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Introduction

If there is one lesson we will eventually
take fromn COVID-19, it's the paranoia that
government and business leaders now
live with: the constant fear that a crisis
like this could ever catch them cold
again. This paranoia must spur them to
take preventative action and not rely on
their ability to deliver rapid treatments.
Treating symptoms simply papers over
the deepest cracks of the causes—
problems that remain unsolved despite
all the debt we've incurred.

We can't vaccinate our planet when
things get really bad—we must cure it
ahead of time.

Barring future pandemics and world
wars, which we seem to be able to treat
by throwing extraordinary amounts of
money into science and military coffers,
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the next looming crisis is a climate
meltdown. The only cure is through smart
and painful prevention, not quick-fire,
after-the-crisis inoculation.

Prevention requires educated people
that will listen and then change their
behaviors. No one really took the threat
of nuclear war seriously until Japan
experienced the horrors of Hiroshima and
Nagasaki. The world recovered from the
horrors of this “limited” nuclear war, the
experiences, hopefully, proving to be an
effective preventative for many decades
to come. But there is no second chance if
we continue to destroy our planet. There
can be no “lessons learned” when the
world runs out of water—just a shortcut
to the end of humanity.
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— COVID-19 is driving two major trends that can

deliver OneOffice capabilities and inoculate us
against future pandemics—making better
businesses for people and planet

The digital drive to OneOffice has
accelerated our ability to shape the
future we intend by listening, learning,
and responding to data. Add the
accompanying scaling up of our
appreciation of the connectedness of
the ecosystem in which we operate, and
we must be ready to place the
experience we create for the planet on
the same business-critical footing as
OneOffice had already placed customer
and employee experience (see Exhibit 1).

Enterprise leaders can score a win for
profit and planet if they learn that what is
good for business can only go hand-in-
hand with what is good for people
(employees and customers) and our
planet.

Exhibit 1

This lesson is not only business critical.
COVID-19 is not our 100-year pandemic.
The Spanish Flu took 5% of the
population. COVID-19's mortality rate is
far kinder. Our scientists expect more
pandemics unless we reduce the
pressures we place on the environment.
COVID-19 has shifted sustainability from
something nice to have in the annual
report to an aggressive threat to
business, inspiring a growing response.

As early as 2018, PWC reported that 72%
of companies mentioned the UN's
Sustainable Development Goals in their
annual reports, yet only 27% had included
meeting those goals in their business
strategies by 2020.

Cue COVID-19.

The OneOffice Organization—add “Planet Experience” to Customer and Employee
Experience

Planet Experience

NATIVE SUSTAINABILITY

- Planet Data, capturing the needs of the planet,
becomes core to business decisions taken and
enabled in every process design.

- Planet Experience (PX) is placed on same footing
as EX and CX at the heart of the OneOffice.

Employee Experience 1// AN Customer Experience

TOUCHLESS

DIGITAL INFRASTRUCTURE

- Digitization and Automation of Processes

- Cloudification and Security INTERACTION
- Unification of Data (o) neoff ice

AUGMENTED WORKFORCE NATIVE AUTOMATION
- Autonomous, Agile Mindset
+ Inclusive, Digital Mindset

.

- Aligned Outcomes
+ LEAN and Design Thinking

ANTICIPATORY INSIGHTS
- Predictive Analytics

- Al Orchestrated Processes
- Machine Learning

Source: HFS Research, 2021

PEOPLE & PROCESS CHANGE
DATA & DECISIONS ENGAGEMENT

CUSTOMER-DRIVEN
PROCESS DESIGN
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demand

Companies are now running to play
catch-up with their more immediately
responsive customers. Capgemini found
that COVID-19 has increased consumer
awareness and commitment to buying
sustainably, with 67% now more cautious
about the scarcity of natural resources
post-COVID. More than three-quarters
say they are more loyal to businesses
that make sustainability core.

Accenture identified the need for value
alignment to sustainability in its 2021
Technology Vision, as we reported in our
HFS Highlight Accenture’s Technology
Vision 2021: Leaders have to Rise Up for a
Once in a Generation Opportunity to
Change. In January, another HFS
Highlight showed how Accenture was set
to change the sustainability game—very
much in line with our HFS take on Planet
Experience:

+ Responsibility by design:
Sustainability will be embedded in
every project, service, and part of
Accenture—it will be the default rather
than a standalone department, team,
or strategy.

+ 360-degree value: Accenture
is developing metrics beyond
measuring its corporate responsibility
that will track its broader impact on
clients at both the account and
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— COVID-19 boosts sustainability awareness—and

project levels. We'll be keeping a close
eye on the details as Accenture
grapples with a problem few have
solved: how to define and measure
sustainability’s value.

+ Launch of sustainability services: A
response to a market where
sustainability has moved from the
fringes of businesses’ visions to their
core. Firms recognize that entire
business models need to change—
every industry from energy
(distributed and renewable energy)
through to banking (adjusting for
climate risk) is seeing its fundamental
business models change. Accenture’s
services target helping clients
manage this transformation.

“Sustainability needs financial and
cultural investment—while becoming a
core part of businesses rather than a
standalone strategy,” we stated in our
HFS Highlight Atos and IBM expand the
decarbonization solution ecosystem.

