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2020 «the year from hell>
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«This will change everything!»
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STEPHEN HAWKING

Not afraid of
black holes.,
A.L isanother story.

DEMIS HASSABIS

Full speed
abead!

LARRY PAGE
Green-lighted
Google Brain.

BILL GATES
First you'll lose
your job, Then it

gets scary,

>

PETER THIEL

Will be a winner
either way,

YANN LeCUN
Chill, people!
We got this.

STUART RUSSELL

Earth for
the carthlings!

®© ¢

NICK BOSTROM
Prepare for
“Disneyland

without children.”

STEVE WOZNIAK

Resigned to

being & robot's pet.

ANDREW N6

Trust the robot.

SAM ALTMAN
Sees intergalactic
domination—or
extinction,

MARK
ZUCKERBERG

Worried? Tell

MAX TEGMARK

Uh, can we
talk about this?

ELON MUSK
Eyeing the
next flight to
.“t"'h

-

3

RAY KURZWEIL
Eager to
be acyborg.

|

HIT THE GAS



PREDICTIONS FAILED..

The Year Ahead
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PREDICTIONS FAILED...AND FAILED, AGAIN
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PREDICTIONS FAILED...AND FAILED, AGAIN

Your need-to-know
guide to trends,
themes, and people
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The tyranny of the present

SHORT-TERMISM AND THE RHETORIC OF PRAGMATISM



The greatest danger In
times of turbulence is not
the turbulence; it is to act
with yesterday's logic.

— Verere Deuckee




Fish is the last one
to discover water

Exploitation and Exploration


Fernando G Alberti
Exploitation and Exploration


How to make robust strategy in
times of deep uncertainty and
turbulence?



In many uncertain situations
managers do turn to historical
analogy to anticipate the future



«History does not repeat itself,
but it often rhymes»

Mark Twain






THE «<EROOM> LAW

100

10

New drugs per Sbillion
R&D (log scale)

(1 5
1950

FDA tightens regulations
post thalidomide

FDA clears backlog following
PDUFA regulations and
perhaps relaxes on HIV drugs

Increase in ‘orphans’
plus ‘targeted’
cancer drugs

First wave of biotech

8.4% per year decrease in ~
new drugs per Sbillion R&D ~

1960 1970 1980 1990 2000 2010 2020

Year
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| don't predict.

| just look out the
window and

see what's visible
but not yet seen

— Vevere Dreucker



VISIBLE, BUT NOT YET SEEN!

HUMAN PROGRESS



The Future of Business

Exploring the ideas powering organizations
into the next decade



7 paradigm shifts



#1 THE END OF AVERAGE
Welcome hyper-customization

information accuracy
THE ERA OF INDIVIDUALITY

data lakes ' real-time data
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#2 THE END OF DOING
Welcome assisted development

Internet of Everything
THE ERA OF AUTONOMY

Risky and repetitive tasks ' Artificial Intelligence



ALPHABET Waym




#3 THE END OF REALITY
Welcome to my own world

XR — Extended reality
THE ERA OF PHYGITAL

Hyper-customization ' Computing power






#4 THE END OF ABUNDANCE
There is no Planet B

Resources exploitation
THE ERA OF SCARCITY

Everything here and now ' Globalization



ON Cyclon




#5 THE END OF PROFIT-FIRST
Welcome post-capitalism

«There is no Planet B»
THE ERA OF PURPOSE

Trasparency and ' human-shift

integrity
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Tuesday, 30 April

*«  DOCONOMY

Transaction denied!
You've reached your carbon limit.

Everyday Climate Action

Global Climate {Action
United Netioas Chimon Chorg \ i

MASTERCAR

f

o

DOCONOMY now

Transaction denied!
You've reached your carbon limit.




#6 THE END OF ISOLATION
Welcome platforms

APl economy
THE ERA OF ECOSYSTEMS

connectivity ' hyper-complexity






#7 THE END OF OWNERSHIP
What is mine is yours

dematerialization
THE ERA OF ACCESS

outcome-driven ' platform economy

innovation



homie

Products Howitworks Ourstory Expats FAQ Contact @ My Homie Order now EN WV e

Subscription on household
appliances

Effortless. Flexible. Sustainable.

