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The long-term effects of this will not be truly understood for at least another year, but in the 
short term we have seen how some businesses have been able to make quick decisions and 
shift their priorities. Ford, best known for producing cars, quickly pivoted to manufacture 
ventilators for hospitals, as well as masks and gowns (from the material used in airbags) to 
help increase the supply of vital equipment. Disinfectant and hand sanitizers were produced 
by companies as diverse as Nivea brand-owner Beiersdorf and French fashion house 
owners LVMH, to the UK’s craft brewery, Brewdog. 

The point is that, when they needed to, these brands were able to swiftly adapt to a new and 
urgent need. The agility to do this is the result of two different factors. The first is a culture 
where change is welcomed and embraced; this allows new ideas to be put into action 
quickly. The second is a stable platform of digital capabilities. 

Changing the fundamental processes or behaviors of a business might seem simple in 
theory but in practice requires many different systems to work in concert with one another. 
Companies achieve this through sustained investment over the course of years, based on a 
strategic vision of transformation.

Transformation is an interesting concept, not because the idea is something novel, but 
because every company must ask itself: ‘What’s the point?’

What is the point to transformation? 
For nearly a decade now, companies have been trying to become more digital. But why? 
And for what? A herd mentality has resulted in many ‘failed’ transformation efforts. So much 
so that just the word ‘transformation’ has lost its meaning because very little change comes 
from these projects. It’s how genuine promise turns into hype – that AI will revolutionize 
employment or the cloud will revolutionize customer experiences. 

Those things are possible, of course, but they don’t happen easily. They require a company 
with a clear vision that can put technology to work in achieving its goals. 

So, what is the point? Transformation should make something better – in real life. Whether 
that’s for a customer, an employee, or a partner on the other side of the world, there should 
be a beneficiary. During 2020, 43% of IT leaders felt that customers benefited most from 
investments made in digital transformation, while 30% thought employees did. However, the 
real-life impacts are still the exceptions and not the norm.

The healthcare industry is emerging as a source of innovation; embracing digital to change 
the world for the better. One example is Pfizer and IBM working together to estimate the 
severity of Parkinson’s disease symptoms. That’s clearly a tremendous use of technology. It’s 
not necessary for every instance of transformation to change the world as dramatically as 
that, but it should make something better. It could be helping sports fans find their seats and 
order snacks from their mobiles, for instance, which the Miami Heat basketball team has done.

It’s safe to say that the world saw dramatic change during 2020. On every front - 
economic, political, social and health - people have faced dire circumstances the 
world over. In response, individuals and businesses alike have adapted.

https://www.cbsnews.com/news/vehicles-to-ventilators-ford-general-motors-take-on-coronavirus-60-minutes-2020-04-26/
https://www.cbsnews.com/news/vehicles-to-ventilators-ford-general-motors-take-on-coronavirus-60-minutes-2020-04-26/
https://www.reuters.com/article/idUSL8N2BC76S
https://www.usinenouvelle.com/article/les-unites-de-production-de-parfums-dior-guerlain-et-givenchy-vont-fabriquer-du-gel-hydroalcoolique.N940401
https://inews.co.uk/news/brewdog-founder-james-watt-coronavirus-hand-sanitiser-lockdown-426558
https://www.ibm.com/blogs/research/2020/08/ai-could-help-enable-accurate-remote-monitoring-of-parkinsons-patients/
https://resources.softwareag.com/integration/2020-5-rs-webmethods-io-miami-heat-en
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The ‘outside world’ should remain the focus. If processes become more efficient, or costs are 
managed more effectively, the benefit is often felt by the company implementing them. It 
helps the bottom line and pleases investors. But if ‘transformation’ can’t make a meaningful 
change to real people in everyday real life, then what is it transforming?

Customers the world over are becoming more accustomed to technology making a 
difference in the way that they live their lives - for the better. Whether that’s streaming 
television, booking a taxi or ordering food, many aspects of life are easier because they’re 
digital.

However, until the best experiences become universal, those that don’t make life easier 
stand in stark contrast. Ordering food might be easy through the likes of Just Eat. But 
ordering groceries from the local supermarket can still be quite difficult, or slow. Booking a 
taxi can be done in seconds, but the experience of buying and owning car varies wildly from 
one brand to another.

