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Innovation

The road to the digital enterprise
For the first time in the history of technology, a combination of four major technological disruptions—
cloud, mobility, big data and social networks—are transforming how companies meet their clients’
needs, gain market share, increase competitiveness and optimize their value chains.
First among these major upheavals is the cloud, which
offers on-demand access to information resources, applications and services via the Internet. Cloud can radically
change the way companies invest in and use IT. It allows
businesses to be more agile and to use their IT resources
more flexibly, in line with their business activity. Second,
the proliferation of mobile devices—such as smartphones
and tablets—has brought about a massive shift in how
companies engage with their customers, suppliers,
partners and employees, opening up the possibility for
greater collaboration. This is a true mobile revolution.
The number of devices now connected to the Internet
means that the volume of data captured by companies is
growing at a phenomenal rate: this brings us to the third
major disruption—big data. The challenge here is how
to gain insight from and exploit this data, balancing the
need to understand long-term trends with the immediate
opportunity, fueled by real-time analytics. Finally, the use
of social networks is becoming more widespread. In
March 2013 there were almost 1 billion Facebook users.
Twitter handles 250 million tweets daily. With these new
patterns of behavior, companies are reaping the benefits
of instant sharing and opinion-building, on a grand scale.
Alain Charles Richer, Marshland village

The combination of these four technological disruptions
is leading companies to radically rethink their management, organization
and business models.
Capgemini makes
It is also pushing them
sure that its clients
to find new ways of
benefit from the most
engaging with their cusup-to-date solutions
tomers, suppliers and
employees. In short, to
survive and gain competitive advantage, they must transform themselves into digital enterprises.

Investing in tomorrow’s trends
The Group has headquartered its Global Channels
and Partners organization in the San Francisco
Bay area, close to the most innovative Silicon
Valley companies. Thanks to its extensive sectorial
expertise, the team is able to spot emerging trends
and future technologies, around which new offers
are developed to roll out globally. Capgemini is
making big investments with strategic partners such
as SAP, Oracle, Microsoft, EMC/VMware, HP and IBM.
It is also investing in new areas of innovation with
fast-growing technology partners such as Salesforce.
com, Amazon, Workday, NetSuite, BMC Software,
Pegasystems and SAS. In this way, Capgemini is
enriching its portfolio of offerings and creating
new sources of growth. For their part, the Group’s
partners see Cagemini as an entry point into key
European markets in particular.

4

simultaneous techno
logy
disruptions:
cloud, mobility, big
data,
social networks

Each of Capgemini’s four businesses supports its clients’
digital transformation. By positioning itself as “service orchestrator,” the Group works with its clients to develop a
coherent digital strategy, invest in the right technologies,
and deploy and operate integrated sets of digital solutions.
By collaborating with a whole network of technology providers, the Group ensures that its clients benefit from the
most up-to-date and cost-effective solutions, and that
these always fit in with clients’ existing IT systems. Digital transformation is the “spearhead” for the Group’s new
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portfolio of offers around the four major technological disruptions: cloud, mobility, big data and social networks. The Group
has also developed tailor-made sectorial offers. For consumer
goods & retail clients, for example, it provides offers to transform the end-customer experience by supplying consistency,
whatever the buying route—online, in-store or over the telephone. For the same sector, new offers enable companies to
manage their supply chain and optimize its flexibility. Utility
clients are able to take advantage of Smart Energy solutions
and real-time analytics for smart metering and energy grids.
In the area of public security, Capgemini provides offers
focused on anti-fraud protection in tax and social welfare
systems. And the Group has invested in software solutions
sold on a pay-per-use basis to many clients. These offers are
based on intellectual property (IP) developed internally by
Capgemini or acquired through
the purchase of companies such
Digital
as Prosodie (client relationship
transformation:
management) in 2011, IBX (purcapgemini’s
chase management) and Skvader
“spearhead” for
(pay-per-use smart energy menew offers
ters) in 2010.

