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    FOREWORD


    

      

        The Internet of Enterprises and digital value chains represent nothing less than the next economic and corporate revolution. All business leaders must equip themselves, their teams and their companies to address the challenges that this new ecosystem paradigm shift will throw at them. This chapter shows the transformation from a global B2B operator into a network-native digital services company.
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      Helmut Reisinger


      ORANGE BUSINESS SERVICES


    


    










  


    

      

        Helmut Reisinger is the CEO of Orange Business Services. After his studies, he began his career in his native Austria and he joined Orange Business Services in 2007, as head of Europe. His role first expanded with Russia and then in 2015, when he took on global responsibility for all non-French markets, and he has been the CEO since May 2018.
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          *     *


        

          What will business transformation mean in the twenty-first century?


          Transformation is nothing new. Throughout history enterprises needed to adapt or drove change via innovation. What Joseph Schumpeter called ‘creative destruction’ is actually one of the drivers of corporate transformation. Overall, I am very passionate about how businesses change the way in which they operate. Given my personal track record, it will not surprise any of my readers that I have a particular interest in how the use of technology is supporting, shaping and driving some of these changes.


          The next big shift in corporate transformation, which will drive a correspondingly significant change in the way we do business, will be the emergence and ever more important power of data. The business I lead is very closely involved in developing solutions and services that will allow our clients to navigate their way into a data-driven industrial and business future.


          The technological and business changes to come are significant, have already started, and already reach far beyond what is traditionally described as the digital industry. There will be many organisational, structural, and sectoral changes as the economy transforms itself. Modern-day leaders of businesses that wish to remain relevant and outperform in the global economy will have to be forward-thinking and lead their teams through these challenges as they transform the way they work, both internally and externally, with customers or ecosystem partners.


          Existing industry structures will be called into question, as will global economic paradigms. We will be asked to reconsider how a business generates value in a data-driven digital economy and how to ensure that our companies are successfully transformed.


          How do we, as leaders of companies, do our best to ensure that our business survives and remains relevant to customers? How do we go about transforming the company and transforming it at scale? What does this transformation look like? We can look to history for previous examples, but what is business transformation in the twenty-first century?


          Naturally, I have my own views on transformation, with a natural focus on digital transformation. I was, however, keen to see whether the phenomenon of transformation was more widespread, and to learn what other leaders were thinking and doing.


          Only a few months back, I asked fellow global leaders whether they might be interested in taking part in that discussion, and after some positive early feedback, this collective desire to learn more and to grow as leaders, and to grow our companies, rapidly became apparent. Then, we decided to gather together contributions from global leaders from a wide variety of backgrounds, industries and organisations, related not only to business transformation, but also sharing their personal stories to provide additional illustrative detail.


          The result, after much work, is the book you are now holding. You will see from the contributions of the various leaders that the passion for transforming businesses is one that is widely shared, across sectors, across different industries, and also across the world. I am grateful to each and every author for their readiness to share their precious knowledge, and their willingness to give up their valuable time to take part in this sharing.


          My own contribution to this project is naturally focused on my time at Orange Business Services, and in the same way as I have learned a huge amount from reading the other contributors’ work, I hope that the topics we all discuss here will be inspirational and insightful to the readers of this book.


        


        

        

          Starting at the beginning:


            what do we call transformation?


          Before we spend time discussing the merits of a particular strategy or approach, we need to have an agreed definition of transformation. What do we mean by transformation? I believe that this process involves taking something pre-existing, and moving it into a new context. Whilst a start-up is being built from scratch, and might have to transform itself later on, any other business will have to transform sooner or later to stay in business.


          It is not a process of destroying the old and creating the new, but of modifying the existing, giving it a new purpose and perspective, and ending up in a new place. Moreover, I believe that when we look at transformation in the twenty-first century, with our modern, interdependent economies, there are three aspects that immediately stand out and warrant our close attention. They are the phenomena of globalisation, digitalisation and purpose, which took shape at the turn of the twenty-first century and have been accelerating ever since.


        


        

        

          We are all global


          Talking about the global village in business terms is a given, but the modern economy is an extraordinary thing. 70% of today’s global trade involves multinational value chains – a true result of increased globalisation of our economies. There are countless channels for sales that are no longer constrained by physical boundaries of any description.


