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Web Summit is an unrivalled global meeting 
place for the world’s most disruptive 
technology companies and those interested 
in how that disruption can transform their 
businesses and their lives. Now in its ninth 
year, it’s grown from 400 attendees to over 
70,000 from more than 170 countries. 

Described by Forbes as “the best technology conference on the planet”, the event 
saw some 1,200 speakers gather in its semi-permanent home of Lisbon, Portugal 
to ponder a simple question: where to next? We’re in a time of great uncertainty for 
industry upon industry and the world itself, and technology is and will continue to 
play a crucial role in what’s to come, both in obvious and inconspicuous ways.

The roster of speakers included Twitter co-founder Evan Williams; inventor of the 
World Wide Web Tim Berners-Lee; Lisa Jackson, Vice President of Environment, 
Policy and Social Initiatives at Apple; Young Sohn, President & Chief Strategy Officer 
of Samsung Electronics; Michelle Peluso, Senior Vice President and Chief Marketing 
Officer at IBM; and many more policymakers, heads of state and founders and 
senior representatives of technology companies and fast-growing start-ups. 

Joining the list this year was our own Worldwide CEO Mike Cooper, who had a 
fireside chat with Andy Wilman, Executive Producer of The Grand Tour, to discuss 
how the show was born, how it grew to be one of the most valuable media 
properties in Amazon’s inventory and what the future may hold – both for the show 
and for automotive brands. 

From the death of retail to the future of the auto industry; from the potential of 
indoor farming (could it feed the world?) to the importance of gender equality and 
greater diversity, the schedule of events covered an array of topics that melded the 
past, present and future, and all the ways in which tech ties them together.

This is a snapshot of some of our key takeaways and talking points from this year’s 
Web Summit.
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Mike Cooper, PHD Worldwide CEO sat down 
for a fireside chat with Andy Wilman, Executive 
Producer of The Grand Tour, to discuss how the 
show was born and how it came to be one of 
the most valuable media properties in Amazon’s 
inventory.

When Amazon comes into a new space, they go 
full-tilt with a lot of ambition (and money).

“We never set out to make a big global show,” 
said Andy Wilman, Executive Producer of The 
Grand Tour, the motoring series created with 
Jeremy Clarkson, Richard Hammond and James 
May following their departure from the BBC’s Top 
Gear. “We just set out to make a better show than 
the one that existed.”

With a company like Amazon behind you, it 
would be difficult to not make a global show, 
particularly with their push on production. The 
commerce conglomerate was set on using the 
highest quality technology available, and while 
that comes at a big cost, it ultimately led to a 
big reward for both sides. The first episode of 
The Grand Tour was the most watched premiere 
episode in Amazon’s history (and the most 
illegally downloaded premiere of all time).

Technology championing aside, Wilman and all 
involved with the show are primarily left to their 
own devices. Amazon is aware that the format of 
the show is one that consumers are not only used 
to but actively seek out, thanks to the decade-
long international success of Top Gear.

How The Grand Tour was born:  
Mike Cooper in conversation with Andy Wilman

Wilman, however, is a little more humble on the 
matter.

“I like to think of it as a band making albums,” he 
said. “We have a sound, but each new show is like 
a new album. There’ll be hit songs, decent songs, 
experimental ones that don’t work. You’ll have hits 
and misses.”

Mike Cooper, CEO of PHD Worldwide, which is 
the global media agency for the Volkswagen 
Group, approached the subject with a keen 
eye for the advertising side of the automotive 
industry. While there’s a healthy demand 
for automotive content, one of the biggest 
challenges for brands continues to be how they 
can engage with younger audiences.

Wilman pointed out the conservative nature 
of mainstream advertising in the industry — 
traditionally it’s a beautiful photograph, beautiful 
setting, strapline.

“With digital, you should go crazy,” Wilman said. 
“When I see car manufacturers make a slightly 
smaller version of what they do with mainstream 
on digital, it’s bollocks.