Three key trends 
We think that three key trends are in motion that will help to make the best experiences 
become more universal and more tangible:

1. Transformation is ready to mean transformation again.  
Some digital transformation projects have been characterized by delays, limiting their 
transformative impact. The Covid-19 pandemic prompted more digital investment and a 
requirement to put measures in place quickly. It has shocked transformation efforts back 
into action. More businesses are now ready to really change. They are finally at a stage 
where their technology can transform the world around them.

2. Generational change will change business behavior.  
We have gone past several milestones in the growth of the Millennial generation in the last 
five years. As we see this group of largely digital natives become decision makers, we will 
see companies deploy and embrace technology in new ways.

3. Resilience-building technology is more important than big bang innovation.  
The driving forces for technology have changed. The instability of 2020, and likelihood 
that it will continue in the future, means that companies see much more immediate and 
tangible requirements to change. Whether it’s geo-political, healthcare or economic, the 
factors testing business resilience are simply too compelling to be ignored.
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1. ‘Transformation’ is ready to mean transformation 
again
Everyone will be familiar with the speed of technology change in 2020. McKinsey suggested 
five years of progress in eight weeks; Microsoft suggested two years of digital transformation 
in two months. There are different estimates of the pace, but almost every company would 
agree that they have seen change, with 60% going through extensive digital transformation. 
The capabilities of digital businesses have evolved a lot in a short space of time.

These investments give companies the tools they need in order to behave in new ways. 
However, behaving like a digital business is not as a consequence of buying technology, it’s 
a combination of technology plus cultural evolution over an extended period of time. So, it’s 
encouraging that 97% of IT leaders see the initiatives of 2020 continuing in 2021.

What that change looks like is what’s important. It’s very easy for companies to use all their 
time and expertise to maintain this new technology, when that time and effort would be 
more impactful if it focused on innovating and delivering new services. Part of successful 
digital transformation is implementing the tools to manage the technology – from 
integration to process management. This will allow more people to focus on using it for 
‘actual’ transformation.

For instance, all this new technology creates a potentially overwhelming amount of new 
data. Data storage company Seagate estimates that 70% of data that businesses capture 
goes unused. Aside from the technical factors required to make data accessible, companies 
need people ready to take advantage of it; there needs to be a culture shift towards using 
data. If people don’t take insights from data and implement them in the real world, ‘digital 
transformation’ will remain theoretical. However, when they do, a company can quickly 
become ‘digitally savvy.’ 

Forrester estimates that, before 2020, only around 15% of companies were ‘digitally savvy.’ 
However, the level of technology investment in 2020 means many more companies are 
ready to earn that label. What does that mean in practice? What behaviors or traits should 
these companies try to replicate?

We associate ‘digitally savvy’ companies with the challengers, the pioneers: the likes of 
Netflix, Uber, AirBnB, and so many more. But they’re not successful simply because they’re 
new. They’re successful because they bring digital capabilities to bear in the real world, for 
the benefit of their target market. 

https://blog.wiwo.de/look-at-it/2020/08/31/zwei-drittel-der-unternehmen-erwarten-dass-sich-die-datenmenge-bis-2025-verfuenffachen/
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Software-first or product-first?

Most challengers started with a strong digital foundation and learned how to apply it to a 
specific market. They made themselves experts in their chosen industry. Tesla is not a car 
company in the traditional sense. Its expertise was in software and renewable energy, which 
were then applied to manufacturing a car.

Companies like Volkswagen or BMW are experts in car manufacturing, and they have been 
investing in their digital capabilities for many years. However, they are still fundamentally 
car manufacturers, while Tesla is a software company. Out in the real world, contrasts can 
be drawn which show one as having a product that adapts to the customer, while the other 
requires the customer to adapt to the product.

During flooding in Florida in 2017 and again during wildfires in California in 2018, Tesla 
removed software-enabled battery limitation measures on all cars – remotely – to help 
customers get themselves to safer areas. (It also made super-charging free during the 
wildfires). The software that the car is built around allowed these helpful changes to be 
made quickly and proactively. The company can bring customer experiences to bear in new, 
imaginative ways very easily.

By contrast, many traditional automotive manufacturers are inflexible in many ways from 
the moment the car rolls off the production line. For instance, some cannot implement 
basic upgrades post-production, such as a heads-up display. This service is enabled by a 
small piece of hardware, of course, but is largely a software capability. Customers are left to 
wonder ‘why can’t it be added?’

Enabling these changes to happen after-sale not only improves the customer experience 
but also offers a chance for extra revenue. It requires a new software-first approach to 
production, though. Let the software define the product, don’t let the product define the 
software.