          As stakeholders in this global economy, we can manufacture goods in distant countries and then track their progress across the globe as they are delivered. We design solutions and can set up a website hosted in Europe, selling goods manufactured in Asia Pacific to consumers in the US.


          The physical boundaries of oceans and mountains have all but disappeared, and we are all operating in this global marketplace – even if we don’t realise it. Those who do not appreciate the globalisation of the economy, who do not grasp the implications of globalisation, will be vulnerable to global competition and not only from local companies, but from start-ups trying to disrupt their business model, for example. Leaders need a firm grasp of this macro aspect if their companies are to stand a chance in a highly competitive world. One of the ways in which globalisation has taken giant leaps forward is with the advent of digital technology.


          The impact of digitalisation on business in general and transformation in particular is my personal area of professional focus, to which I will dedicate the rest of my contribution.


        


        

        

          Making your data work for you


          Even before the earliest days of email, businesses used digital tools to gain competitive advantage. Today, executives and ‘knowledge workers’ (Peter F. Drucker) can join a video conference with peers on four different continents, teams can access cloud-based services online regardless of where they are located, and whole offices and even companies can work collaboratively across different time zones. Purely digital companies can run operations and make sales around the clock, around the globe.


          The digitalisation of the global economy is an ongoing process that has been underway for some time, and is certainly not limited to the tech industry. The sensitivity and power of data and digital aspects are growing very rapidly. Native digital companies and industries have already dealt with this issue, but those who lead companies that are not yet fully digital enabled are by no means exempt. Indeed, they are currently vulnerable. Digitalisation is inevitable and necessary in order to remain competitive, to differentiate and to increase productivity.


          Just as the arrival of digital tools has shaped business practices, the coming wave of data-driven change will have at least two major impacts. The first will be to provide a competitive advantage for those who are able to transform their companies and equip their staff to take on this challenge. The second will be to increase the importance of a digital identity. Protecting this digital identity will become absolutely critical.


        


        

        

          What are value chains in a digital world?


          Most business leaders will be familiar with the concept of a value chain. About 30 years ago it meant the succession of different steps from design, manufacturing, logistics, and selling to after-sales service. It was primarily a physical concept. Over the past decades, most of these steps in the physical value chain have been mirrored digitally. First the administrative part became digitally enabled, and today industrial assets are being connected. In the globalised economy, working on a connected, digital value chain and platform provides a competitive advantage. It is why many leaders have already begun to profoundly integrate digitalisation in their value chain.


          I am convinced that the characteristics of future digitally enabled enterprises will be data-driven, hyper-connected, cloud-enabled and more and more edge intelligent, whilst protecting their intellectual property thanks to solid cyberdefence. Moreover, they are able to combine digital with a human touch, engaging their staff and their customer touchpoints on this exciting journey.


          Regardless of a company’s line of business, its leaders need to be aware that a successful transformation in the modern era requires a discussion about digitalisation – an indispensable chapter in each success story, yet it needs to be linked to the core business strategy. Neither should we forget that despite globalisation and digitalisation, we are witnessing quite an increase in geopolitically driven data ecosystems, i.e. the European method of data protection based on GDPR (also adopted by other countries or regions, e.g. California), the American digital ecosystem, the Russian or the Chinese digital ecosystem.


        


        

        

          The human touch, in a digital world


          Talking about globalisation and digitalisation does not mean, however, that we stop talking about the human side of business. I am convinced that in any business and transformation journey, people are the critical element. We need, as business leaders, to identify and seek the talents that will allow us to craft and to execute our strategy, wherever in the world diverse talents might be.


          A digital economy is also a know-how economy, and the stakes are arguably highest when companies are competing for the newest and best talents. We all need to become digital-savvy knowledge workers, and recruiting digital natives is a natural strategy to enable digital transformation changes.


          The other dimension of this talent issue is the wider macro context, on both the individual and collective level. On the individual level, what do the next generation want from their jobs? Are they seeking security, or do they prefer jobs that allow them creativity and autonomy? Do they care only about hitting revenue growth targets, or do they show a preference for roles with a social impact and company purpose? In my view, I think it will increasingly be the latter.