“Carpool Karaoke is the right thing to do, as an 
example,” he added, referring to PHD’s campaign 
for Porsche. “Because you might as well have 
some fun with the brand.”

Wilman also suggested that the primary question 
on the minds of young consumers is shifting 
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fundamentally: in the near future, the question 
won’t be ‘Which car do you buy?’ but ‘Do you 
want a car?’ or ‘Are you going to have a car?’

A lot of young consumers now have options that 
weren’t available even a decade ago. Whereas 
cars used to give owners freedom, that ownership 
is no longer necessary as the freedom can be 
obtained in other ways — Uber being just one 
example. It’s essential for automotive brands to 
understand how consumers think when it comes 
to cars now, and to find new business models that 
help a new generation of people adapt to the 
automotive space.

“[Car manufacturers] should be going, ‘Why don’t 
you buy a quarter of a car?’” Wilman continued, 
stressing the option of car share. “That’s got to 
explode.”

That innovative line of thinking is part of how 
The Grand Tour has grown into two more entities: 

The Grand Tour Game, launching early next year 
with the promise of a seamless transition from 
the show’s episodes to connected gameplay, and 
DriveTribe, the online community platform where 
car fans create their own content which The 
Grand Tour team then curates and amplifies.

DriveTribe is of particular interest to brands. The 
data flow between the fans within the community 
and manufacturers is beneficial to both sides. 
Manufacturers come to the community’s ‘tribes’, 
as they’re called, for insight on what they’re 
thinking. The manufacturers then share their 
own thoughts and ideas with the tribes to get 
feedback from them.

“And if we make a film for Audi,” Wilman 
explained, “we can cut that into 30 different ways 
to be released and used [on DriveTribe]. You know 
that a car magazine, sadly, as a print thing, is 
dying away. So there’s got to be other ways of 
getting the information out there.”
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Is the auto industry at a crossroads?  
Carsten Breitfeld, BYTON; Martin Hofmann, Volkswagen;    
Marek Reichman, Aston Martin Lagonda; Charlie Warzel, BuzzFeed

With the rise of self-driving cars and the push 
away from fossil fuels, the auto industry is 
experiencing its most radical transformation since 
its inception. Carsten Breitfeld (BYTON), Martin 
Hofmann (VW) and Marek Reichman (Aston 
Martin Lagonda) sat down at Web Summit to 
discuss what will come next for the industry. 

Here are the key takeaways:

Autonomous cars are looming on the horizon, but 
are we ready?

While automation is inevitable, it involves so 
many factors: technology, legislation and societal 
change.

The level of automation we get to is questionable. 
Level 4 — that’s to say, fully autonomous cars in 
specifically designated areas — will happen in 
China probably by 2021. Level 4 autonomy under 
every condition in any location may never be 
possible. Though the technology is here, having 
the infrastructure and legislation to allow for 
four people facing inwards is another story, and 
could still be 10 or 15 years away, or even longer 
depending on location.

What we are talking about is much broader than 
just a question of autonomy. We are moving into 
a space where car manufacturers are no longer 
just thinking about design and engineering — 
manufacturers are now becoming software 
engineers as well. The UX of cars will completely 

change: with the ability to update overnight, add 
new features or purchase upgrades as needed. 
On top of that, AI is adding so much more 
richness to the UX of cars, and in ways that we 
are only just beginning to understand.

The fascinating thing is that autonomy will 
completely change business models. Technology 
like AI and connectivity will make cars smart, 
transforming them into a platform much like our 
smartphones. As the car becomes a platform, 
auto brands will need to marry data and software 
to meet all of their consumers’ needs. This will 
transform the role of manufacturer again, turning 
them into mobility providers that serve digital 

content to their consumers. Such an enormous 
change to the business model of the industry will 
be an adjustment that big companies may find 
difficult to pivot towards.

It seems that future business models will move 
away from car ownership to subscription models 
and sharing services, and traditional players are 
finding it difficult to keep up. There will still be 
consumers that want to own cars, like an Aston 
Martin or a 911. (It’s likely that the last car to ever 
be autonomous will be an Aston Martin, because 
people save time in other areas of their lives  
with autonomy in order to enjoy the pleasure of 
driving one.)