Simply. Business Cloud
For Luc-François Salvador, Chairman and CEO of Sogeti:
“Much more than a mere
technology, the cloud is a
tool for transforming the
management of IT systems,
providing an opportunity to
‘work differently’ and adopt
new models for growth.”
In 2012, Capgemini launched
a major campaign to position the Group prominently
in the global cloud business.
As one of the pioneers in
exploiting the business benefits of cloud for its clients,
Capgemini believes that these can be reaped without
adding complexity and risk to the management agenda.
The benefits that cloud can provide are almost limitless.
A few examples: the Group helped a regional government to reduce energy consumption by more than a
third by means of a cloud-powered solution. For a major
consumer goods company it devised cloud-based infrastructure strategies to reduce costs and improve delivery.
For a major North American telecom company it expanded the customer “footprint” and enhanced the online user experience with a first-of-its-kind, cloud-based
multi-channel ordering platform.

“EMC’s investment in Capgemini in Brazil is a key milestone in the strategic alliance between our companies
and represents a step change in the way we’re engaging with our strategic partners,” explains Patrick Nicolet, Director of the Strategic Business Unit Infrastructure
Services. “By partnering with EMC in this way, we will
be able to leverage EMC’s market-leading solutions and
expertise to drive significant growth through
Cloud’s potential
innovative IT solutions
benefits are almost
that deliver exceptional
limitless
value to our clients in
Brazil.”
With its partner BMC Software, Capgemini launched the
BMC remedy-on-demand to help its European clients
speed up the adoption of cloud technologies, while
meeting EU requirements on security, privacy and environmental goals. European outsourcing clients have the
option of moving their IT services desk solution to the
new, BMC solution—a highly standardized pay-per-use
cloud service. As part of their partnership, BMC and Capgemini have launched a joint center of excellence, from
where shared services will be provided to clients. BMC’s
remedy-on-demand service is fully hosted at one of
Capgemini’s European data centers.

Software-as-a-Service (SaaS)
gathers speed
Today, the trend for cloud and on-demand
consumption is confirmed with the growing
success of Software-as-a-Service (SaaS), which
is based on pay-per-use principles. For example,
utility clients now benefit from a SaaS platform,
Smart Water Services, which allows them to
measure the entire water consumption cycle, from
program planning, meter rollout and operations
through to maintenance.
In the area of SaaS, over the past two years
Capgemini has entered into partnerships with
SAP, Oracle, Salesforce and Microsoft, as well as
with new players such as Workday, NetSuite and
Badgeville.
Badgeville is one of the fastest-growing SaaS
companies in Silicon Valley, with over
200 customers worldwide, including the biggest
players such as Oracle, Microsoft, Autodesk, CA
Technologies, Barnes & Noble, EMC, VMware,
Panera Bread, Dell, and A&N Media.
Badgeville is a leading company in
“gamification”—techniques that blend psychology
and technology and pioneered in popular
games. Capgemini Consulting has linked up with
Badgeville to integrate the latter’s expertise, in
this way helping the Group’s clients to accelerate
their digital transformation by engaging,
rewarding and motivating their employees and
customers.

As a way of speeding up its clients’ adoption of cloud
services, the Group has significantly strengthened its
technology and commercial partnerships in this area.
The strategic partnership with EMC in Brazil was extended in 2012. This new type of partnership will see
Capgemini and EMC working on a common commercial
policy for the next five years to implement next-generation cloud solutions that will provide maximum value
to clients.

45%

of cloud
decisions are
being made
by business
managers

Maggie Buggie,
Capgemini Consulting, UK
“Expert in Digital Transformation, I help our clients understand
that the convergence of cloud, mobility, data, analytics,
channels, devices, networks, e-commerce, social change,
people and processes will create new opportunities for business
value and customer intimacy.”
Expert Connect Profile:
http://www.capgemini.com/experts/digital-transformation/maggie-buggie

(Capgemini study 2012)
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Innovation: where the future is being played out, by Francis Pisani

One-stop shop for mobility solutions

Capgemini entered into an unusual partnership with two international newspapers,
Le Monde in France and El Pais in Spain, and Francis Pisani, a freelance journalist
who specializes in technologies. The idea was to follow Pisani’s “tour around the
world of digital innovation”—WINCH5 (Wave of Innovation and Changes on 5
Continents). Throughout the year, Francis Pisani shared three postings on his blog
each week with the Capgemini website. Here he gives his view on innovation.