        


        

        

          The growing role of purpose and a clear vision


          I remember back in the first decade of this century when corporate social responsibility came onto the boardroom agenda, yet got pushed aside due to the financial crisis. Meanwhile, the United Nations have also passed 17 Sustainable Development Goals to be achieved by 2030. Moreover, with the emergence of global digital integration, of the growing awareness of climate change, the purpose of a company is becoming key for hiring and retaining talents. Whilst vision helps you to convince talents to join, culture and purpose make them stay. Our industry is now connecting almost all of mankind; only about 800 million people on this planet are not covered by mobile services, most of them in sub-Saharan Africa. Yet there is not only a coverage gap, there is also a usage gap. Only 2/3 of the world’s population has access to the internet. This usage gap is driven by affordability of smartphones, a gap in skills enabling people to take advantage of digital technology, and by the fact that lots of content is not offered in the local language. Here, Orange is a big advocate for digital inclusion, particularly as a European and African player for mobile services. Purpose is defined not only by reducing inequalities, it also entails climate protection. Our industry is a major player in addressing this directly (for example, over past ten years Orange has reduced its carbon footprint by more than 50%), or indirectly, by enabling our Orange Business Services customers to deploy solutions that have an impact on greenhouse gas emissions. Further examples are global collaboration platforms enabling multinational enterprises to cooperate and share knowledge without taking a plane, and making energy usage of cities and buildings smarter thanks to our smart mobility solutions. The first step towards answering these questions and securing a company’s prosperity into the future is to ensure engagement with the strategic perspective and vision that you define with your team. This begins with a vision statement, but this does not help if it merely stays on paper.


          As a leader, your core job is to get your team to adhere and buy into your vision and to adopt it as their own. How do you ensure that they are committed to the same objectives and the same vision? How do you bring them on board?


          Beyond your regularly daily contacts within the company, external consultants are certainly a possibility for helping with internal engagement, but I feel that a vision is more credible and more readily engaged with if it is co-constructed between you and your immediate wider team.


          If you are transforming a company, you can describe this as a journey moving from point A to point B, but you need to remember that everyone needs to reach the same destination, even if usually at a different pace. Our digital transformation journey at Orange Business Services started many years back, and I remember in the beginning we had only a very vague idea of what digital transformation entailed.


          Leaders also need to be sensitive about their own organisation’s needs. What is the particular culture in your company? What needs does it have that require your special attention?


        


        

        

          Building a team and culture that can meet global needs


          At Orange Business Services we have customers in almost every country on earth. As a global business, we want to provide a global enterprise-grade service of the same high-quality standard to all of our customers and their knowledge workers globally.


          This means that staff share the same digital platforms and have access to the same technology and tools regardless of where they are based. This also means that services enable seamless use across borders for our external customers. As the speed of transformation increases, our corporate culture needs to become one that nurtures learning internally and maintains a spirit of co-creation with our customers. This learning with and from customers keeps you close to evolving demands and allows you to better address the ever-changing patterns of service needs


          Thus far, I have looked at what I believe is the definition of business transformation, and how globalisation and digitalisation are affecting businesses and the talent that makes those businesses tick. Now I would like to consider the detail. How should leaders go about transforming their companies? At the outset, we defined four guiding principles for our business transformation that we have applied at Orange Business Services.


        


        

        

          The customer always comes first


          I believe that a customer-focused company will always be a successful one. A leader should therefore expend significant effort to ensure that the organisation in question is resolutely focused on the customers it serves. When I refer to customers, I mean both internal and external customers. External customers are business-critical. You will be aware that customer touchpoints need careful monitoring and must be the focus of your attention and efforts.


          It is through the various touchpoints you have with your customers that you will be able to measure demand, shifting patterns, etc. It is by understanding the subtle changes in the ways that customers interact with you that you will learn what their future needs are. You can use these touchpoints to connect globally and locally.


          Whether it is an earthquake in Chile that knocks out parts of your infrastructure, or a power cut in China that cuts access to a data centre, we face daily challenges around the globe, yet our customers trust us as they know we put their business interests first.