There will be a spectrum of adoption of 
ownership that auto companies need to create 
different models for. Traditional brick and mortars 
may have a disadvantage of moving slowly, but 
they also have the advantage of being closest to 
the end consumer and understanding what they 
want. That access is invaluable at this stage of 
change, as consumers don’t even know what they 
want yet.

The reason Aston Martin partnered with Lagonda 
was to cater for these varying desires. Most sports 
cars and those on racetracks have mass amounts 
of data output about the driving experience and 
drivers’ feelings in order to make the autonomous 
experience better. Aston Martin will continue to 
be the car consumers want to drive, whilst the 
Lagonda will be the luxury car consumers get 
driven by.

Having said that, the input of data and 
technology into a category that is designed to be 
about the raw driving experience is a balancing 
act. Analogue will always be important in a 
digital world, which can be seen replicated in 
the music space and the rise of vinyl in contrast 
to the rise of MP3s. These opposing forces are 
replicated across many industries; as the desire 

for craftsmanship and handmade items rise, so 
too does the expectation for the latest advances 
in technology to be seamlessly integrated.

As personal data is integrated into the 
autonomous journey, many ethical questions 
and ramifications must also be considered. It 
is undoubtable that autonomy will add value 
to society. Autonomy can’t mitigate against all 
accidents, but it’s estimated that accidents will go 
down by at least 80%. We as a society will need 
to have an open discussion in order to decide on 
the ethical questions that arise on the other 20%.

As for data collection, this will be closely tied to 
legislation. GDPR, unsurprisingly, created a lot of 
nervousness in the industry as to how to handle 
data. It is a competitive advantage for companies 
to be transparent with their consumers on how 
they use data. Generationally, we are also shifting 
our perceptions on how much we are willing 
to share. At the end of the day, the amount of 
information that consumers are willing to share 
will come down to how much value brands are in 
turn adding to those consumers’ lives.

In summary, within the next five years the safety 
designs and monitoring systems will make the 
roads a safer place. Cars will become smart 
devices on wheels with big screens and high-
speed connectivity. We will have a lean towards 
shared mobility based on autonomous driving 
and new business models.

And we, as consumers, will also have far more 
choice! There will be many more business 
models, types of autonomy, driving situations 
than we have now; auto brands will cater to far 
more people than they do today. We are at a 
fundamental shift within not just the automotive 
world, but the connected world. Across industries, 
if we have knowledge, information and 
imagination, we can create a better world.
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Technology is making it easier to connect with 
consumers and it is revolutionising the shopping 
experience. 

Cathy Polinsky, CTO of online subscription and 
personal shopping service Stitch Fix; Florian 
Jansen, co-founder of e-commerce venture 
Lamoda; Josh Luber of resale platform StockX; 
and Jill Layfield, co-founder and CEO of Tamara 
Mellon, came together at Web Summit to share 
their thoughts on the modern retailer.

Here are a few of the session highlights:

In 1997 clothing accounted for 6.2% of the U.S. 
economy, but in 2018 it’s less than half of that. 
But it’s all relative, the speakers assured. Whilst 
this might suggest a decline in clothing, consumer 
spending has witnessed an overall increase, with 
the surplus going into other industries such as 
technology, travel and experiences. Also take into 
consideration that price points have decreased, 
and clothing is more universal — you can now 
wear jeans and a T-shirt whether you’re going to 
a park or heading a board meeting.

Yet despite these changes we are seeing an 
increase of traditionally online retailers shifting 
into brick-and-mortar spaces. And is it any 
wonder? The algorithm that makes the online 
experience so efficient at optimising to purchase, 
if harnessed well, can revolutionise the physical 
space. Consumers are demanding a different 

The modern-day retailer and the death of clothing 
Cathy Polinsky, Stitch Fix; Florian Jansen, StockX; Alice Azania-Jarvis,   
Elle UK; Jill Layfield, Tamara Mellon

experience for the apparel industry and there is 
no reason why the physical experience cannot be 
curated by an algorithm, much like it is online.