Capgemini’s clients know that their own customers, as well as their employees, expect to
be able to interact with them at the speed of light, wherever they may be. There has been
a growing and strong demand for mobility connections to their end customers, between
employees and from machine to machine. In 2012, the Group launched a new Global Service
Line in Mobile Solutions. Services are based on SaaS or Platform-as-a-Service (PaaS) models.
All software, implementation, hosting and applications support are available on a pay-peruse basis. This one-stop shop for mobility has won favor with clients such as American Greetings, Coca-Cola, Sanef, Bristol City Council and Carrefour.

Francis Pisani, journalist

“

Today’s knowledge economy is driven by innovation, which has become the new digital. This is
where the future is being played out. At a time when the ‘finished’ world is becoming more integrated,
innovation is the best way forward for creating new markets.
Winning clients in China, for example, is no longer enough. Disruptive or path-breaking innovations may
come in any day from Shanghai or Nairobi. Innovation is ’distributed,’ it is everywhere and anywhere.
This bubbling world can be fought over, understood, followed or integrated—but never ignored. Take,
for example, Café Coffee in Bangalore, PayRollHero in Manilla, Kakao Talk in Seoul or LeadFace in Campinas. ’Disruptors’ such as these are bringing about profound changes in how food and drinks are sold,
the dynamics of social media, how we think about society, and even the way in which we search online. In the process of becoming disseminated via the Internet and ‘creative diasporas,’ new concepts,
technical and business propositions are launched, enriched, and shared.
This proliferation of innovators everywhere contradicts the views of writer
and journalist Thomas Friedman, who famously claimed that the world is
now flat and that we are suffering a process of homogenization. He is right
in affirming that connectivity makes everything visible to everyone. But he
tends to see innovation as an adoption of the Silicon Valley model and fails to
understand that it is always a combination of elements, not all of which are
new, local or imported. What matters is how they are combined.
Distributed innovation is a source of diversity for the very obvious reason that it springs up as a will
to solve problems and take advantage of opportunities, a local mix in most cases. And, thanks to the
Internet, it can quickly go global.
To innovate is to take a stake in one’s own future. It opens up the possibility of modernization without
the disadvantages of dependence. This explains why local communities, entire cities, central governments and companies are now adopting innovative strategies and why the trend will grow and become
stronger over the years.
This is why companies cannot look at the outside world only as a place for potential new clients. They
must track what happens afar and monitor the emergence of innovations that can shake their market,
force them to evolve and adapt their innovation strategy accordingly. Many entrepreneurs from all
around the world now understand that innovation is the way to create markets. This is where the most
bullish companies will be positioned, and where the greatest opportunities are to be found.

“innovation is the
best way forward for
creating new
markets.”

”
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Mobility: a breakthrough with SAP
In 2012, taking the lead on a new type of partnership relationship, the Group signed a strategic co-innovation
and co-development agreement with SAP for mobile solutions—marking a real breakthrough in innovation.
This is the first time ever that a global systems integrator such as Capgemini is participating in the creation
and development of SAP mobile solutions.
For Fernando Alvarez, Mobile Solutions Global
Service Line leader: “We are delighted to have
signed this important co-development agreement
with SAP and to have been named as the ‘referred
systems integrator for mobile sales execution’ in the
consumer products industry. This agreement builds on
our strong relationship with SAP in the area of mobility.
It will help us deliver further value to our customers
as we continually strive to build and provide advice
on solutions, in a sector where mobile channels are
rapidly developing.”

Sanjay Poonen, Head of Global Solutions
for SAP AG, affirms:
“We chose to partner with Capgemini because
of its strong global footprint, deep expertise in
implementation, hosting services, mobile capabilities
and functional expertise in the market. We look
forward to developing our go-to-market strategy
with this partner, one of the leading forces in the
marketplace, over the coming years.”