        


        

        

          Co-innovating with customers and empowering employees


          Not only must leaders focus on customers, they should learn from them and with them. Making co-innovation available to customers will speed up your service and product development while allowing you to focus on the essentials in your customer needs and context.


          The latest generation of incoming mobile data networks, which are rolling out as 5G around the globe, are a great example of this strategy in action at Orange Business Services. 5G will enable the real-time enterprise and the digital value chain will be strengthened by lower latency and real-time applications, for example in the Industrial Internet or Connected Enterprise, allowing workers to benefit from augmented reality when embedded in the production or maintenance process. A lot of these applications are not yet defined. We need to combine business skills with technology skills to untap new value creation and provide for differentiation and competitive advantage.


          To achieve this fast, companies should innovate together. New methods of working are springing up everywhere we look. Solutions are being built between suppliers’ and manufacturers’ ecosystems, co-innovation is driving many new initiatives, products and business models. As new networks allow the creation of real-time enterprise, we are looking forward into a slightly foggy future. We can discern the outlines of what we might be able to do, the potential of this technology, but we need to feel our way forward together so that we can get to the detail. Leaders should not only encourage novel ways of working that unlock innovation, they should also empower staff.


          When I arrived at Orange Business Services, the global financial crisis had occurred, and there were several central cost control measures that had been introduced for obvious reasons. These are a natural managerial response to adverse operating conditions, because cost-cutting policies are straightforward concepts to enforce. Yes, we need to be disciplined on control, but also to empower decision-making by our local region or in-country leaders. That is why we decided to streamline quite a lot of these processes, which made us faster, leaner and more responsive.


          In addition to innovating with the wider ecosystem and empowering people, leaders should aim to simplify their products, services and processes.


        


        

        


          One of the keys has to be simplification


          It has been said that sufficiently advanced technology is indistinguishable from magic. My job is to make the customer experience resemble magic as closely as possible. Whether a customer is connecting to a product or service in Armenia, Congo, or from a site in rural Argentina, the customer experience has to be simple and easy.


          But behind that perceived simplicity lies incredible complexity. In our global telecoms and integrated world, there are regulatory and local billing issues, there is the need for 100% compliance, not to mention the need to build the infrastructure that allows all of this to happen. Alongside our ‘Global vision & local care’ approach, we need to work closely with our local teams and partners to achieve this perceived simplicity.


          Different organisations have different needs, and industrial sectors vary widely, but I believe that we are all feeling the impact of a trend towards digital. As companies go from physical to digital value chains, they are building complex ecosystems.


          A good analogy from a physical retail environment would be a prime retail store. The engineering and supply chain complexity behind the products on display in the store is completely invisible. Indeed, apart from the carefully chosen examples of products, everything is focused on a simplified customer experience.


          I believe that striving to give customers apparent simplicity while hiding the complexity of our products and services is a good way to transform businesses for the better.


        


        

        

          Keep your promises


          As we transform businesses, we need to keep promises. Business leaders need to earn the trust of those they lead and of their customers. And I believe that we can only earn trust in the long run if we keep our promises. This depends on proper implementation of our strategy. If we have an impeccable strategy and put the right team in place but do not implement the strategy, then we are in real trouble.


          We cannot lead transformation successfully unless we are trusted by our teams, our corporate stakeholders, shareholders, board members and works councils to be reliable leaders.


          We must take care to send consistent messages, both internally and externally, and at all times be ready to demonstrate that we are true to our principles and the vision and strategy we have set out from the start.


          Having discussed my guiding principles, I will now look at how these were applied at Orange Business Services.


        


        

        

          Our starting point


          China, with 1.4 billion citizens, has three telecom carriers. India, with 1.3 billion citizens, has a little over a dozen. The US, home of Silicon Valley and 320 million citizens, has four relevant carriers, with a merger between two of these four in progress as I write.


          The EU27 countries and the UK have a total population of 525 million people. There are about 95 carriers in Europe. The level of intensity of competition in this sector in Europe is beyond anything else worldwide. Transformation is not a possibility or a luxury, but a necessity in the fight for survival.