HOMIE
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American Telephone
& Telegraph
$14.8

Standard Oll of N.J
$10.78

Bethlehem Steel
$718

0 @0«@@

Armour & Co
$5.88

) Swift & Co
$5.78

International
Harvester
$4.98

E.l. du Pont
de Nemours
$4.98

Midvale Steel
& Crdnance

0006 ©

U.S. Rubber
$4.68

Assets (S bn) Inflation adjusted
September 2017

Industry

I Tech

I Conglomerate

I Medical

N Oil & Gas

I Financial Services
Film

I Rubber

1967

International
Business Machines
$258.68

American Telephone
& Telegraph
$200.58

astman Kodak
1778

General Motors
$171.28

d Oil of N.J.

Sears, Roebuck
64.68

neral Electric

gulf il

Mkt. Val. ($ bn) Inflation adjusted
September 2017

I Retail

B Autos

I Telecom

I Steel

B Foods

I Chemicals

I Heavy Equipment

JPMorgan
hase
@ $3308

Alphabet Bitrs

Facebook
$5188

Berkshire Hathaway
$452B

Johnson
(#cfwmm & Johnson
«(‘ofnnun $374B

xxon Mobil
3508

ells Fargo & Co.

Mkt. val. ($ bn) as of November 10th, 2017

every 50 years...

1917 the industrialist era
1967 the hardware era
2017 the platform era

Forbes



Which will be
the next industry
to be disrupted?

Nicholas Negroponte



Managing with dual
strategies:
mastering the
present, preempting

e future
plefuture .

(,.-

bell .
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How often you challenge
current rules of the game?









How often you challenge
your playing field?











Fernando G Alberti


STRATEGIC FORESIGHT

IS NOT IS

« to predict the future « to make it possible to
imagine multiple futures
 to help us figure out what to to help us figure out how to
think about the future think about it



Time is not linear, it’s a loop



STRATEGIC FORESIGHT
Sense, shape and adapt to possible futures

ESIGHT

Scenario Planning

Scenario 1 Scenario 2

A < ;
Scenario 4 ;

= 548 Scenario 3
— = s =
N+ on
£5
ol c b
= X % | A
8o = Uncertainties/Unknowns

]

=

=

What we know today What we know today



The institutionalization of
imagination is the essence of
strategic foresight



STRATEGIC FORESIGHT PROCESS

* Define your time-horizon

* Define participants and setting
e |dentify your hypotheses and assumptions
* Focus on a specific challenge at a time

* Pick suitable tools (and supplies),

* Inhabit the futures you foresighted &

* |solate strategies /. P N

e Commitment and momentum around those strategies
| W

-—?Xﬂ/r &

g 1A




ENVIRONMENTAL SCANNING

Where to look for future-savvy sources?

Organizations: Experts:

+ Trendwatching * Henry Mason
* Trend Hunter * Rohit Bhargava
* Future scan « Amy Webb

* Non Obvious Trends « Cecilia Tham
« Wunderman Thompson + Kevin Kelly

« MIT Insights * Ray Kurzweil

« Google Trends * Roberto Poll



FORESIGHT TOOLS | FUTURES EXPLORATION

COOLHUNTING

A neologism coined in the early 1990s referring to a new kind of marketing professionals who make observations and predictions
in changes of new or existing “cool” cultural fads and trends.

Coolhunting is also referred to as "trend
spotting," and is a subset of trend analysis.
Coolhunters operate mostly in the world

of street fashion and design, but their work
also blurs into that of futurists such as Faith
Popcorn.

Because of the nature of the subjects,
coolhunting is more than just market research.
Teens and preteens are frequently referred to
as a "stubborn" group since they do not
respond well to overt advertising and marketing
campaigns. As a result, coolhunters must be
more subtle in their methods of obtaining data
and information.

Coolhunters will usually collect a group of

people from their target demographic at
random. Coolhunters want to hear what their

subjects have to say, but they also want to
watch their simple gestures, thus when one or
more market researchers interact with the

group, they are often monitored and
videotaped by a non-visible group.