The shopping experience must now include 
elements that consumers can’t find anywhere 
else. That can range from access to a personal 
stylist with whom the consumer develops a close 
relationship, or conversely creating a gamified 
experience with anonymous users that trade 
items as commodities. Experiences can even 
make customers feel like part of a community 
that then becomes a force when retailers 
have one-off events or application-only sales. 
This sense of community allows people to feel 
connected to a larger purpose.

A shared set of values, or a purpose-led company, 
is something that consumers are looking for more 
and more. In this sea of choice, consumers are 
shifting their purchasing power towards brands 
they feel are helping the world. Nowhere are their 
voices more evident than in the social space; it 
effects the influencers retail brands use (micro vs. 
celebrity) and the level of interaction the brands 
receive. Obviously, having someone like Meghan 
Markle wear a pair of your shoes moves the 
needle tremendously for any clothing brand.

Clothing brands also need to be careful with 
data. If it is the right mix of technology and 
human touch, consumers will see the value 
that their data is bringing in. For example, 

understanding demand for new sizes through 
data, or the use of Messenger to speed up 
the consumer journey. At the opposite end of 
the scale are companies like StockX, which is 
totally technology-led and all about supply 
and demand. People buy and sell sneakers like 
they do commodities, which can result in huge 
quantities of consumer data for brands. (Nike 
recently sold their new sneaker completely on  
the platform.)

The future of retail needs to focus on 
personalisation, whether digital or physical. The 
curation and discovery of new products will also 
need to improve for retail to grow beyond the 
current drivers of growth. Currently, in countries 
like the US and the UK, online sales only account 
for 15-17% of total clothing purchases, so physical 
spaces won’t be disappearing from malls or high 
streets any time soon — but there is certainly a 
lot that both channels can learn from each other.
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Tech disrupts every industry eventually. What are 
the secrets of those who have survived and gone 
on to thrive by embracing tech? 

Daniel Grieder, CEO of Tommy Hilfiger; Nadja 
Swarovski; and Jim Lanzone, President and CEO 
of CBS discussed their secrets to longevity. Here 
are some of our takeaways:

In fashion, ROI is no longer sales per square foot 
– it’s now surprise per square foot. There isn’t any 
industry in 2018 that can still expect to attract 
customers if something experiential isn’t offered 
to the customer in return. Businesses must do a 
lot more to engage with the customer and give 
them reasons to come to them, and whatever 
those reasons are can’t be limited to just offline or 
just online; it needs to be omni-channel.

Tommy Hilfiger has approached this challenge 
with a digital experience in their physical 
showrooms. The thought of digital immersion 
in a physical retail space can be a scary one, 
as customers want to touch fabrics and see 
products in front of them. The brand still offers 
swatchbooks, but all the rest is completely 
digitised. The advantages are obvious: The 
digital showroom is faster, less expensive, more 
sustainable and can have a wider range of 
products than the brand could have physically 
made or had available in store.

Proposing ideas for new online and digital 
products can, at times, feel like an existential 

threat to companies’ traditional channels. 
Instead it needs to be viewed as an opportunity 
– patiently work with the different parts of 
the business as partners, but impatiently push 
everyone to make small changes, no matter how 
stressful the growing pains are in the beginning. 

One issue brands are already beginning to think 
about is the oncoming availability of 5G. What 
happens when 5G is in the hands of companies 
and customers alike, and technology once again 
transforms the industry? CBS are already facing 
that challenge with other sources, such as Roku 
and the Amazon Fire TV Stick, bringing streaming 
services right to the TV, an evolution of what 
has always been a core channel. What will that 
landscape look with the addition of 5G?

It can be challenging to deal with this speed-
driven, demanding, modern-day consumer. 
Instagram shopping bringing consumers straight 
to a product’s website, for example, is one new 
digital feature which has a huge impact on 
retailers. But this can be an opportunity if brands 
simultaneously start using data to understand 
demand in real-time for modifying supply, as 
well as utilising regional hubs, which offers the 
benefits of speed and reduced carbon emissions.