          The other important matter of context from a strategic point of view is that despite being a global enterprise carrier whose network reaches more than 200 countries, we do not own 100% of our physical infrastructure (we own less of the last mile, while in France we own the infrastructure up to the last mile). Overall, growth rates in the telco markets are rather flattish while IT and integration services driven by the cloud and data boom show solid growth rates. These are the main contextual aspects for transformation at Orange Business Services.


        


        

        

          Hit the ground running


          After publishing our four guiding principles on my first day at the company, we proceeded with the organisation of a management offsite with my immediate team (around 40 colleagues from very different backgrounds). After hours of discussion, listening and responding, sharing information on our context and strategy, refining our views and challenging the various assumptions in the room, we designed a three-year roadmap for the company.


          At the end of the offsite, a single page of flipchart paper reflected our business and strategic goals. These ideas had been hammered out and refined, and formed the bare bones of our three-year plan. I still have a photo of this flipchart on my phone, and regularly remind myself of where we started.


          These ideas and concepts, worked on together, gave us a basic outline of what we think are the big challenges for the business in the coming years. But how would we approach these challenges? The issues to be tackled raise plenty of questions, but they can be boiled down to this: Where do we want to play? What are our strengths?


        


        

        

          Global vision, local care


          Orange is a market leader in France; on the consumer markets we are a leading European and African operator. Yet in the business segment, we have a global reach. For our customers we adopt a ‘Global vision & local care’ approach. Together with our multinational customers we design the global architecture, governance, etc., and then we also deploy it in a local-to-local context. This ensures local buy-in and assures our customers that we implement the globally aligned ‘constitution’. Corporate transformation is not only a technological approach, for example by rolling out a new digital backbone with a new software defined global network, but requires the human touch to ensure its implementation in a global corporate landscape, adapted to a customer’s needs and context.


          The fantastic thing about digital transformation is that it can be designed centrally and then rolled out instantly to global sites for local implementation. In terms of day-to-day business, this means that customers get familiar service in their local market. For example, a Chinese customer told us that they were glad to be working with us across China, because we were global, but locally we were ‘doing it the Chinese way’ in terms of speed.


          Leaders of international companies need to ensure that their global culture is the glue that holds it all together in every country. I believe that the cultural DNA of a company is crucial. Mobile operators often operate on a country-by-country basis, whereas I believe, in our case, thinking globally in a more and more digitally borderless world is a crucial step and a clear differentiator. This culture also needs to embrace the ongoing continuum of change and questioning of our course, taking customers, employees and our ecosystem into account.


          Of all the aspects of the group’s business that we looked at, in my view, the defining themes for the future of the company would be the ‘Internet of Enterprises’ and the ‘digital value chain’. Both topics revolve around the importance of data.


        


        

        

          Data: the fourth production factor


          In the classic approach to macroeconomics that many of us will have studied at university, there were three factors of production: land, labour, and capital. Adam Smith’s invisible hand ensured that market dynamics created the wealth of companies and nations. Nowadays, data is being seen as the fourth factor of production. It is also invisible unless you make it part of a data-driven company transformation.


          This shift in economic theory is being driven by an underlying economic reality: data is already king. In many industries, more reliable and more comprehensive information being available faster is something that provides a significant competitive edge, or even allows the creation of an entirely new product.


          Data is enabling new sectors. Changes in technology are also allowing new value propositions, whether this is connected industrial machinery, stock-level tracking, or cloud-based customer experience applications. Data lies beneath all of these corporate and industrial applications.


          In fact, industrial analysts at the time felt that we had insufficient profile in this sector, and I was determined to change this. I firmly believe that the future is data driven, and I want our company to be innovative and not reactive.


        


        

        

          The enterprise and industrial internet revolution


          After the Industrial Revolution had mechanised and electrification had eased much of human labour, the next big wave of innovation was when computer technology began to hit the mainstream of industry. This wave of computerisation broke onto the shores of consumer consciousness in the 1980s and later in the 1990s with the arrival of the internet.


          The first phase of the internet is what I call ‘I am online’ – the era of internet service providers. We were proud to have access to websites and to tell other people we were connected to the internet, we used emails and other messaging services and we started to look things up on search engines. In the second phase of internet use, we went mobile and became social. Smartphones changed the world of the consumer internet. Mobile data use and social networks took off, and e-commerce became a very significant part of the global economy. Looking around in crowded Paris and watching tourists close to the Eiffel Tower or at the Bir Hakeim Bridge, I believe that this phase should be called the era of ‘Me, my selfie and I’ – it is the consumer internet. Yet this phase is beginning to peak.