The methods of gathering information during a

focus group interview may be extremely broad,

such as asking questions about lifestyle and
youth culture, or more specific, such as
comparing different brands and determining
which brands the group is most responsive to,
depending on the nature of the study.

Participants in focus groups are frequently
compensated for their time, whether in the
form of money, free products, or other
incentives.

Coolhunters frequently seek out persons who
are thought to be leaders or trend setters
among their target audience. They'll then pay
these people to work as “Cool Narcs”,
gathering information from their peers in secret
and reporting back to their bosses. This is a
common method of coolhunting since it allows
them to observe their target population in their
natural habitat.
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FORESIGHT TOOLS | FUTURES EXPLORATION

DRIVER MAPPING

A critical tool used to help identify high-impact and high-uncertainty drivers, factors and forces of change shaping the future
environment, in particular across social, technological, economic, environmental and political domains.

Driver Mapping (STEEP) Prioritisation Matrix
Focal Issue: Focal Issue:
Society Technology Economy Environment Politics
HIGHER IMPACT
High-Impact, Low-Uncertainty Drivers High-Impact, High-Uncertainty Drivers

Low-Impact Drivers

HIGHER UNCERTAINTY







HIGHER IMPACT

HIGH IMPACT

LOW UNCERTAINTY
DRIVERS

HIGH IMPACT
HIGH UNCERTAINTY
DRIVERS

I

HIGHER UNCERTAINTY




FORESIGHT TOOLS | FUTURES EXPLORATION

Changes in technology, the socio-economical and environmental context, and disruptive events are drivers for trends at the

global, regional and local scales, that are followed by consumers changing and adapting their behavior, expectations and
attitudes according to them; or by businesses to develop new strategies and innovative products and services.

Trend radar
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ACTNOW

ANALYZE
OBSERVE

Visualize the most relevant trends for your
industry based on the impact they have.

Social and cultural trends have a direct influence in
peoples lives shaping the way a society and its culture

evolves.
Business and industry trends outline major changes
that will drive disruption, innovative business models

and new industry standards.
Technology and new developments are enablers for

industry transformation and new consumer

experiences.
Categorize the trends accordingly, and prioritize them
based on how fast can you apply those trends.
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INDUSTRY RESEARCH | TREND RADAR
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BUSINESS AND INDUSTRY

@ MOLECULAR ECONOMY

ROBOTICS AND
AUTOMATION



FORESIGHT TOOLS | FUTURES EXPLORATION

VERGE

A systematic approach to explore drivers of change, issues or scenarios through an ethnographic lens — by taking a human-
focused or cultural perspective. It was developed by Kaipo Lum and Michele Bowman as an alternative to STEEP categories.

Verge template

Scenario:
Time Horizon: Verge can be used in different parts of the
foresight process:

Define: Relate

‘ _ * Help create scenarios by more deeply

S exploring drivers.

* And/or to help understand the implications
of scenarios.

Connect:

Consume: Destroy:

Uncertainties Opportunities



SCENARIO

TIME HORIZON

DEFINE
The concepts, ideas and paradigms we use to define the world around us.

RELATE
The social structures and relationships which link people and organisations.

CONNECT
The technologies used to connect people, places and things.

CREATE

The processes and technology through which we create goods and services.

CONSUME
The goods and services we create, and the ways in which we acquire and use them.

DESTROY
The ways in which we destroy value and the reasons for doing so

UNCERTAINTIES

OPPORTUNITIES

RISKS

VERGE







PREDICTIONS
ON FUTURE
TRENDS



FORESIGHT TOOLS | FUTURE SCENARIOS VISIONING

2X2 SCENARIOS

A widely used method to develop four contrasting future scenarios based on the analysis of drivers of change. It is used to
facilitated discussions to create four contrasting scenarios based on two high-impact, high-uncertainty drivers of change.
Scenarios are not predictions. They are used to explore alternative — and challenging — ways that the future may develop.

