site 
mapping for surveyors and 

crop monitoring for farmers. In the first case, we use aerial 
shots to generate 3D plans of a given site. All it takes is a 
single flight to take all the exact measurements, which saves 
significant time.
In the second case, aerial surveillance offers farmers a clea-
rer view of how crops are growing, thereby giving them 
a clearer idea of the amount of fertiliser and pesticides  
required. We estimate that the use of drones can improve 
the average yield by €75 per hectare. These markets gene-
rated revenue of 7 million in 2013. »

WHAT DO PROFESSIONAL 
USERS GET OUT 
OF YOUR DRONES?

HOW DID  
YOU BREAK INTO  
THE B2B MARKET?

WHAT ARE YOUR 
AMBITIONS FOR  
THE MARKET?

All it takes is a single flight
to take all the exact  
measurements, which 
saves significant time »

«

FROM THE STAKEHOLDER’S MOUTH

© Parrot

The Internet of Things, the fifth disruptive technology
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Agnès Mauffrey : « Michelin 
is changing its game plan. 
We will obviously continue to 
be a manufacturer, but our 
business model, which was 
based on selling products, 
is gradually evolving towar-

ds the provision of services drawing strength from our re-
nowned product quality. For example, with smart sensors 
and in-vehicle telematics, we are no longer simply selling 
tyres, but kilometres for vehicles, or a number of landings 
for aircraft. » 

 
A.M. : « We use new tech-
nologies from the Internet 
of Things to collect a broad 
array of extremely accurate 
data, such as tyre pressure. 
Once the data have been 

analysed, our engineers and technicians can issue recom-
mendations, typically for improving the safety and profita-
bility of a fleet of vehicles. Services are created from these 
recommendations.

In June, we deployed a laboratory that operates in real time: 
the road usage laboratory. What that actually means is that 
smart sensors have been fitted to 2,800 vehicles throughout 
Europe.
These vehicles belong to drivers with varying levels of ex-
perience. Their journeys will be studied over a three-year 
period.
 

WHAT IMPACT 
HAS THE INTERNET 
OF THINGS HAD 
ON MICHELIN’S 
BUSINESS?

WHAT DATA DO YOU 
COLLECT AND 
HOW DO YOU USE 
THEM?

Michelin
from selling tyres to delivering 
smart services

RFID chips in tyres have 
been on the drawing 
board for more than  
10 years.

Connectivity is allowing 
the manufacturer to  
gradually reposition its  
business model.

©
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Furthermore, the data collected are not exclusively reserved 
for developing services. Our researchers use the data to 
mastermind new products with the aim of continually brea-
king new ground in the market. »

 
A.M. : « Yes, our organisatio-
nal structure is changing, be-
cause the Internet of Things 
forces us to be extremely 
agile. We are currently wor-
king with small mixed teams 
featuring business and IS 

profiles. Using complementary skills is one of the keys to 
successfully leading our projects. It enables us to very qui-
ckly check whether a project is viable and fit for its intended 
purpose. As such, we work with short iterations and we 
prioritise speed over complexity. This approach means that 
we can focus on the essentials and paint a more realistic 
picture of what is actually happening on the ground. It is now 
been over five years since we implemented these so-called 
agile work practices. At the same time, we are developing 
a big data platform. The goal is to prevent our technologies 
from becoming scattered and therefore enable us to focus 
on business value above all else. »

HAS THE INTERNET 
OF THINGS CHANGED 
YOUR INTERNAL 
ORGANISATIONAL 
STRUCTURE?

in
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Agnès Mauffrey,
Chief Information Officer,

Michelin Group

According to 
Agnès Maufrey,  

this change implies 
new work practices.

The Internet of Things 
forces us to be extremely 
agile »

«
FROM THE STAKEHOLDER’S MOUTH

The Internet of Things, the fifth disruptive technology
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The digital wave 
will not stop at your 
industries’ door, 
and smart devices 
are the best 
vehicle...

Here are the 
10 key steps 
for successfully 
launching a smart 
device project in 
your company.

10
STEPS

getting
connectedFO

R

Identify
a need or 
a market
The value of the smart device lies in 
the service that it brings to the  
customer. By identifying a need or  
requirement, the company can develop 
a high value-added solution that is 
more than just a simple gadget.

Connect
the device
For the time being, there is no man-
datory standard for interconnecting 
different devices. 
The choice of technology is therefore 
vitally important if the device and 
service are to enrich the information 
system and ultimately the user  
experience.

Analyse
and exploit
the data
By processing and analysing data,  
the company can extract the key 
information required to deploy the 
right service at the right time and in 
the right place.

Prototype
again
Continuous adaptation and iteration 
means that the company needs to 
produce a new prototype.

Capgemini point of view14
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5

8

3

6

9

Validate
the idea
The second step involves carrying out 
market research to determine whether 
the device in question already exists.
Benchmarking can also be used to 
pinpoint any competitors, find sources 
of inspiration and identify any areas for 
improvement.

