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We identified a small group of leading innovators
that financially outperform: Torchbearers

Market perception of the enterprise * Torchbearers
34% 42% 24% 247

Market Leading of the total population are
Followers Peer level Innovators Leading Innovators

20%

of Leading Innovators are
2% 5% 2()% Outperformers; thus

5%

Outperformers in revenue growth and profitability of the total population
are Torchbearers
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Can you see the competition coming?
Prepare for the digital invaders
Create a panoramic perspective
Be first, be best, or be nowhere

Scope, scale, and speed
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What's putting the world's

top executives on edge~?
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CxOs expect industry convergence to have the

biggest impact on their business

Top trends to impact business (in 3 to 5 years)

o 70%
./ L .\./.\.

607

/ 50%
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‘<.>.—7\ / 7 0%

10%

cyO
Totaik CEO CFO CHRO CIO CMO COO 0
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Industry convergence

The “anywhere” workplace

Rising cyber risk

The redistribution of
consumer purchasing power

The sustainability imperative

Alternative finance and
financing mechanisms

The sharing economy
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beqomlng ambiguous.”

Yong Eum Ban, CFO, JoongAng Media Network, South Korea"
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New permutations are emerging out of “old” industries

Fitbit

Mionsanto
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“We know expectations are rising but what,
exactly, will customers expect?

We don’t know that yet.

And those expectations aren’t set by us
or by our competitors; they're set outside
our industry by Apple or Amazon.

That's who we’re competing against, really.”
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“Ankle-Biters”

“The ‘Uber syndrome’ — where a Competltor
with a completely different aedel
. -‘ - = = 4 =

Piotr Ruszowski, CMO, Mondial Assistance, zP"oland
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CxOs are terrified of outsiders making a land grab

Business landscape change (in 3 to 5 years)

54%

More competition expected (I— 26%

29%

More competition expected
from within the same industry

39%

from other industries
43%

no change

“We used to look at the Four Seasons as a competitor.
Now we look at disruptors like Airbnb.”

CMO, Travel, United Arab Emirates
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Can you see the competition coming?
Prepare for the digital invaders
Create a panoramic perspective
Be first, be best, or be nowhere

Scope, scale, and speed
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CEQOs again selected technology as the most
important external force that will affect their enterprise

External forces impacting the enterprise (in 3 to 5 years)
2004 2006 2008 2010 2012 2013 2015

Market factors
Regulatory concerns
Macro-economic factors
People skills
Socio-economic factors
Globalization
Geopolitical factors

Environmental issues
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For the first time, the entire C-suite selected
technology as the main game changer

External forces impacting the enterprise (in 3 to 5 years)

/2% 71%
55%
51% 48%
I I 34%

31% 31%
27 %

Technology Market Regulatory  Macro- People skills Socio- Globalization Geopolitical Environmental
factors factors concerns economic economic factors issues -
factors factors iy
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CxOs increasingly leverage new technologies to

focus on customers as individuals

Business landscape change (in 3 to 5 years)

8% 81%

More face-to-face interaction More digital, virtual interaction

20% 68%

no change

(+1 9%

66%

More focus on customers
as individuals

54%

1%

More focus on customers
as segments

33%

no change
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Many organizations acknowledge the need to get
closer to the action

Business landscape change (in 3 to 5 years)

More centralized no change More decentralized
decision making decision making

“We need to change the way we make decisions. If we empower our
employees more and more, we’ll be able to accelerate the speed at

which we do business.”
Shogo lkeuchi, CHRO, Recruit Holdings, Japan
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Torchbearers are better placed to take on the
disrupters

Business landscape change (in 3 to 5 years)

More competition expected Greater focus on More decentralized
from other industries new markets decision-making

® Torchbearers ® Market Followers
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Put more scouts on the frontline

Share to shine
Seize the middle space
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Can you see the competition coming?
Prepare for the digital invaders
Create a panoramic perspective
Be first, be best, or be nowhere

Scope, scale, and speed
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“The hardest thing is workifig
=*out wheiher what's happenmg

IS hype trendh.or tsunaml._g

Faik Acikalin, CEO, Yap! Kredi Bankasi, Turkey
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The technologies that CxOs expect to revolutionize
business tomorrow are already in play today

Technologies revolutionizing business (in 3 to 5 years)

Cloud computing and services I S
Mobile solutions B 2 5
Internet of Things (loT) I
Cognitive computing I i

Advanced manufacturing technologies I 2c

New energy sources and solutions T 25

Bioengineering - 10%

Man-machine hybrids B 10
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Torchbearers place more weight on “big-bet”
technologies

Technologies revolutionizing business (in 3 to 5 years)

Cognitive computing Advanced manufacturing New energy sources
technologies and solutions

® Torchbearers ® Market Followers
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Surprisingly, only half of CxOs draw on customer
feedback for insight

External sources to identify the next wave

55%
51% 50%
47%
39%
29%
21%

External thought Customer Market research  Competitors Companies in Blogs and Traditional
leaders feedback firms and analysts adjacent social media media .
industries sites i
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Torchbearers pay more attention to their customers
than to their competitors

External sources to identify the next wave

Customer feedback Competitors

® Torchbearers ® Market Followers
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How to create a panoramic perspective

Cultivate'your'cognitive capabllities
Form your own:futures squad

Take an ecocentric view of the world

TR
b
(e

25 ©201508MICerparations ... IBMinstitute for Business:Value el




26

©2015 IBM Corporation

Can you see the competition coming?
Prepare for the digital invaders
Create a panoramic perspective
Be first, be best, or be nowhere

Scope, scale, and speed
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Kazuo Hirai, CEO, Sony Corporation, Japan
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Most CxOs believe technology will cause them to
reassess the way they run their business

Core building blocks of an organization’s business model
most impacted by the next wave

73%

68%

61% 60%

Product/ Operating Partnerships Delivery Revenue Customer types
service model channels model or segments -
portfolio 'I; ii
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Torchbearers, by contrast, are far more concerned
with preparing to change how they go to market

Parts of the business most impacted by the next wave

Revenue model Customer segments

® Torchbearers ® Market Followers
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When CxOs explore new business models, the
“open” and “platform” types are the top choices

Business model types (experimenting with or considering)
497

417%

Open Platform Integrator Freemium Razor and Long tail
(ecosystem) blade i
I
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Torchbearers are more likely to have deployed a
more future-oriented business model

Business model types (currently using)

Open Platform
(ecosystem)

® Torchbearers ® Market Followers
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Whether launching a new business model or a new
product offering, Torchbearers prefer to be first

Preference to reach the market first

® Torchbearers ® Market Followers
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Investigate unfamiliar territory.

Go offline to test for the best
Create — and capture — the moment
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Can you see the competition coming?
Prepare for the digital invaders
Create a panoramic perspective
Be first, be best, or be nowhere

Scope, scale, and speed

sy
]
IBM Institute for Business Value fre]]



Scope

Look for new opportunities in related industries
Clearly define where you want to play, while keeping all options.on the‘table
Leverage your partner ecosystem to expand your traditional market boundaries
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Place bigger bets on emerging technologies with higher risks and returns
Protect your competitive advantage by committing resources to key capabilities
Be prepared to back your ideas to the fullest extent necessary
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Speed

EXperiment extensively and aggressively
Adopt an agile approach in all aspects of innovation and execution
Make it to the finish line first
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Redefining
Boundaries
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Insights from IBM’s Global C-suite Study

We invite you to continue the conversation

Ibm.com/csuitestudy
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