When the software defines the product, the small additional cost of installing sensors or 
cameras on all models is an investment against the opportunity to upsell software options 
later. When the product defines the software, the car is produced and then software is added 
based on what comes off the production line, but it cannot change very much.

The product itself is important, but the greater benefit is the freedom for businesses to 
do something differently when they need to. So many unforeseen circumstances affect 
businesses and customers, having the agility to react to them is what companies really 
need. And that is ultimately the lesson that 2020 brought.

The barriers to traditional manufacturers bringing digital capabilities to bear in the real world 
do exist, but they can be broken down. The accelerated investment in 2020, has hopefully 
provided the sledgehammer to do just that.
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Ending the duality of experiences 
The experience delivered to customers needs to constantly evolve; 90% of businesses 
see customer expectations increasing into 2021…which will surprise very few. The bar for 
digitally enabled services keeps rising and will be boosted by the investments made during 
2020. The pace of digital transformation is bringing us to the point where excellent digital 
experiences will be the norm. Anyone not there yet will need to change quickly as customers 
are increasingly ‘love it or leave it.’

Banking is a prime example of an industry amid this change. A significant portion of 
customers – for instance 43% of French consumers – use only online banking. In March 
2020, roughly 22% of consumers used a digital wallet to buy something in a physical store. 
During the early stages of the Covid-19 pandemic (April-June), roughly 90% of face-to-face 
transactions in the UK used contactless.

ModularBank estimates that 90% of UK customers see technology as important when 
selecting a bank. The growth of neo-banks – such as Revolut, Monzo or N26 – won’t displace 
traditional banks but their digital capabilities will steal away some custom. Traditional lenders 
may still hold the monopoly for mortgages, for instance, but if they cannot meet customers’ 
digital expectations they will miss out on other products, such as credit cards, small loans or 
current accounts.

The Royal Bank of Scotland (RBS) reacted by launching its own digital bank, Bo, in late 2019. 
Despite shutting down just six months later, it’s remains a signal of an industry adapting. 
Reviews of Bo suggested its features were not as advanced as its digital competitors, but 
RBS will channel its investment and learning, and its digital capability will evolve.

Every business should take heed from competitors (perceived or otherwise) who are making 
strides in digital, whether that’s L’Oreal testing augmented reality for virtual make-overs 
or Ralph Lauren building new digital storefronts. Once customers get a taste for great 
experiences, they will seek them out. Bear in mind that Amazon was once ‘just’ a book seller, 
now it’s not just the biggest retailer, but also one of the biggest cloud providers in the world.

The key thing is for companies to channel and focus their digital investments efficiently. 
Don't simply adapt front end services, transform back-end capabilities and build a modern 
digital infrastructure. Automate as much of the management and maintenance of new 
technology as possible. That allows the experts to focus on using technology to innovate 
and build new products or services around it. This is how real transformation will happen.

https://www2.deloitte.com/fr/fr/pages/services-financier/articles/relations-assurances-et-clients.html
https://www.companynewshq.com/company-news/media-entertainment-company-news/7-predictions-for-how-coronavirus-will-change-retail-in-the-future-market-research-blog/
https://www.cityam.com/barclaycard-processes-900m-in-contactless-payments-since-30-limit-lifted/
https://www.cityam.com/barclaycard-processes-900m-in-contactless-payments-since-30-limit-lifted/
https://www.verdict.co.uk/bo-digital-bank-rbs-natwest/
https://www.wsj.com/articles/loreal-applies-digital-makeover-to-sales-efforts-11605046234
https://wwd.com/business-news/marketing-promotion/ralph-lauren-going-virtual-for-the-holidays-1234654198/
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2. The voice of younger generations will be seen, not 
just heard
In 2015, Millennials became the largest generation represented in the US workforce. In 
2020, they became the largest group of eligible voters in a US Presidential election for 
the first time. The ‘potential’ of Millennials has been discussed for a decade or more, but 
these relatively small milestones signal the beginning of a generational shift. And, now 
that Millennials are decision makers in just over a third of businesses, we will see more 
businesses changing the way that they behave when it comes to digital.

This change will be seen in several ways, one of which being social and environmental 
issues. What Gartner calls a ‘voice of society’ metric will become more common in the next 
few years. Nearly one- third of businesses are expected to measure their actions on social 
issues and assess the impact on performance. BlackRock and Lloyds are two examples of 
big companies already pledging to change on that front. But the real impact will be seen by 
taking a digital-first approach to global environmental efforts.