Paul Tomlinson,
Application Services one, UK
“Expert in Mobility, I help our clients to use any device—
mobile, web-based or other user interfaces—to connect to
their IT systems.”
Expert Connect Profile:
http://www.capgemini.com/experts/sap-portal-security-basis-mobile-consultant/paul-tomlinson
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The secrets of digital advantage
Capgemini Consulting has successfully built a market reputation as one of the first movers—and
leaders—in digital transformation. Its transformation platform and partnership with MIT’s Center for
Digital Business has been the gateway to winning new clients across all the Group’s business lines.
For Pierre-Yves Cros, formerly Director of Capgemini Consulting and now Chief Development Officer
in charge of the Group’s Strategy and M&A: “Digital transformation goes well beyond technology. It is
about the impact that digitization is having on the business, from strategy to people to operations.”
This is also about a new transformation agenda for companies: making customer experiences
coherent within the multitude of channels now available. It’s about making better and smarter
decisions based on an ever-increasing flow of data, creating open enterprises with strong links to
customers and suppliers, encouraging stronger collaboration across often geographically disparate
units, as well as managing these new technologies within the existing company infrastructure.
The latest Capgemini Consulting–MIT survey—The Digital Advantage: how digital leaders outperform
their peers in every industry (November 2012)—received wide media coverage and has been
showcased globally to more than 400 senior executives. It shows that companies with a highly
developed or mature approach to digital transformation—the ‘Digirati’—outperform their industry
competitors. Digital pioneers such as Burberry, Prisa, Asian Paints and L’Oréal generate, on average,
9% higher revenues than other companies through their existing assets, outperform their peers
by 26% in terms of profitability; and achieve significantly higher (12%) market valuations.
According to Didier Bonnet, in charge of the digital transformation offer for Capgemini Consulting:
“These are companies in which the senior leadership team has woken up to the opportunities of digital
transformation and made it happen. They have worked to build digital maturity and they are now reaping
the benefits. Although some executives might be tempted to wait, their competitors are not waiting.”

Catherine Yates,
Infrastructure, UK
“Expert in Infrastructure Services, we help our clients
understand how agile infrastructure can bring beneficial
business change.”
Expert Connect Profile:
http://www.capgemini.com/experts/it-program-delivery/catherine-yates

Today, according to a study carried out by The Economist
Intelligence Unit for Capgemini, two-thirds of executives
believe that their organizations are data-driven; data
collection and analysis underpin their business strategy
and day-to-day decision-making. Leaders who base their
it’s not the volume
judgment solely on a combiof data but the
nation of experience and insability to analyze
tinct are becoming increasinthat data to optimize
gly rare. For Paul Nannetti,
processes and
Group Sales and Portfolio Didecision-making
rector: “The exploitation of big
in real time that
data marks a step change in
adds value
the quality of business decision-making. But it’s not only
through harnessing the many new sources of data that
organizations can obtain competitive advantage. It’s
the ability to quickly and efficiently analyze that data
to optimize processes and decision making in real time
that adds the greatest value.” Genuinely data-driven
companies are able to monitor their customers’ behavior and market conditions with greater certainty, and
react quickly and effectively, especially to differentiate
themselves from their competitors.
Capgemini is investing in new, in-memory computing
capabilities and the ability to store and handle very
diverse data to develop a next generation of real-time
analytics solutions. The Group’s offshore capabilities
enable it to provide many business analytics solutions,
across all the business lines. For example, new offers
were launched to increase the value of outsourcing services for finance analytics and customer analytics. The
contract renewal with Unilever was one of the early successes of the new Business Analytics-as-a-Service offer.
For Hubert Giraud, Director of the Strategic Business Unit
Business Process Outsourcing: “Our outsourcing model
focuses on innovation and continuous improvement,
which is enabled by a platform-driven approach and solutions around cloud, big data analytics and social media.”

A real-time big data solution
Provimi is the global leader in animal nutrition and
operates in 67 manufacturing locations across 25
countries. The company (acquired by Cargill in 2011)
sources its raw materials and ingredients globally.
For this client, Capgemini designed and built the
first live SAP HANA (High Performance Analytical
Appliance) to be implemented in Europe.
Through a combination of applications services,
outsourcing and Business Information Management
(BIM), Capgemini’s experts provided a solution that
allows Provimi’s data to be analyzed in real time.
“The advantage of the SAP HANA solution is that it can
be rolled out quite quickly,” says Rogier Jacobs, Provimi’s
Chief Information Officer. “However, you also need
the infrastructure to run it. So the lead time to have
that infrastructure in place also determines how long it
takes to implement. Thanks to the partnership between
Capgemini and SAP, it took only a couple of weeks
to set up the environment and bring it into production.”