Prototype
the device
New digital creation technologies, 
such as 3D printing, are the ideal  
solution for producing prototypes 
faster and for less money.  
They also promote iteration, which 
is a key process when designing the 
device.

Develop
the application
Nowadays, the main smart devices 
are linked to a dedicated mobile  
application. Since the application 
transforms the smartphone into a 
remote control, it must be easy  
to use.

Manage
the data
Fitted with a multitude of sensors, 
smart devices generate an enormous 
amount of data, which need to be 
processed and stored with the utmost 
security.

Measure
the impact 
of the 
smart device
By setting up probes to monitor  
the devices and data traffic quality, 
the company can measure the impact 
of the smart device in real time and 
adapt its actions accordingly.

Iterate
to fine-tune 
the device’s use
After launching the project, feedback 
needs to be taken into account in  
order to adjust and fine-tune the project.
Due to its very nature, digital technology 
requires continuous adaptation and 
iteration.
« Try & learn » is the fundamental prin-
ciple behind digital transformation when 
imposing a new use.

FINALISE THE PROJECT

The Internet of Things, the fifth disruptive technology
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The security of smart devices today has been com-
pletely underestimated. This fact does not apply solely 
to smart devices. It happens every time a new techno-
logy enters the scene. Companies are clearly so keen 
to quickly reap the benefits of new applications that they 
mistakenly do not bother to enforce their standard best 
practices until later. However, nine out of the ten most 
popular smart devices currently on the market store or 
use personal information. Seven of them do not encrypt 
the data transferred over the network, and six feature 
web interfaces that are vulnerable to common attacks, 
including social engineering and cross-site scripting. 
More generally, eight out of the ten devices do not  
impose any restrictions on the choice of password, 
meaning that users can choose something as simple 
as « 123456 ».

You would be mistaken to believe that the security of a 
smart device needs to be proportional to the sensitivity 
of the information involved. For example, smart lightbul-
bs are currently available on the market. Thanks to their 
smartphone, users can easily change the brightness  
level in a room without having to get up, but that  
gives hackers the possibility of breaking into your Wi-Fi 
network and rummaging around in your PCs if they so 
desire.

We advise companies to start by auditing the security 
of their smart devices, as they would with all their other 
tools. Then they need to assess the relevant security 
level according to the severity of the risks involved.

Gilles
Garnier,
Cybersecurity 

Mission Director,
Sogeti
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Mr
Data Protection

Use smart devices to collect reams of data at the 
source and then number-crunch to reveal a trend, 
alert or sales opportunity... such is the aim of big 
data. Except that it does not work as easily as a decision- 
support program. In this case, you do not press a button 
to transform a pile of cash desk receipts into line graphs 
and pie charts.
Big data processing is based on statistical models, 
meaning mathematical methods (neural networks,  
discriminant analysis, logistic regression, etc.) that are 
usually employed by physicists to understand astrono-
mical phenomena. Basically, companies do not have the 
in-house skills to process big data.

Off-the-shelf decision-support suites that currently claim 
to process big data actually make do with bundling the 
software used by physicists into their licence, namely 
open-source R or commercial MatLab. Both products 
are used to write scripts that launch sequences of 
mathematical functions. They run on a HDFS cluster 
and over the top of the Hadoop platform - two technical 
elements that IS divisions are starting to know, but which 
are only part of the big data equation.

Basically, to manipulate big data, you need teams with 
people from academia, whom we now refer to as data 
scientists. Data scientists are not US gurus. They are 
mainly young French science graduates who head off 
to the USA, because European companies have yet to 
realise the value of recruiting them. This trend urgently 
needs to be reversed.

Lydwine
Gross-Colzy,
Head of the Scientific 

Office,
Capgemini

new
profiles

Mrs
Data Scientist

Companies are not 
giving their smart 
devices adequate 
security »

Only academic 
profiles know 

how to manipulate 
big data » 

«

«

The Internet of Things, the fifth disruptive technology
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*Digital Customer Experience

What if you
could anticipate
your customers'

desires? 

Enhance
the quality of the relationship

with your customers

customer loyalty through
our experts

their trust

with the
Digital Customer Experience*

www.capgemini.com
/digital-customer-experience
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For more information: 

www.capgemini.com
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providers of consulting, technology and outsourcing services. The Group reported 2013 global  
revenues of EUR 10.1 billion. Together with its clients, Capgemini creates and delivers business  
and technology solutions that fit their needs and drive the results they want. A deeply multicultural 
organization, Capgemini has developed its own way of working, the Collaborative Business  
ExperienceTM, and draws on Rightshore®, its worldwide delivery model.

About Capgemini

Pierre Collas
Digital Customer Experience Director
pierre.collas@capgemini.com

®