          The next step is what we refer to as the ‘Internet of Enterprises’, and it will transform the way we do business forever. It will be characterised by ubiquitous connectivity, combining not only people but also sites, smart objects and AI-driven ecosystems.


          The trends that are already visible are promising. Companies are investing massively in digitalising their production and their operations und unlocking the power of data. We are seeing ultra-precise indoor location tracking of parts around factories, real-time logistics and transport data being used to predict vehicle movements, and connected objects are fast becoming the norm, allowing the collection and analysis of vast quantities of data.


          The data created in the first two phases of the internet was generated mainly by consumers. The consumer/industry split was approximately 70/30 as recently as 2015. We expect that to hit 40/60 in favour of enterprises by 2025. This is a ten-fold increase in the volume of data produced by businesses. As already mentioned, entire value chains are being digitally mirrored to drive up productivity and economic outcomes.


          Whilst the consumer internet has become primarily a mobile play, the internet of enterprises is an ecosystem play.


          It is around and in anticipation of this change that we are building our entire corporate strategy for the next decade. At our last Orange Business Summit, we held the symbolic launch of 5G, the generation of network infrastructure that will power this revolution, to showcase its importance to our business and also to highlight our co-innovation approach.


          The data generated by companies as they operate or transform their traditional value chains is what we refer to as the digital value chain. The main challenge for companies in the future, assuming they remain sufficiently competitive and innovative as industry becomes digital, will be handling and using this data in an optimal and secure manner.


        


        

        


          Digital value chains


          The digital value chain involves the secure end-to-end handling of all data generated by the Internet of Enterprises. The volumes of data involved are significant and cover almost unimaginable variety. Innovation will continue to create new types of data, and digitalisation will continue to offer new sources of data.


          Innovative companies that master all six stages or elements of the digital value chain will benefit greatly. The first stage is the collection of data. The data will be collected by a variety of connected sensors and connected objects. From machines, pumps, light switches, door handles and elevators to buildings, windfarms and more.


          The second stage is the transport of this data across networks. This is our historic core business. The advent of software-defined (fixed) networks (SDN) and 5G will greatly facilitate more flexible and agile transport of these vast volumes of data. Additionally, working with international clients, the multi-local and global capabilities to provide corporate data access and management globally are critical in light of the geopolitical tendencies of separate data ecosystems.


          The third stage is storage and computing, either locally or remotely in the cloud, either on a dedicated private or shared public cloud infrastructure. The cloud concept is not a uniform world and multi-cloud has become the reality. Customers and providers will increasingly work together in sophisticated cooperative ecosystems, and no single market stakeholder will own the digital value chain along its full length.


          The fourth stage is analysis of this data. Once the data has been aggregated and organised, what does this mean for your company? You then can apply algorithms and use intelligent machines to interpret this data. AI will eventually do more and more heavy lifting, but for now, human interpretation of data is still the main source of meaning and intellectual analysis.


          The fifth stage is sharing and creation. Once we have considered what this data means for our company or product or service, we act on it. We refine a value proposition, we remove an underperforming product, or we may realign a team. Whilst we are becoming more and more digital, the human factor of sharing and creation by the digital knowledge worker is the key enabler for innovation.


          Yet, throughout this chain, at every single stage, and in all the links between these stages, data flows must be protected. To a large extent, this data reflects a company’s key intellectual property, its differentiation, and is to be heavily guarded and secured with a strong cyber defence strategy that is the final and sixth element of the digital value chain.


          We have now looked at the transformation of Orange Business Services structurally and strategically, and I have set out how I believe the Internet of Enterprises and the creation of digital value chains will transform the way we do business. Before closing this contribution with a look at the lessons learned along the way, I want to briefly mention some other areas of focus for the future that leaders should bear in mind.


        


        

        

          Keeping an eye on future sources of growth


          In terms of new areas of business. I believe that cyber defence will be an increasingly strategic area, and state actors will be investing significant sums in technology and infrastructure alongside their private sector partners.