A lab for exploiting
big data
The CUBE* center of excellence
in India builds high value-add
analytical solutions for the
Group’s clients across a range
of sectors—retail, telecom, media & entertainment
and utilities. CUBE’s big data lab supports clients
by helping them to take full advantage of their
huge volumes of data and related technologies.
The solutions provide the Group’s clients with a 360
degree view of their own customers by making use
of all the data they collect via social media channels
and networks. This analysis helps them to improve
their products or services, and run effective marketing
campaigns.
Retail sector clients benefit from a wide range of
new offers: CustomerConnect Retail, built on the
Salesforce.com platform, collects data from multiple
customer channels and helps to provide a more
personalized, customer-centered service in real
time. Other examples include: Next Best Action for
marketing decision, Customer Retention and Revenue
Improvements.
*The CUBE: “CUstomer Business information management Experience”,
is a unique interactive showcase where clients can discover innovative
BIM solutions.
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Transforming businesses into social enterprises

Since 2007, Capgemini has been implementing solutions developed by its partner Salesforce.com. This partnership has now
taken on a new international dimension with the joint launch of a new, fast-growth initiative in 2012. The objective is to
help the Group’s clients take full advantage of the cloud to optimize the customer experience and strategically transform
into social enterprises.
Initially, the new partnership is focusing on markets in France,
the Netherlands, the Nordic countries, North America and
the UK. Capgemini is now well placed in a market expected to be worth US$1 billion within the next two years. For
example, the Group recently launched CustomerConnect Retail,
a solution built on the Salesforce platform to help clients better
understand their customers.
It draws data from multiple customer “touch points” to create
a single view and provide a more
personalized,
customer-centered
service in real time. The solution
uses agile techniques and a cloud
computing model that is scalable to
deliver an improved customer experience across multiple channels—instore, online or via social media.
As Olivier Sevillia, Director of the Strategic Business Unit Application Services Two, explains: “Capgemini’s market is under-

“clients are seeking new business
models based on innovative
technology. At the same time,
they want to continue to
globalize, to standardize and
to improve their operations,
including the total cost of
ownership and flexibility of
their own IT.”
going a major transformation; our clients want to offer new
‘customer experience’ and need to connect in a different way
with their business partners, suppliers and customers; they
are seeking new business models based on innovative technology, especially mobility and cloud. At the same time, they
want to continue to globalize, to standardize and to improve
their operations, including the total cost of ownership and
flexibility of their own IT.”

Hervé Leroux,
Prosodie-Capgemini, France
“Expert in Business Cloud, I help our clients to understand
the importance of multi-channel cloud solutions that
add a new dimension to customer relationships.”
Expert Connect Profile:
http://www.capgemini.com/experts/business-cloud/herve-leroux

Intellectual property—a spearhead for innovation
Capgemini’s portfolio of IP (intellectual property) assets—formed via acquisitions such as Prosodie, as well as developed
in-house or co-developed with its technology partners—will
grow to play a bigger role in its ability to offer innovative,
value-add client services. Today, the Group’s IP assets include
a wide range of products that cover all business needs (for
example, human resources and purchasing) or sectorial –
smart energy meter management in the energy sector.
Among the Group’s offers based on its partners’ technologies is EnergyPath. This ERP (Enterprise Resource Planning) solution is a fully configured version of SAP software
that can be deployed in as few as 100 days. Compared
with the “classic” SAP software, this version is enriched
by functionalities specifically
developed by Capgemini, such
Capgemini’s
as reporting or transactions
IP assets
specific to drilling and energy
include a
companies, enabling them to
wide range
streamline their operations
of products
through greater visibility and
that cover all
control of core business probusiness and
cesses. Integrations carried
sectorial needs
out by the Group during each
implementation over the past
six years have given it the opportunity of adding new,
improved functionalities—these remain the property of
Capgemini. EnergyPath has been chosen by many clients,
including Atwood Oceanics and Marine Well Containment
Company.
Other IP solutions have been wholly developed by Capgemini. Bookplan is a good example. It
increases hospital efficiency by facilitating
the planning and monitoring of surgical
interventions, as well as all preparatory
acts such as x-rays and tests. The solution
also enables hospitals to communicate
with patients via the new digital channels,
for example to arrange hospital visits online
or send patients text messages reminding
them of appointments.

