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The sum of
our talents
For four years now, each edition of the Tech Radar has
been made possible through the support and hard work
of Talsom’s teams. Whether they’re dealing with customer
mandates, collaborating with external partners or helping
out with cooperative internal projects, every collaborator
draws upon their own expertise to bring real added value
to the development of this publication.

That’s the experience we encounter not only within Talsom, but everywhere else that we’re led to explore as we
help demystify technology to our audience. Because each
transformation begins with the human factor, it’s our pleasure to help guide you in defining tomorrow’s economy.
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A word from
the president
On behalf of the entire team, at Talsom I’m
pleased to share the fourth edition of the
Techology Radar with you.
This year’s edition of the Tech Radar makes from some quite
unique reading. Up until now, we’ve mostly helped guide our
readers through the tech landscape and the impact that digital technology might have on your business ecosystem.
Now, we’re going to take a step back and ask an important
question that every organization should be asking themselves : What are the core reasons behind my desire to embark
on a digital transformation journey ?
There isn’t an obvious answer to this question. However, in
an increasingly digital world, one where technology is front
and center in every aspect of our lives, the experiences we
go through end up becoming the source of all change within
our organizations.
Once again this year, we’re sticking to the tried-and-true formula of bringing the latest trends and most mature, effective technologies to the table. Understanding the rationale
behind a transformation isn’t always an obvious task for the
head of an organization, but once this need is outlined, the
next step is to take action with proven, targeted tools and
methods - which we will be highlighting within these pages.
Whether your digital transformation is still in its infancy or
you’re still figuring out the reasons why you should embark
on this journey, we hope this document will help you start
asking the right questions.

Without further due, happy reading !

Olivier Laquinte
PRESIDENT OF TALSOM
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A few years ago, the idea of making the shift to digital

“WHO IS THE TECH RADAR FOR ?”

was still abstract for most organizational heads. Today,

This year, the Tech Radar is targeted specifically
to company leaders and to all managers who’d
like to determine the potential tied to digital transformation and to the use of technology. It’s also
meant for those who want to contextualize and
optimize investments in new technology, and
identify the strongest technological levers for driving future profit.

we live in a world where digital has become much more
than theoretical; it’s a reflex. Those who have not already
begun their transformation might even be considered obsolete. However, whenever we visit any of our clients, one
question that’s never asked is “I want to transform – how
do I go about it ?” For too many organizations, there’s a lot
of uncertainty around the “why” of digital transformation.
One thing is certain : no one jumps into such a change

NEW EDITION

just for kicks. The head of a company needs to set a

This year, Talsom’s Tech Radar will take on a coaching role. Throughout this Fourth edition, our
experts will accompany you in finding the “why”
behind your digital transformation.

strategic objective to help guide both their organizational
needs and their investments – investments that will lead
to profit on the short-, medium- and long-term outlook
for their organization.
So, what’s the answer ? Let’s take a step back – before
trying to answer how to succeed in your digital transformation, ask yourself about the reasons behind why you
want to make this digital pivot in the first place.

Once you’ve identified the reasons behind your
change, we’ll bring you up-to-speed on the latest
trends in innovation, laying out the most mature
industry technologies and their adoptions rates
in the business world.
We’ll conclude by taking action! You’ll be guided
through each of the steps that lead to a complete
and successful digital transformation within
your organization.

PART 1 : THE TRANSFORMATION
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PART 1

THE TRANSFORMATION

Why
transform ?

PART 1 : THE TRANSFORMATION

In Quebec, and elsewhere in Canada, we can observe a
slowness on the part of organizations to undertake their
digital transformation project. They tend to be more focused on ways they could become increasingly digital, instead of first taking a step back and trying to understand the
reasons why they should transform. They’re definitely not
embarking on change just for fun.
This question, this soul-searching around digital transformation is directly tied to the organization’s strategic objectives as well as to the allocation of budgets dedicated
to the transformation plan itself. The uncertainty around
determining the rationale for a transformation also helps
explain why so many heads of companies are hesitant to
begin their transformations in earnest. Isn’t that what organizational leaders should instead be seeking out ?