Younger generations not only have a greater desire to tackle climate change – 71% say it’s 
more important than their own standard of living – but their digital outlook will also drive the 
need for better ‘basics.’ A lot of climate data is estimated: It’s not false, but it uses general 
factors to estimate the scale of the problem. More precise information would help tackle 
the problem more effectively. For example, car emissions measurements can use factory 
estimates or data from sensors on exhausts. The latter takes the fact that every driver 
behaves differently into consideration.

German startup Breeze Technologies already uses smart sensors and AI to provide 
accurate live data on air quality to enable decision making on air pollution. It’s initiatives like 
this, where relatively simple technology can better inform the situation, where we will see 
noticeable evolution.

Building the whole picture through data will help discover the most effective solutions, but 
governments cannot mandate this level of data capture. Companies must be willing to 
integrate technology more naturally into their products, which is more likely with a generation 
of leaders who are inherently digitally native. Understanding technology is not what defines 
someone as a digital native, but their approach to using it in day to day life does.

From digital natives to retiring coders 
Digital natives want to do more than ‘the basics’ when it comes to software. Their 
predecessors in business often saw software as a necessity, which is why products continue 
to define software. This will impact the buying experience first, with software vendors 
expected to provide self-service and free trial options. The generational shift will also see 
businesses more open to using technology in different ways, perhaps not even ways that it 
was initially designed for. A consideration of practical applications will be the outcome. Proofs 
of Concept show that something works, Minimum Viable Products show that someone can 
use it. One change we’re already seeing in action is a move from PoC to MVP.

https://www.nngroup.com/articles/millennials-digital-natives/
https://www.gartner.com/smarterwithgartner/gartner-top-10-strategic-predictions-for-2021-and-beyond/
https://www.nytimes.com/2020/01/14/business/dealbook/larry-fink-blackrock-climate-change.html
https://www.ft.com/content/e3603dee-3b7c-11ea-a01a-bae547046735
https://fortune.com/2020/08/19/generation-z-climate-change-activism/
https://www.shell.de/ueber-uns/shell-jugendstudie/ueber-die-shell-jugendstudie.html
https://www.breeze-technologies.de/de/
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Retirement will also change how workforces interact with technology. As key workers 
retire, coding languages risk dying out because nobody codes in them anymore; specialist 
machinery risks going unmaintained and grinding to a halt. Three-quarters of finance 
directors believe the skills gap created by retiring baby boomers will negatively impact their 
business within 2-5 years, according to recruiter Robert Half.

But it’s not too late to keep that knowledge in the workforce, by passing it over either to 
other people or into a computer. Employees passing on knowledge to the next generations 
will help make a business resilient against the ‘disruption’ of retirement. But it’s not 
always easy to find the right person or to have them in the same location to learn from the 
current experts. That situation can be complicated further if the skills relate to hazardous 
environments where training – or even multiple engineers on site – isn’t practical.

Augmented reality training enabled by IoT could help in some instances. Think about 
engineers sitting in front of their task wearing a Hololens, with an experienced engineer in 
their ear - potentially sitting on the other side of the world. A young engineer can complete 
the task, confident in the outcome because of the experienced engineer overseeing. 
Software AG and Re’flekt are already using these technologies to help businesses in 
Europe.

Handovers are harder for skills like programming languages or process-specific knowledge. 
So, a different kind of technology is needed. There are many possible approaches here. One 
is for engineers to train an AI to re-apply some aspects of their knowledge, for instance 
finding errors in lines of code. Another option is for process mining and Robotic Process 
Discovery (RPD) to get a snapshot of processes and feed it into training systems as well as 
process management platforms to monitor success.

However these skills are transferred, they point to a future where technology is an integral 
part of day-to-day work life in a way that hasn’t been seen before. AI sceptics point to the 
displacement of jobs – and they’re right that we should first protect the workforce. But what 
about roles that will disappear due to retirement? What about an incoming generation of 
employees who actually expect the kind of assistance that automation technology can give 
them?

Education is already helping younger generations. Microsoft’s ‘Get On’ campaign will help 
1.5m people in the UK build careers in technology by 2025. In France, the Aivancity School 
for Technology, Business and Society has opened to help develop skills such as AI. These are 
just two examples.

Just like the PC and the mobile phone, the time is approaching when automation will help 
employees on a day-to-day basis. That is when we’ll see real life impacts. For instance, 
Gartner predicts that by 2025 the customer will be the first human hand to touch more than 
20% of products and produce in the world, because of automation in manufacturing and 
farming.