Continuously developed and refined by the Group’s Danish teams
over the past decade, this IP solution is currently used in 30% of Danish hospitals, including two major
university hospitals.
Recently, the solution won a tender
offer from hospitals in northern Denmark. Bookplan is also
being developed by Capgemini’s teams in Germany for use
in that country.
IP solutions are used across all of the Group’s business
units. For example, the BPO Strategic Business Unit is continuing to enrich service offerings with IP content, enabling
clients to benefit from its Global Process Model®—a set of
processes drawn from best global practices, patented in
the US and modeled in the workflow technology platform
BPOpen™. Another IP solution is the IBX purchasing platform (a company specialized in purchase management,
acquired by the Group in 2010), which enriches and differentiates BPO’s procurement offer.

Global
mobile
transactions
will total

617

billion US$
by 2015
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Prosodie-Capgemini—a supplier of proprietary front-office solutions
For Cyril Garcia, previously Global Head of Strategy and now CEO of Capgemini Consulting France,
the acquisition of Prosodie in 2011 marked “the moment when Capgemini entered real-time marketing.”
At present, half of all global purchases are digitally influenced, 7% of sales take place online and 40%
are influenced by an Internet search. It is estimated that global mobile transactions
will total US$617 billion by 2015. The newly branded Prosodie-Capgemini is well positioned in the
market as a front-office services provider, proposing solutions for all of the Group’s global clients.
In 2012, Prosodie-Capgemini won several major contracts in France and Spain. For the French state
health insurance scheme, CNAM, it signed a six-year contract for a calls management solution
for individuals and healthcare professionals. The solution is based on Prosodie-Capgemini’s
IVR (interactive voice response) platform (for call qualification management) and its Odigo cloud
solution for call distribution. Odigo is implemented on 4,500 desktops spread over 80 internal call
centers. The Odigo solution was also chosen by the French employment agency, Pôle Emploi.
In 2012, Prosodie-Capgemini won a project with Total which was looking for a solution to collect
a new eco-tax for heavyweight trucks introduced by the French government. Prosodie-Capgemini also
won a contract with the Spanish telecommunications company Telefonica. The company chose
Bakelite (a Prosodie-Capgemini brand for the design and development of mobile services and PC
tablets) to design its mobile portal Mi Movistar, which will enable its customers to access
a wide range of services.

Retailing and the Internet:
shoppers’ changing faces
A Capgemini global survey of 16,000 digital
shoppers across 16 developing and mature
markets found that 60% expect all retail
channels to have converged by 2014. However,
more than half agreed that most retailers are
not currently consistent in how they present
themselves across channels.
The report also identified six distinct types or
“faces” of shoppers:
social digital shoppers.. . . . . . . . . . . . . . . . . . . . . . .
digital shopaholics. . . . . . . . . . . . . . . . . . . . . . . . . . . . .

2

occasional online shoppers. . . . . . . . . . . . . . . .

billion
telephone
minutes
handled by
ProsodieCapgemini
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rational online shoppers. . . . . . . . . . . . . . . . . . . .
value seekers. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
techno-shy shoppers. . . . . . . . . . . . . . . . . . . . . . . . . .

25%
18%
16%
15%
13%
13%

Claire Hamant, Journey
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An interview with Willem Eelman,
Unilever’s Chief Information Officer (CIO)

Willem Eelman has been CIO at
Unilever since 2010, having joined
the company as a trainee in 1989.
He describes how one of the
world’s largest consumer goods
companies is transforming its
business with the help of IT.

We are all familiar with Unilever, but could you tell
us more about your company—what are its origins
and where is it going today?
Unilever has deep roots and a long history. Our founding
companies go well back into the nineteenth century, with
their origins in two entrepreneurial families, from the
Netherlands and the UK, who merged their businesses in
1929. As a company, we have always been looking for new
frontiers. From the earliest days there were subsidiaries in
Africa, Asia and Latin America.
In the past, when you were operating in remote countries,
people were generally left to manage the business for the
good of Unilever. This gives us a strong, independent operating company culture that served us very well for many
decades. By the 1980s, however, we saw a need to start to
exploit scale much more—while retaining local relevance.
In 2009, when Paul Polman took over as our new CEO, he
devised a compelling and galvanizing vision for the company, the Unilever “Sustainable Living Plan”: to double the
size of the business while reducing its environmental footprint, and to play an important social role by helping people
to live better lives. The Plan has now been embedded into
our strategy. It has fired up our people and drives their motivation, commitment and engagement, and it has become
our business model.
Our new strategy is a four-pronged approach to achieve
these goals. The first is about winning with brands and innovation. At the end of the day, we are a branded fast-moving
46
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For example, social media—where you can have a direct
dialog with your consumers, and listen to what they are
saying about you—is central to our brands’ digital strategy.
We always talked to our consumers via our adverts. We
still do this, but technology now gives us the chance to
talk with our customers—and there is a world of difference
because we can build deep and engaging relationships with
consumers.
This takes us back to Sustainable Living and our company’s
purpose. The stories you tell about your brands on social
media have to be genuine. For example, the Dove brand is
positioned as a caring brand that encourages women to find
their inner, real beauty. If Dove contained non-sustainable
or aggressive ingredients that did not fit with this image,
the fact would be quickly spotted on the social forums.
What we are trying to achieve goes way beyond corporate
social responsibility. We want to deeply penetrate, embed,
and anchor this sustainable living thinking into our brands,
into the way we operate. The underlying foundation is the
same for all brands, but we allow each of them to find the
right expression for their purpose, based on their roots and
heritage.