Still, what can a brand do when a copycat brand 
takes a design from a fashion show and gets it 
to consumers faster than the original brand can? 
Some retailers are combating this by having 
pieces available in store the day following 

Modernising traditional brands      
Daniel Grieder, Tommy Hilfiger Global; Nadja Swarovski, Swarovski;   
Jim Lanzone, CBS Corporation; Karen Tso, CNBC

fashion shows. It’s a nightmare for logistics, but 
it’s what consumers expect in a time of instant 
gratification – and that’s true for all industries, 
not merely fashion. If an industry is experiencing 
a shift in consumer expectation, brands in that 
industry cannot wait until they have a profitable 
project to meet that demand. They need to move 
with the speed of consumers and then optimise it 
to something that works for the company.

If brands focus on the consumer, they’ll be able to 
tackle and keep up with any AI, VR, or yet-to-be-
developed tech that comes their way. Machine 
learning and AI is already helping with customer 
recommendations and advertising opportunities. 
VR is still in its very early stages, but it’s inevitably 
going to be a huge turning point. We will see AI 
and robots, too, but only in ways that help make 
things easier for the end-consumer.

And though it’s a given, still it must be said: If your 
brand is using any tech or data, you will need to 
use it in the right way. Learn from other industries 

that are very advanced (e.g. how Formula 1 uses 
their data inputs), discover why and how they use 
data and be creative in applying that to your own 
industry or brand.

Keeping up with competition requires companies 
to experiment with different business and 
pricing models in order to fit into the larger 
landscape. It’s never beneficial to only focus on 
the competition. Instead, focus on what is to 
come and stay ahead of the game in terms of 
design and sustainability. Brands (and consumers) 
are constantly having to consider the disruption 
of new tech players, e.g. Amazon in multiple 
industries, from jewellery to clothing. Brands must 
work with them and find new ways of sharing 
data in order to try to create the best experience 
for wholesalers and designers.

The biggest challenges for everyone in 2019: 
Uncertainty in the world and time-to-market in 
such a fast-paced, digital era. If we all stay open-
minded, we can make the impossible possible.
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Ben Silbermann, Pinterest’s CEO, talks about 
the ways visual technology is transforming how 
people get inspired, find new ideas and do what 
they love.

When the internet first started it was text-based 
and lacking in visuals. But as visual creatures 
living in a visual world, it was inevitable that 
we would lead the internet to eventually be 
the same. A few years ago, there was a lot of 
academic research in computer vision and so 
we are starting to see that investment in the 
development of computer vision software. The 
combination of the technology advancement, a 

huge amount of visual data and the acceleration 
of computational power has led us to this point 
where computer vision capabilities are beyond 
what we even conceptualised just a few years 
ago. 

Pinterest Lens, the brand’s visual search tool, is 
currently competing with Google and Microsoft 
in this space. The difference in products comes 
down to how those platforms are already being 
used: Google is used to query the world and get 
objective results, whereas Pinterest users are 
seeking out inspiration. Computer vision that is 
designed to inspire should show viewers things 

Is the future of search visual?       
Ben Silbermann, Pinterest; Lauren Goode, Wired

they may know but haven’t necessarily seen 
before. The results need to feel different enough 
that they are not redundant, and relevant enough 
that time isn’t wasted – a total package that 
requires a completely different attitude than that 
of a search query.

Visual search tools feel like a super-fast 
opportunity to commerce, speeding up the 
process between desire and avenues to purchase.  
We already shop in this way – taking pictures to 
hairdressers for style inspiration, or describing 
clothing to salespeople; brands are just now 
enabling this on a much wider scale. It isn’t a 
crazy idea that this could one day translate 
to a heads-up display (HUD). After all, many 
people already wear glasses – add the function 
of easy access to information, then there would 
absolutely be a market for that.