Impact and Uncertainty Axis Scenario Framework

HIGH IMPACT

Critical uncertainty
(Highsimpact, high-uncertainty driver)

Critical uncertainty
(High-impact. high-uncertaingy drver)

HIGH UNCERTAINTY




2X2 SCENARIOS

DISRUPTS BUSINESS MODEL

A

INCREMENTAL RADICAL
INNOVATION < - INNOVATION

v

REINFORCES BUSINESS MODEL



2X2 SCENARIOS

DISRUPTS BUSINESS MODEL

A

o PORSCHE

——— PASSPORT

INCREMENTAL RADICAL
INNOVATION < > INNOVATION

\/

REINFORCES BUSINESS MODEL

strategique



FORESIGHT TOOLS | FUTURES EXPLORATION

FUTURE WHEELS

A structured brainstorming that helps participants visualise how important trends, events, or drivers will affect the larger
environment, organise thoughts about future events or trends, think through possible impacts of current trends, show
complex interrelationships, create forecasts within alternative scenarios.

Future Wheels Implications analysis

Third order impact

Implication #1 Implication #2 Implication #3 Implicotion #4

Implication

Second order impoct

First order impoct

‘Why is this
important and/or

provocative?

Impacts and
consequences

Associated events
and trends




SCENARIO

FUTURES WHEEL

SCENARIO
2

SCENARIO

(11

SCENARIO
4

FIRST ORDER

ct
THiRD ORDER MPH




BETTER
HOUSING

P ok | _
J“l;.. ~ ™ ..\
7 4 LONGER
4 COMMUTE

NO NEED CITY
TO DRIVE REVENUES
| DECREASE

- AUTONOMOUS
SCENARIO : DRIVINGCAR LESS

1 : SHARING ACCIDENTS
: SERVICE

SCENARIO
3

SCENARIO
4




FORESIGHT TOOLS | FUTURES PLANNING

THREE HORIZONS

An intuitive way of thinking about what needs to change to move to a particular future in the short, medium and long term. It
is similar to Backcasting as it looks at how a given scenario develops, but it differs by differentiating between declining current
futures, emerging transformative futures, and the transition between them.

Three Horizons Map Reflecting on the Three Horizons
PRESENT TRANSITION FUTURE
1 Present conditions 3 What needs to change! 2 Future conditions What challangas have Enes Merclsdh Wit leir dactinet

‘What new ventures und ideas are mode possible?

§ What essential features need to be kepe?
What needs to be malntained into the future?

arizon | e — 1st horizon

DOMINANCE
i
T




PRESENT TRANSITION FUTURE

A

1 Present conditions 3 What needs to change? 2 Future conditions

4 What is already happening? 5 What essential features need to be kept?

DOMINANCE

3rd Horizon

TIME




FORESIGHT TOOLS | FUTURES PLANNING

BACKCASTING

Backcasting takes a future scenario as given and guides users to identify possible factors and events that led to this scenario
developing. This enables alternative future paths to be imagined, indicators that suggest a particular scenario may be
emerging to be identified, and associated policies, strategies or tactics to be put in place.

Backcasting template

Outcome Tip: Start in the future and move progressively
Yoot aivans | b neervencions Ao G | backwards to understand what needs to happen for a
Future® . particular scenario or desired future to emerge.

* Fill in intermediary timeframes to allow you to step
back evenly from the future to the present.

Present*




BACKCASTING

-

/ KEY EVENT
KEY EVENT

KEY EVENT

KEY EVENT

i
i

KEY EVENT

KEY EVENT

.

PRESENT FUTURE STATE



BACKCASTING

KEY EVENT

KEY EVENT

KEY EVENT

KEY EVENT

PRESENT FUTURE STATE
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FORESIGHT TOOLS | FUTURES PLANNING

WIND TUNNELING

A participatory discussion of strategy and policy options across different scenarios. It is particularly useful for understanding
which strategies are most resilient across a range of future conditions, or to identify those which are important to plan or

prepare for, in the event of a particular scenario.