Unilever‘s Willem Eelman with Capgemini’s
Paul Nannetti, Group Sales and Portfolio
Director, and Pierre Hessler

consumer goods business. Second, it is about collaborating
and connecting with customers to win in the market. This
involves, for example, joint business planning with our core
partners, channel development, and unlocking new channels including e-commerce. The third approach concerns
continuous improvement. You constantly need to take
small steps forward to give you the ammunition to reinvest
in innovation and in brand support. This provides volume
growth, as well as cost benefits, as you leverage your fixed
cost base. We call this the virtuous circle of growth. And
finally, people: you will only win as an organization with
highly motivated people.

What is the place of technology in this ambitious
strategy?
Technology plays a big and growing part in all four elements of our strategy. Whether it is cloud, mobile—and
what mobile technology now enables us to do—or big data
and data analysis, all three, together with social networks,
dramatically transform not just the way our brands are
marketed, but our whole way of doing business. We bring
together these four core technology trends with our four
strategic thrusts, and exploit the technology to accelerate
how Unilever executes the strategy.

Does this mean that global functions like yours
need to play a more subtle and complex role than
in the past? You want to ensure execution in line
with the group’s principles. At the same time,
you have to leave enough space for the creativity
of the brands, while ensuring that everything
fits together.
You have summed up the challenge. Let me put it differently. How do you exploit scale to your advantage to drive
out cost and leverage that scale, while retaining your local
relevance, speed and agility? That is the Holy Grail that we
are trying to find—the magic equation.
Here is how we do it for the digital world. As nothing can
be more local than our brands, up to as recently as ten, or
even five, years ago each brand had its own website. We
replaced this fragmentation with a global capability where
we host a digital presence, supported by a highly professional central group of people. This platform is now available
to all our brands.
We are now able to support a global brand campaign, and
transform it into 40, 50 or 60 local marketing activities in a
few weeks—with a consistency that we could never have
achieved in the past. We share digital imagery, make sure
we have a consistent layout, give people state of the art
apps. All of this has given people the freedom to work on a
platform that supports scale—with the speed the marketing
teams like and the business needs.
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“Whether it is cloud, mobile or big data and data
analysis, all three, together with social networks,
dramatically transform not just the way
our brands are marketed, but our whole
way of doing business.”
You are describing IT which is embedded into so
many of Unilever’s business activities. You cannot
work like before!
That is right, and we have changed radically. Historically,
IT services were organized around geographies. We still
are, to some extent, but we also quickly created a pool
of innovation resources, business-facing resources: I have a
vice-president for IT innovation in marketing and R&D, one
for business intelligence, another for customer and supply
chain. Let me tell you how this works in practice.
For customers, Unilever’s strategy is built around “Customer
2015.” The strategy contains two key enablers: people, of
course, and technology. Increasingly, we are able to get information on our customers in the Western economies from
the cash register. This gives us amazing insights much more
rapidly than in the past. How is innovation being taken up in
the market? Which products and brands rotate quickly and
which do not? Are our price points correct? Which brands
are being bought along with other products and brands?
What does that tell us about effective promotions? Which
products should be put on the shelf and where? These are
all ways of using big data analytics and information that
only five years ago would have been very difficult to do at
the scale that we now do it.
Maybe an even more important example is how Unilever
exploits technology in the developing and emerging markets, where we derive over 55% of our revenues. The mobile revolution in those parts of the world is much faster
than in the developed markets. Countries are leapfrogging
fixed-line technology and moving straight to mobile. This
allows us to empower our sales forces and our partners by
collecting much more detailed information—which helps us
to succeed in the marketplace.
For example, 2,500 distributors in India supply our products
to around four million stores in rural areas. We also have a
network of 50,000 Shakti ladies—“mini entrepreneurs” in
rural Indian villages. They visit their local village shops, as
well as shops in four or five surrounding villages, and present a range of Unilever products. They collect and record
orders on their mobile phones. They have a little warehouse
containing a few weeks’ stock from where they supply the
shopkeepers. Once a week, we collate the orders and automatically initiate a replenishment order to that village. And
the next time the lady visits the shopkeeper, she knows
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exactly what was bought the last time. We give her, on her
phone, a recommended order list based on historical sales
patterns. This is a very effective use of technology, in a way
that is relevant for the market, and at prices and cost levels
that are affordable for that market.