The World Economic Forum estimates there will be a net gain of 12 million jobs across 
26 countries by 2026 because of AI. The principle of creative destruction will apply to 
some roles, and those that are created will naturally encompass digital tools of some kind. 
Education and career planning will be key for businesses to consider in the future, of course. 
The thing that will support this change though, is the willingness of digital natives to change, 
which will be sufficient to see change happen. 

https://engageemployee.com/skills-shortage-looms-as-the-baby-boomers-start-to-retire/
https://engageemployee.com/skills-shortage-looms-as-the-baby-boomers-start-to-retire/
https://www.softwareag.com/en_corporate/company/news/2020/1211_reflekt_partnership_for_augmented_reality_and_iot.html
https://news.microsoft.com/en-gb/2020/10/13/microsofts-get-on-2021-campaign-to-help-1-5-million-people-in-the-uk-build-careers-in-technology-by-2025/
http://www.parisetudiant.com/etudiant/orientation/formations/aivancity-school-for-technology-business-society.html
https://www.weforum.org/agenda/2020/10/dont-fear-ai-it-will-lead-to-long-term-job-growth/
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3. Quantifiable or Quantum? Why resilience-building 
tech is more important than big-bang innovation
Every prediction for 2021 will talk about quantum computing. The technology is poised to 
develop significantly with extra attention and funding from venture capitalists flooding 
in. However, as ‘big bang’ as quantum could be, it’s not the technological innovation that 
most companies need right now. Not only does this kind of big innovation take time to 
trickle down, but after a year of unexpected challenges, most companies need stability and 
resilience, not wholesale change.

New technologies carry a lot of hype but there is a time lag before they generate positive 
outcomes. There are two reasons for this: the first is that enabling technologies such as 
cloud or data integration are often not in place or mature enough. The second is that 
organizations have struggled to find the right balance between technology and industry 
focus. The outcome is that domain experts, such as banks or retailers, spend too much time 
trying to build the technology themselves and not enough time applying it to benefit their 
customers.

A more impactful innovation is the kind that takes the burden of platform building, 
management or optimization away from the bank or the retailer. This can reduce the time 
between new ideas or strategies being conceived and becoming a reality. One way to do this 
is to automate infrastructure-related complexity, such as integration, process discovery or 
data management. This allows new services to be set up across the company more quickly.

It could also take the form of low-code or no code tools that allow line of business 
employees to apply digital tools themselves. In the previous section we talked about the 
effect of generation change. A new wave of digitally savvy employees using low-code tools 
will bring technology into the real world.

Far from the removing the need for developer expertise, though, first class developer 
skills will be more crucial as a result. In years past, technology teams have been given 
vague briefs, resulting in intricate solutions that don’t connect with the business strategy. 
Digitally savvy leaders will implement a new kind of strategy. They will help bring in 
strong technologies that developers can build upon to create something specific to 
their organization. That’s how they can differentiate. This creates great opportunity for 
technologies that can do some of the initial heavy lifting for businesses.

The value of technology that can take this complexity away from businesses is indicated by 
the hugely successful Snowflake IPO. Snowflake helps companies minimize unnecessary 
costs and become more resilient. It takes a common technology – a data platform – and 
puts it into the cloud. This might sound simple but is actually very complex. Snowflake 
solving that complexity means that other businesses don’t have to. They can easily migrate 
their data to the cloud and keep their focus on outcomes for customers, partners or 
employees.
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The retail industry needs this kind of ‘innovation.’ Omnichannel is back in focus for retailers 
because of growth in online, click-and-collect and other out-of-store purchasing channels. 
Retailers need to be able to roll out new services quickly and cost effectively, which in most 
cases will require collaborating with other organizations. Samsung, for instance, chose 
to implement a WhatsApp support channel. By opting for a proven messaging platform 
– instead of building one – it can focus on rolling it out to customers and creating a high-
quality experience.

In the first section we talked about the digital disruptors. They are often perceived as 
technology masterminds, but their greatest skill is in affecting the customer experience. 
Many of them have cut out the complexity of platform development in order to focus on 
delivering what the customer wants in a better way than anyone else. The fundamental 
technology behind Netflix or Uber isn’t new or revolutionary. What is so different is how they 
have developed their services on top, making those platforms fit their business models. They 
are examples of companies that have used digital tools to capitalize on market opportunities.