There’s even a theory that HUDs would reduce 
the amount we stare into our phones (and the 
resultant accidents that have occurred because 
of that) and help us be more engaged with the 
world. This will depend entirely on whether you 
see the purpose of technology as something that 
consumes and distracts us from our lives, or as 
something which enriches our lives.

Ben Silbermann adds that Pinterest’s goal has 
never been to keep people hooked to their site, 
but rather to inspire people to go out and do 
something. When you question how this squares 
away with running a business, the answer is 
simple: Pinterest aligns with what consumers 
want (to discover something) and what businesses 
want (to be discovered).

Pinterest also believes that technology should 
make us happy and feel good. The brand has 
ingrained in its operations the understanding that 
it must be in tune with how its users are feeling, 
and whether they are coming away inspired, 
and how Pinterest can improve their methods to 

ensure that continued understanding. One aspect 
Pinterest discovered about its users is that there 
is a huge demand for a personal space where 
there is no judgement and no need for external 
validation. The Pinterest platform helps balance 
that demand with the ability to share socially.

There are two key things that can be learnt about 
humanity from Pinterest users:

1. How similar people are all over the world 
Culturally we have different contexts, but the 
things that make us happy remain constant: 
home, travel, fashion, food. So much is written 
about how cultures differ from each other, but 
really there is a lot at the base of each culture 
that’s ultimately the same.

2. The amount of boards that exist around 
feelings. Pinterest now has a quarter of a 
billion users and one of the most common 
uses is still boards and pins that make users 
feel better about themselves, that make 
them feel relaxed and happy. Emotions are 
often overlooked in technology, but it’s key to 
remember that people looking for tools to feel 
good are willing to actively use and cultivate 
these tools to reconnect with those positive 
feelings over time.

Pinterest, Silbermann assures, doesn’t want to be 
a service that people feel they need to ban from 
their lives or that people is affecting them in a 
negative way. The aim for the future is to have a 
homepage that feels like it’s been curated by a 
close friend and includes things users have never 
seen before. Technologies like machine learning 
and computer vision are getting Pinterest and 
other brands closer to that path, and in turn, 
closer to bringing even more inspiration into the 
lives of users.
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Do companies with more diverse workforces 
perform better financially? Randi Davis, Director 
of UNDP; Chiara Corazza, Managing Director of 
The Women’s Forum for the Economy & Society; 
and Susie Wee, Senior Vice President and Chief 
Technology Officer of Cisco discuss the large 
gender imbalance at the top levels of technology 
companies.

Read on for our session highlights:

Various reports indicate without a reasonable 
doubt that there is a strong relationship between 
diversity and profits, and that companies which 
prioritise diversity will see above-average 
profits. The confusing news is that, despite this 
certainty, the findings haven’t actually increased 
the number of women in leadership positions. 
With technology communities typically being a 
majority male, how can we increase the visibility 
of women in this sphere and ensure that they get 
the recognition and promotions they deserve?

Inclusivity and equality often must be brought 
about by disruption. Differentiation brings results 
and impact across all industries, and to act 
otherwise would be to waste half of the talent 
on the planet. So how do we build an enabling 
environment to encourage women to participate 
in the labour force? We need to change 
the concepts of stereotypes and what is an 
appropriate role for women in society, and social 
and work policies must be put in place to enable 
women to enter the workforce.

Does greater diversity = greater profits?   
Randi Davis, UNDP; Chiara Corazza, Women’s Forum for the Economy & 
Society; Susie Wee, Cisco Systems; Zuzanna Ziomecka, NewsMavens

Women have known about (and spoken about) 
this problem for decades, but the numbers seem 
to be getting worse. Globally, we are moving 
backwards: In 2017, 25% of senior positions 
worldwide were held by women; in 2018, that has 
gone down to 24%. In essence, three-quarters of 
all companies in the world don’t have any women 
in leadership positions at all.

Attitudes within companies need to change 
to understand that diversity not only improves 
profits, but also builds a better work culture 
and benefits the societies in which companies 
operate. As we transition into a future where 
companies now understand their social 
responsibilities to the environments and 
communities in which they operate, these same 
companies also need to be reminded that 
providing inclusive, welcoming and safe spaces 
for their employees gives their workforce the 
ability to thrive.