the processes that we support, my team and I have a clear
understanding of how their fundamental transformation can
drive improved outcomes and results. The other angle of
transformation I like is that it shows the discontinuity that
we are in and how radically things have changed over the
past five or ten years.

Would it be true to say that the Shakti lady is
better informed than some of the company’s top
executives 10 or 20 years ago?

However, you have to ask: transformation into what, and
for what purpose? And what happens after the transformation? For me, it is a continuous process, and what I like
about our strategy with its virtuous circle of growth is the
recurring nature. We are on a never-ending quest for new
ways of working, exploiting everything to our advantage,
inclusive of technology, to arrive at a better outcome for
our consumers.

Absolutely! She has information at her fingertips when and
where she needs it. This takes us back to big data, which we
have thoroughly embraced. We have made big investments in
our ability and capability to handle big data. But this is not for
In the future, I expect command and control by some executives in a room in London or RotterCapgemini to engage
dam, making decisions for Thailand,
with us in helping
Indonesia or Germany. We created
to find the next
this capability in order to turn big data
discontinuity.
into real-time information relevant at
the point of decision-making. This information is based not just
on what the consumer has bought in the past, but on demographic profiling derived from social networks.

Given that IT is such an integral part of Unilever’s
business fabric, what does this mean for your role
as CIO?
My role is fascinating. It has moved from being Mr Big IT,
with a focus on major, internal programs—Mr Back Office—
to Mr Innovation and Mr Integration. I sometimes call myself a missionary because I show people what is possible,
and help them find out how this can advance the business.
The CIO always had a good relationship with supply chain
and finance because they were the core internal processes.
Today, my cooperation and my engagement with, for instance, our Chief Marketing Officer or our Chief Customer
Officer are as deep if not deeper because of the role that
technology plays in executing their strategies. Today’s CIO
needs to understand the business intimately in order to be
able to play this role. And this is also true for the organization as a whole: at least a third of my teams are now
completely business-facing.

You are playing such a big role in accelerating the
transformation of the company—aren’t you in effect
the Chief Transformation Officer?

You have painted an impressive picture
of your company, and Capgemini is very proud
to be one of your strategic partners. When I look
at our role today compared with what it was
a decade ago, would you agree that it
has changed dramatically?
Yes it has. Many of our local companies were involved with
Capgemini in the past, but that was in the context of the
then fragmented organization. Our new relationship dates
back some ten years, when Capgemini took over our financial shared services in India. Capgemini now plays a significant role as one of our BPO partners, and we renewed that
relationship a few months ago.
We have a true partnership in the big data area. We are
more than halfway through a successful program called
Connect, which merges Capgemini’s expertise, insights and
domain knowledge with Unilever’s people and the business.
The aim of Connect is to find the most business-relevant
applications of big data, for which we build a coherent big
data capability. This is where I see Capgemini really excelling. You understand that what is important is using big
data to deliver benefits to the business, not just building the
capability for its own sake.
From time to time, a business needs to make non-linear,
transformational moves, and Connect is one of those shifts
for Unilever. In the future, I expect Capgemini to engage
with us in helping to find the next discontinuity.
Interview by Capgemini’s Pierre Hessler

Technology is a key enabler for many of our current transformations. Because of the end-to-end nature of many of
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