Preparing for the future 
In the next year or two the landscape of health, social and geo-political uncertainty will 
bring more unpredictable or unexpected challenges. This will require companies to use 
digital tools to react to threats instead of opportunities. This is an important part of building 
business resilience. 

One way to strengthen resilience is to reduce dependencies, and we see them in many 
forms. The Covid-19 pandemic highlighted dependencies on office-based workforces. While 
employees taking their laptops home seemed simple, updating security protocols, access 
gateways and other infrastructure processes was difficult for some companies. Those that 
had not strategically invested in digital found it the hardest.

We also saw dependencies in the supply chain exposed. Apple was one example of a 
company that had sales threatened by disruption to its suppliers. Companies that are overly 
reliant on just one source for their supply of anything essential are at huge risk.

Identifying these dependencies is difficult, especially in companies defined by siloes – either 
organizational or technological. It’s important for companies to discover them, as changes in 
international regulations – on trade, technology standards or data movement – can disrupt 
not only supply chains, but partnerships, customer relationships and the workforce.
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https://news.samsung.com/in/samsung-enhances-contactless-customer-service-offerings-with-new-whatsapp-support
https://www.businessinsider.com/coronavirus-apple-supply-chain-iphone-12-production-2020-3
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International policies from the USA and China are also affecting trade and technology 
standards on a global scale. Throughout 2020 a digital Iron Curtain descended across the 
world, making it more difficult for companies to operate digitally across new boundaries. 

The point is that any business overly dependent on data or technology from one country is 
taking a risk. International trade or lending agreements could change and suddenly put that 
country on the ‘wrong side’ of the digital iron curtain.

The good news is that, whether the issue is data sovereignty, trade partnerships or 
technology investments, the agility gained from good digital investments will help. The 
first step is to be able to identify those dependencies, which is easier to do if the whole 
infrastructure is connected. Many are not, however. But through process discovery 
and architecture management tools it is still possible to run these risk assessments on 
fragmented infrastructures.

Understanding the lay of the land will enable changes to be made to reduce dependencies. 
So, if one cloud instance, data store or technology platform suddenly compromises any part 
of the business, core operations can be shifted somewhere else. Digital transformation is 
the foundation on which this agility is built.

Investments in cloud have given Ikea in France the agility to change the nature of its 
business. The inevitable drop in overall sales following lockdown didn’t stop it growing 
online sales by 44%, with ‘Black Friday…every day.’ The investment it made in its cloud 
infrastructure over the previous two or three years was vital to handling the massive surge 
of traffic to its cloud infrastructure that this change created.

Technology projects over the past decade may have been characterized by delays or 
seeming procrastination. The challenge has been bridging the gap between the strategy 
and the execution. Now that businesses have gone through a period of rapid change – and 
still face a period of uncertainty – hopefully there are compelling factors for a new approach. 
One where the complexity is removed from the process and companies stay focused on 
building their own agility and resilience.

Technology infrastructure management could learn a little from hedge fund managers’ 
investment portfolios: don’t over-expose in one sector. Diversification spreads the risk, but 
integrating those pieces together is essential. The companies that can master this balancing 
act will be in a much stronger position to deal with any unexpected circumstances.
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https://blog.softwareag.com/integration-east-west-digital-divide-iron-curtain
https://www.zdnet.fr/actualites/e-commerce-au-plus-fort-de-la-crise-ikea-teste-la-resilience-de-sa-strategie-cloud-39912031.htm
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In conclusion: what does 2021 really hold?
Anyone who can say with absolute certainty what lies ahead is a liar or a fool. However, 
we can be quite confident that there will be uncertainty and instability in many different 
forms. The ability to roll with the punches is crucial to success. That’s the easy answer. In 
practice, that means using investments in digital capabilities to create positive outcomes for 
customers, employees or partners. Keep looking outside of the boundaries of the technology 
itself for positive change… that is how businesses can steer their way to not only survival, 
but also to success.

ABOUT SOFTWARE AG
Software AG began its journey in 1969, the year that technology helped put a man on the moon and the software industry was born. Today our infrastructure software makes a world of living connections possible. Every day, millions 
of lives around the world are connected by our technologies. A fluid flow of data fuels hybrid integration and the Industrial Internet of Things. By connecting applications on the ground and in cloud, businesses, governments and 
humanity can instantly see opportunities, make decisions and act immediately. Software AG connects the world to keep it living and thriving. For more information, visit www.softwareag.com. 
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