There are an equal number of women getting 
business or STEM degrees and yet their 
progression within the workforce is not as equally 
balanced with the work progression of men. 
The companies that are getting it right are the 
ones which are open to people working in new 
ways. The tendency is to believe there is a set 
way for tasks to be completed, and in roles that 
are predominantly filled by men, there is an 
expectation that the person who fills that role 
will continue to do the job in the exact same 
way. If that happens, you continue to perpetuate 
the stereotype and attract similar, like-minded 
people, which can dull creativity and innovation, 
especially in an industry like technology. On the 
other hand, those who are open to accepting 
new ideas and accepting new ways of working 
are opening themselves to new ways of achieving 
success.

A study by McKinsey found that if society as 
a whole aims for more diversity, there is the 

potential to create 240 million jobs between now 
and 2025 with an added $12 million to the GDP. 
Calling for change is not only fair and right, but 
also beneficial through increased performance 
and increased profit.

So what can be done to improve the balance? 
In most cases it is as simple as having someone 
lead by example: If you put a woman into a 
position it becomes a self-fulfilling prophecy that 
then encourages others to do the same. Everyone 
must also keep encouraging women not to drop 
out of studying within male-dominated fields 
of expertise, as more balance in the workforce 
pool will make it easier for big companies such 
as Google, Microsoft and Cisco to hire in a 
diverse way. It’s the responsibility of parents, 
too, to encourage children to try all fields that 
interest them, and to actively work to keep 
gender stereotypes from discouraging children to 
pursue certain subjects. Governments also play 
a huge role in needing to lead by example. In 
Canada and France there are gender-balanced 
governments with women in senior positions 
across defense, justice and transportation, and 
this sends a strong message to companies that 
women are just as capable.

Role modelling is important, but it isn’t enough. 
Companies need to pledge to actively work 
towards a representative workforce, not just in 
terms of gender, but also heritage, race, ability, 
background, and all numbers of identifying 
factors. And it requires leadership commitment 
to assess where the gaps are: pay, management, 
career progression, flexi-work, unconscious bias.

It’s important to understand what the problems 
are, assess them and then decide on concrete 
strategies on how to overcome the challenges. 
Most of the time these are related to acquisition 
and retention. The talent is there, but you need 
to find strategies to pull them up, mentor and 
nurture them to stay within the company.
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Here are concrete steps that can be taken in 
order to go beyond just making a commitment to 
diversity:

1. Hiring practices need to be representative 
of the population. When looking for 
a candidate, ensure that the roster of 
candidates has an even gender split and 
comes from a variety of backgrounds.

2. At the smallest level, find new ways to 
support employees with children, including 
expanding parental leave to both parents 
across a company. Senior executives bringing 
their young babies to the leadership summit 
should not be viewed as a distraction to the 
task at hand, but a commitment to the job.

3. Laws can have a huge impact. In France, five 
years ago less than 7% of board members 
were women. Following legislation that 
states women must make up 40% of board 
members, that statistic now sits at 42%. 
Capable women were there and ready to 
fill the roles. Now we need to see the same 
commitment taken down to the executive 
committee level.

4. Culture requires an overhaul. Holistically 
look at corporate DNA, including internal 
communications, advertising, sexual 
harassment policies, work-life balance 
policies, and see how they can be extended 
across all areas of diversity.

Accenture’s Extended Reality Lead Consultant, 
Marco Tempest and Senior Managing Director, 
Yves Bernaert talk about making the impossible 
a reality through the magic of technology.

Accenture’s Marco Tempest has a long list 
of titles: Creative Technologist at NASA; Jet 
Propulsion Laboratory; a Director’s Fellow at 
the MIT MediaLab; Extended Reality Lead 
Consultant; and finally, magician - an easy 
connection to see following his presentation at 
Web Summit.

