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Beyond M2M !

The
Internet
of

_Things” Networked Abundance!

El Sawy Paris Nov 2014



Game Changer #1
Primacy of the Customer Digital Experience

Game Changer #2
—>  Distributed Co-Creation
of Value at the Edges

Digitality
Game Changers

.

Game Changer #3
Continuous Sense-and-
Respond Experimentation

What wer= ws thinking?  No)A4okR:!



The Emerging Digital Enterprise
IS both Connected to the Community
Ecosystem and is Porous ...

Customers
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% Crowds
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Citizens Collaborators/Complementers
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Connecting physical
& digital world

Sense

via sensor

Pooling
customer
Information for
Aggregate
learning

Triggering physical
Action through
Intelligent sensor

Actuate
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ldentifying Tensions

What are new tensions that have been created?
What are current tensions that have been alleviated?

| Decision
Fly-by-Wire Support
Meta Data E ' Individual Data
Data | Profitability
Ownership
Personal Public Good
Privacy
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Networked Abundance + New Tensions

-------------- >> New Digital Business Models !
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Digital Business Models?

¢©

Value Proposition
for Targeted
Customer Segment

$$$$

N
Revenue/Cost The VISOR Framework “Wow”
Model for Digital Business Models Interface
Calculations Experience
for All Partners (USC)
Ay
Organizing Model Service Platforms

A
A 4

for Processes &
Relationships

to Enable Delivery
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Example: Smart parking meter services .....
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Value Proposition
for Targeted
Customer Segment
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Positioning Business Models

Business \ Formulation &
Strategy Sharing of Strategy

Business
Models

Business

Logic of Execution of Operations

Strategic Measures
(Design)
Conduct of day-to-day

Business operations ”
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The Yin & Yang of
Digital Ecosystem Strategy
& Digital Business Models

Digital Ecosystem
Dynamics & Disruptive
Niche Creation

Designing Digital
Business Models &
New Forms of
Value Co-Creation
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Outline

1. From the Internet of Things to Networked Abundance

2. The Connected Car Example

3. Emerging Implications for Enterprise 2020
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The Evolution of the Connected Car

I Under the bonnet

How a self-driving car works

Signals from GPS (global pesitioning system) Lidar (light detection and ranging)
satellites are combined with readings from sensors bounce pulses of light off the
tachometers, altimeters S . surrsundings. These are analysed to
and gyroscopes to provide e identify lane markings and the

more accurate positioning ———— edges of roads

than is possible with

GP5 alone —————————y
o Video cameras detect traffic lights,

read road signs, keep track of the

Radar s pasition of other vehicles and look
SEMSOT - out for pedestrians and obstacles
s, ————=————— onthe road
~ ""b N,
x\‘. -1_\‘ %\\\\T‘F
x.'x .\'- \\| -

Ultrasonic sensors may

be used to measure the T
position of ohjects very The information from all™ =
close to the vehicle, of the sensors is analysed

such as curbs and ather by a central computer that i
vehicles when parking manipulates the steering, R T
accelerator and brakes. Its

software must understand Radar sensors monitor the position of other
the rules of the road, both vehicles nearby. Such sensors are already used
R formal and informal in adaptive cruise-control systems
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Telematics
» Navigation
» Insurance
« Emergency services
= Diagnostics, prognostics

Infotainment and content

- Web browsing !
» Media and entertainment 1
« Communications

__-II
S

Vehicle-to-X communications
= Infrastructure
(e.g., toll plazas, traffic signals)

= Other vehicles
(e.g., crash avoidance)

' L —
-

T
i |

I
I
!

, Autonomous operation
- Cruise control
i - Lane detection
- Autopark
! - Collision avoidance
’ - Self-driving vehicles

The connected car

97161
El:

Source: Forrester Research, Inc.



Connected Car
Ecosystem
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E Government =



Firm-Centric Platforms
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USC

ARE YOU HEADED HOME?

S

CEETHEDEIE 4 B , ,
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TORESERVE ENERGY FORIT?

YES, THAT WOULD BE GREAT /
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From B2B to B2C&D !

Toyota and Salesforce.com Strategic Alliance

TOYOTA gpLeE

{5 TOYOTA friend

Connecting people, cars, dealerships, and
manufacturers in a private social network.
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Volvo Cars Corporation

“Nowadays, you don'’t sell a car. You sell a transportation solution,
and it should be as efficient and smooth as possible. Looking into

the future, we might say we don’t sell a transportation solution, we
sell an experience.”
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B 1256« B
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Figure 2: Screenshots of the Volvo mobile app (Source: shop Android apps — May 2012)



Fly-by-Wire

Meta Data

Data
Ownership

Personal
Privacy
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Managing the Tensions

Decision
Support

Individual Data

Profitability

Public Good
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Outline

1. From the Internet of Things to Networked Abundance

2. The Connected Car Example

3. Emerging Implications for Enterprise 2020
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2 Dominant Meta-Dimensions of the
Networked Abundance Digital Ecosystem

/

Harnessing learning
from the customer
experience
to create value
In the digital ecosystem

Exploiting the intelligent
connection between the
physical & the virtual worlds
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Harnessing learning from the customer experience
to create value in the digital ecosystem

 Shift from “Value in Exchange” to “Value in
Experience”. Instead of assuming value is delivered
In standard gquantities by digital products and
services, then, it is perhaps more useful to see value
as an experience created through use and perceived
by each customer upon the enactment of a digital
service.

 Involves exploiting customer co-creation and device
co-creation.

* There is a shift in some industries that were not
traditionally connected directly to consumers (B2B)
to a co-creation and learning connection with

consumers and devices (B2B + B2C +B2D).
El Sawy Paris Nov 2014
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Exploiting the intelligent connection between the
physical and the virtual worlds

« With Network Abundance, enterprises would be able
to more effectively deploy the Sense-Connect-
Actuate loop in their operations..

« With the deployment of advanced algorithms, the
need for human intervention is the decision making
processes could be minimized or eliminated entirely.

* The challenges for enterprises then would be to
determine what processes should be subject to
“human” re-confirmation (or more likely when such
processes should be subject to intervention) and
what processes should be related to the “Fly-by-
Wire” systems

28
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Alternative Digital Business Postures for

£ Enterprise 2020

Harnessing learning from the customer
experience to create value in the digital
ecosystem

LOW HIGH

Network Abundance

One World Seamless Digital Enterprise
Enterprise Real-Time “Power to the
Edges”

I
©
()]
= >
s <
2 T
O £ 5
EC = HIGH
v 3§ T
£ = 3
o0 =
£ 9o Z
)
—_ C
S o=
Q-'—'
><8°3 LOW
LUC
C
o
(@)

Digital Customer
Two World Digital Enterprise Orientation
Enterprise
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Implication of Networked Abundance for
digital business ecosystems
& business model Innovation?

* New ecosystem configurations

« Devices that generate tons of data and learn
from that

 Customers and devices will collaborate
together and learn from each other

* Much value will be created through the edges
of networks

* New business models will be created
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