Wind Tunnelling Template

The discussion’s output is a matrix rating the

T
Policy | Vision (optonal) Scenario 1 Scenario 2 Scenario 3 Scenario 4

effectiveness of strategies/policies across a range of
Fam scenarios.

oty 2 As a next step, users can use the outputs to inform
F A 1 - strategy and policy planning, risk monitoring, and
oty 3 assessing impact and capability.

Policy &

Palicy 5




WIND-TUNNELING

Policy 1

Policy 2

Policy 3

Policy 4

Policy 5




FORESIGHT TOOLS | FUTURES EXPLORATION

TREND ANALYSIS

An in-depth analysis of trends will help you not only to understand your consumers better, but also a good way to gather
insights and inspiration from your competitors, the industry and markets to help you develop a growth strategy for your idea.

Trend analysis template

Analyze emerging trends that are changing
P p— - your industry.

Start by looking for the applications of the trends and how
businesses and organizations are using them.

Understand the political, socio-economic and
technological factors that are driving this trend.

The impact this trend is having in your customer’s
behavior, needs and desires and the new expectations is
creating.
|dentify the key takeaways from this trend and ask
yourself how can you use this trend to serve your

HOW CAN THIS TREND HELP YOU SERVE YOUR CUSTOMER'S EXPECTATIONS? customers better.



TREND

TREND ANALYSIS

APPLICATIONS

IMPACT

INSIGHTS

HOW CAN THIS TREND HELP YOU SERVE YOUR CUSTOMER'’S EXPECTATIONS?




trReno  HUMAN 4.0

Interfaces will become more intuitive allowing humang to move beyond screeng towards a world where our bodieg interact with
wearableg and emart environments to enhance our experiences, and augmenting our human characteristice and capabilities

APPLICATIONS IMPACT

The recent massive gecurity breacheg from platforme
like Facebook and Uber have challenged uger trugt and
gparked feare and threate about autonomy, identity,
safety and privacy; and how congumers expect tech
organizationg to behave.

INSIGHTS

Organizationg need to engure that their interfaces and
algorithme are trangparent, ethical and unbiaged to
mitigate the negative impact of their technology.

Alipay hag launched a new way to pay at KFC in China — by smiling.
So far, the facial payment system i¢ only available at a single KFC in
Hangzhou, China. The Smile to Pay technology needs about one to two
geconds of facial scanning with a 30 camera and a “liveness detection
algorithm” to check the identity of the person paying, who must algo
enter their mobile phone number to help quard againgt fraud.

HOW CAN THIS TREND HELP YOU SERVE YOUR CUSTOMER'’S EXPECTATIONS?

Aq interactione with ugere evolve from periodic engagemente via a screen to congictent, connected experiences, we mugt
create new serviceg that are deeply integrated in the physical world.




ZOOM OUT

1. Envision
Synthesize a shared
view of the long-
term (10-20 years)
direction of

your industry

2. Focus
Determine what your
business needs to
look like to succeed
in the future,
specifying where to
play and how

to win

ZOOM IN

3. Define

Identify two to three
initiatives (no more)
that have the greatest
potential to
accelerate your path
toward that long-term
destination over the
next six to

12 months

ZOOM OUT-ZOOMIN

4. Mobilize

Ensure there is a
critical mass of
resources aligned
against the key
initiatives and that
clear measures of
success are
established




COMPETITIVENESS

Harvard *— s
Business , Dopetapandnis move e,

muovi strumenti e nuovi obiettivi

4
L’orgamzzaznone Strategie
a prova di futuro per tempi

turbolenti

Un modo
NUOVD
di pianificare

RILANCIARE

LA COMPETITIVITA

DALLA CREAZIONE DI VALORE CONDIVISO
AL RIDISEGNO DEI MODELLI DI BUSINESS

LESETTE DISCONTINUITA COMPETITIVE CHE
CAMILAND FER SESTMULLE ORGANIZZAZION]

Sei traiettoric per rilanciare
La competitivita delle imprese
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TAKE HOLD OF
THE FUTURE OR
THE FUTURE

WILL TAKE HOLD
OF YOU -

BE FUTUREWISE.

- Patrick Dixon
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