Tempest took to the stage with eight 
quadcopters. Using only words and gestures, 
he was able to create the illusion that the 
autonomous drones were all under his control. But 
is it possible to create illusions in a world where 
technology makes anything possible? If you know 
how the trick is done, then there is no illusion.

Our imagination is more powerful and 
creative than our reasoning, which leads us 
to projecting personalities onto machines. We 
have invented quadcopters that can analyse the 
environment around them and react to human 
communications; we’ve developed advanced 
algorithms to allow them to be aware of each 
other and human interactions. In essence, we 
have mathematics that can be mistaken for 
intelligence and subsequently we assign the 
technology a personality. Anthropomorphism is 
the illusion created by technology – a machine 
that appears to be alive.

At this point Yves Bernaert, Senior Managing 
Director at Accenture, took over to explain that 
whilst technology is magical, we need to build 
a future based on the Intelligent Enterprise, 
a management approach which applies new 
technologies to improve business performance - 
no magic necessary.

Here are five trends in technology for Intelligent 
Enterprises:

1. Citizen AI – Citizen AI is an AI that is 
responsible and will do everything it can to 
the benefit of business and society. Bernaert 
offered an example from the medical industry: 
In New York the AI was used to scan 700,000 
patient files and automatically diagnosed 
76 diseases. Just as we teach our kids what 
is wrong and right, we need to do the same 
for AI, including the most minute details. For 
example, when translating “she is a doctor” to 
another language and then back to English, 
the usual output is “he is a doctor”, and in 
contrast, “he is a babysitter” gets output 
to “she is a babysitter”. AI must be more 
responsible than this.

2. Extended reality (XR) – This will be the end 
of distance between teams and the new way 
to interact with systems, so say goodbye to 
your keyboards. Major airlines are already 
using this to insert seats into planes, as the 
XR the system helps to ensure that it is being 
done correctly. Even processes like this can be 

How technology is extending reality’s boundaries 
Yves Bernaert and Marco Tempest, Accenture
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improved by 500% and bring the error rates 
down to zero. This isn’t just about gaming 
anymore; it’s serious business!

3. Data veracity – We’ve heard a lot about our 
need to collect structured and unstructured 
data. What’s more important is the veracity 
of the data; its quality. Having a massive 
amount of data isn’t good enough anymore, 
and instead the quality and correctness 
of the data will be the game changer. Oil 
companies, for example, make decisions on 
where to drill based on the data available. 
If the data is inaccurate and the location is 
therefore wrong, companies are losing out 
on time and money. When Elon Musk sends 
dragon capsules into the sky, there are six 
computers working in pairs with the sole 
purpose of making sure the data is correct. 
Accuracy is key.

4. Frictionless business – When you are running 
a business you can no longer work in silos. The 
ecosystem of partners and suppliers needs 
to be integrated to work in our new world. 
Successful businesses will be those which are 
built to partner at scale. Core systems have 
to move to the cloud and micro-services need 
to be created in order to stay agile enough 
to connect to any partner. Companies like 
Nike and Amazon do this already in order 
to integrate onto platforms like Instagram. 
Major pharmaceuticals in the US created 200 
connections to their online loyalty programs 
in just six months in order for the end-user 
to use them in whichever shop they are in. 
Micro-services that extend a company’s 
capabilities are no longer just about increased 
revenue - it’s now about survival.

5. Internet of thinking – The creation of 
intelligent systems which can process and 
react to data in real-time - or the ‘internet 
of thinking’ - is a natural evolution in our 
increasingly instantaneous world. Computer 
systems will be able to process information 
without needing to connect to anything 
and then adjust as needed. One example is 
a device designed by healthcare company 
NeuroPace which helps prevent seizures 
with a sensor that can detect abnormalities 
within milliseconds and automatically deliver 
specific pulses to attempt to stop the seizure. 
There is no alert or human involvement - the 
system makes the decision on its own. The 
idea of the internet of thinking will and should 
push your business creativity to the edge.

What can you do today to embrace these 
technologies and become intelligent enterprises? 
How can you transform visions into reality and 
turn the magic of technology into a reality?
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