          Clearly, the significance of cloud technology will only grow. As data security becomes an increasingly important issue, private and hybrid clouds will occupy more of the enterprise space. Edge intelligence and computing, with hybrid cloud facilities and the on-site processing of data for immediate use, will also become more widespread, particularly in the Industrial Internet.


          The opportunities for adding value to the various stages of the data value chain are now visible, and analytics is where I believe the most value is going to be added (data is collected, transported and stored precisely so that it can be used to enhance decision-making).


          These areas are going to grow at a rate faster than more mature parts of the IT market. Other areas that I believe will see rapid growth are smart mobility services and integration services, as industry adopts software-defined and 5G mobile networks and connected objects.


          I have already mentioned ecosystems and the fact that no one will own the whole data value chain. I believe that co-innovation between companies/suppliers/academia and the wider ecosystem will prevail and have immense value-added impact. Accordingly, any area of industry that sits on these tectonic plates between the major parts of the value chain will be ripe for co-innovation and rapid growth.


        


        

        

          What does the future hold for us at Orange Business Services?


          We have hit our stride and have been running several transformative business initiatives in parallel. These all focus on business necessities and, in accordance with one of our guiding principles, are driven by simplification.


          As we move forward, we continue to implement our own particular style of digital working practices. Each of these transformation projects has a clear owner. We are careful to ensure that our stakeholders are on board with our plans. In short, we are now in a place where we feel comfortable managing multiple significant change projects simultaneously, while maintaining total stakeholder engagement.


          This is such an important part of strategic transformation, because I believe that it is never a solo effort and nor can it ever be. You cannot do it alone, and you need your team alongside to help you carry the load.


        


        

        


          Lessons learned and repositioning


          I firmly believe that modern leaders must understand business transformation in order to be able to lead effectively. Today’s recipes might not be right for tomorrow, depending on your company’s situation. Without a cogent understanding of the global context, we do not stand a chance, and without a grasp of what digitalisation can enable, we will be beaten by more effective and efficient competitors.


          However, digitalisation must not mean dehumanisation, and transformation begins with team-building. Selecting and empowering talented individuals, and structuring an organisation in a way that gears you for success is essential.


          Once you have done this, you need to start applying your guiding principles. Mine are to focus on your customers, to innovate and empower, to simplify where possible, and to always keep your promises. Behaving in this consistent and culture-defining manner across the globe, whatever the particular circumstances of the business challenges you face, will allow you to deliver your transformation strategy consistently.


          What difficulties did I encounter? I was constantly acquiring new skills and having to push myself out of my comfort zone into new areas. The same was true of the company. Within six months of my arrival – thanks to the support of our Orange Board and Chairman – we had made our first acquisition in the cloud sector, where we were not an established player, but have now become a rising star. The deal was signed and closed in just a few months.


          I also found that because the ownership of the data value chain is divided between various stakeholders, consumers and businesses, the Internet of Enterprises was a giant ecosystem. Building a holistic approach demands a lot of work and convincing. But I learned that a good team can always overcome whatever difficulties and complexities may arise.


          I also learned that over-communication is all but impossible. You cannot talk to your customers, staff or management team too much. This will help to create the culture of trust and follow-through that you need. You can be pushed off course by external factors, but the direction you have dictated must not be lost from view.


          Finally, I learned that the surest path to success was to surround myself with an excellent team. It is now quite firmly established that diverse teams outperform less diverse ones, and business leaders should behave accordingly.


          To conclude, while the consumer internet is dominated by US and Chinese players, the Internet of Enterprises has yet to be conquered. Here Europe has the best cards to play, with strong industrial automation competencies and excellent education combined with Europe-wide digital skills and innovation. And this is where Orange Business Services is uniquely positioned: as a ‘network-native digital services company’ we connect, protect and innovate for the sustainable business growth of our customers. I hope that the stories contained in these pages have indeed encouraged others to tackle this subject and to approach it with renewed passion. I intended the stories in this collection to be based on personal experience, rather than a dry theoretical discussion. Most of all, I wanted to allow us all to learn from each other, to improve our leadership as a whole and discover ways in which we might transform our businesses.
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