The good news is that we have the
technology and services to help us do
the right thing for business and the
planet. But before we begin the
accelerated journey we need to make,
there’'s work to do...


https://www.capgemini.com/gb-en/research/how-sustainability-is-fundamentally-changing-consumer-preferences?utm_source=pr&utm_medium=referral&utm_content=cprd_none_link_pressrelease_none&utm_campaign=CPRD_cri_cpr
https://www.hfsresearch.com/research/hfs-highlight-accentures-technology-vision-2021-leaders-have-to-rise-up-for-a-once-in-a-generation-opportunity-to-change/
https://www.hfsresearch.com/research/hfs-highlight-accenture-is-set-to-change-the-sustainability-game/
https://newsroom.accenture.com/news/change-powers-accentures-biggest-brand-move-in-a-decade.htm
https://www.hfsresearch.com/research/hfs-highlight-atos-and-ibm-expand-the-decarbonization-solutions-ecosystem/

— Intelligence-infused tech informs, warns, and

accelerates action

We can equip our organizations to listen-
learn-respond at a greater pace and
with smarter predictive accuracy than at
any previous point in history.

By choosing to listen, learn, and respond
to the planet’s needs, we can create
genuinely sustainable value that works
for our people, our customers, and the

world we operate in.

The intelligence-infused technologies we
now have to direct our data gathering,
generate insight, inform decisions (both
automated and human-augmenting),
and run end-to-end processes from
ideation to delivery give us new power to
be informed, warned, and responsive.

—— Business leaders must start now on their climate

roadmap

You need a climate change roadmap.
Where are you now? Where do you need
to go? How do you get there?

We know we need to be net-zero carbon
by 2050. But few know the scale of the
journey because they don't know exactly
where they are starting from. Every
business needs to understand its carbon
footprint.

Exhibit 2

Like all strategies, this one starts with
data (see Exhibit 2). That means
quantifying your direct, indirect, and
broader supply chain or ecosystem
emissions (often referred to in
greenhouse gas reporting protocols as
scope 1, 2, and 3 emissions, respectively).

The HFS Data Cycle: It all starts and ends with data—your strategy is to refine it

N s
Re-think /O\

processes A d

to get
the data

Get the data
You are PN to win in your

Design your
new operational
flows in
the cloud

HFS OneOffice "

probably here market Data Cycle

Apply Al to
your data
flows to
anticipate
at speed

Source: HFS Research, 2021
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This data acts as the starting point for
your roadmap, and it fuels the
technology that will help you get to your
net-zero endpoint. Cloud and enterprise
platform firms such as Salesforce,
Google, IBM, Atos, and Accenture are
adapting their suites to allow leaders to
measure, monitor, and optimize their
emissions and broader sustainability
metrics (environmentol, social,
governance [ESG]).

Keep an eye on HFS in the coming
months as we unravel the data
requirements for a preventative and
planet-positive approach to your climate
change impact. It's a preventative
approach for reducing your footprint on
the planet and the near-certain
regulations for businesses to
decarbonize as governments set legally
binding targets.

COP26 (the UN climate summit) in
November 2021 is building up to one such
watershed moment, five years on from
the famous Paris Agreement. We know
we haven't gone far enough in these last
five years, and we are not on track to
meet our targets.

With the US back at the climate table
and the UK (at least in rhetoric, anyhow)
aiming to be a climate leader, we can
expect a continually changing
landscape from here on out. By getting
your own house in order, you can go a
long way to being part of the solution to
climate change rather than part of the
problem. Become a leader—don't play
constant catch-up as a rule-follower
(see Exhibit 3).

Exhibit 3

HFS Planet Experience (PX) transformation journey

+ PXis at the core of all value-focused decision making
« Benefits for the planet are a lead project performance KPI, alongside CX and EX

Process + PXis permanently incorporated in most processes and workflows
engagement + PXis widely considered critical to business success

+ The planet's POV (PX) is included on an experimental project-by-
Ad-hoc project basis

engagement + Marketing highlights coincidental (rather than intended) planet-
positive outcomes

+ Always playing catch-up to respond to the formal regulation,
which acts as the only constraint on your exploitation of
Rule customers, suppliers, employees, and planet

follower « Planning is short-term, maximizing profit vs building a
sustainable business

Source: HFS Research, 2021
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https://www.hfsresearch.com/research/make-sustainability-native-lessons-from-digital-transformation-during-covid-19/

— The Bottom Line: Embrace the OneOffice mindset
and help create a global planet-positive economy

to benefit all

Success requires embracing change and
standing ready to try new things in the
face of multiple unknowns. That
readiness to respond with positive
change is the OneOffice mindset that will
serve us well if we are to truly learn the
lessons of COVID-19 and make
fundamental changes in sustainability
and inclusivity in time.
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That's good for business—and for the
world we operate in.

Together we can equip and create a
global planet-positive economy fast
enough to prevent the looming climate
crisis endgame.

OneOffice. OneWorld.
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https://www.hfsresearch.com/analyst/phil-fersht/
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About HFS Research: Insight, Inspiration, Impact

HFS is a unique analyst organization that combines deep
visionary expertise with rapid demand side analysis of the
Global 2000. Its outlook for the future is admired across the
global technology and business operations industries. Its
analysts are respected for their no-nonsense insights based
on demand side data and engagements with industry
practioners.

HFS Research introduced the world to terms such as "RPA"
(Robotic Process Automation) in 2012 and more recently, the
HFS OneOffice™. The HFS mission is to provide visionary
insight into the major innovations impacting business
operations such as Automation, Artificial Intelligence,
Blockchain, Internet of Things, Digital Business Models and
Smart Analytics.

Read more about HFS and our initiatives on
www.HFSresearch.com or follow @HFSResearch.
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