In Quebec, only 22 % of corporations
had begun a digital transformation plan
in 2017 1.
In parallel, we can observe that one reflex leaders tend to
have is to focus their transformation projects towards optimizing internal processes, rather than tying them to clear
financial performance indicators and objectives.

11

Among all the organizations who have not yet taken their
first step towards transformation, we’ve seen that very few
of them actually have a clear strategy in place for their shift
to digital. This delay in technological maturity particularly
affects a significant majority of manufacturing companies
who are still operating with manual processes.

As of this writing, 39 % of Canadian SMEs
have begun their digital transformation.
Among these, only 3 % have completely
digitized their production process, 17 %
are still in the planning stages, and 42 %
have yet to take any steps in the move
to digital 2.

DEFINITION
Digital Transformation represents the evolution
of the entirety of your business model and your
value chain, using an innovation process and
introducing new and upcoming technologies on
the market.

1 • CEFRIO (2017). L’industrie 4.0, Enquête auprès des entreprises manufacturières du Québec. Sourced from : https://cefrio.qc.ca/media/1033/enquete-2017-industrie40-enquete-entreprises-manufacturieres.pdf
2 • BDC (2017), Industrie 4.0 : la nouvelle révolution industrielle Les fabricants canadiens sont-ils prêts ? Sourced from : https://bridgr.co/wp-content/uploads/2017/06/bdc-etude-manufacturing-fr.pdf
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An increase of 5 % in customer retention
leads to an increase of 30 % in profit.
(BAIN&COMPANY)

An increase in 5 % of employee engagement leads to an increase of 3 % in revenue.
(AON HEWITT)

You get it – it’s not always easy for an organization to know
where to step to next in terms of technology, nor to understand the reasons pushing them towards transformation –
unless it’s out of fear of being considered obsolete in their
market.
For any company leader, the first question that comes up
when confronted with these statistics is : “How ? How can
I increase employee engagement and how can I retain my
clients and consumers ?” Before answering this question,
there is another one that must be asked first :

What are the clients and employees
looking for ? Well, they’re looking to live
an experience.

In an increasingly digital world where technology is placed
front and center, individuals have increased access to everything, at all times. So much so that their expectations
are continually rising alongside the exponential pace of
technological progress. In this new digital frontier, individuals demand a fluid and responsive experience in regard
to their actions and interactions. Whether they’re a consumer, a client or an employee, they are constantly on the
lookout for experiences to fulfill their expectations in every
sphere of their life.

PART 1 : THE TRANSFORMATION

FIGURE 1 — THE INDIVIDUAL WITH MANY HATS

Digital transformation
begins

EMPLOYEE

CLIENT

CONSUMER

and ends with
the individual.
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Client vs consumer – what’s the difference ?
The term “client”, in a broad sense, defines all the

each actor participates in their own continuous

actors who may be stakeholders at every step of

improvement through their client’s experience, the

the supply chain and who work towards a com-

entire group of stakeholders manages to help en-

mon goal : delivering a complete and comprehen-

sure delivery of a project, service, or exceptional

sive solution to the end-user / consumer.

experience for the end-user consumer. By directly

To properly situate them, one must first take on a
logistics vantage point; that is, the sphere of activity whose objective is to ensure sound management of the pathways and storage of either raw
materials or semi-finished and finished products,

benefiting their partners in the supply chain and
indirectly benefiting the end-user consumer, all of
these stakeholders build a collective competitive
advantage and ensure that they continue to meet
demand.

from their sourcing origins all the way through to

If, for example, you are a computer parts supplier,

the consumer, through various stages of transfor-

you must ensure that your interactions with the

mation and travel.

client, a manufacturer, are seamless, in order to

The nomenclature of client/consumer thereby
differs according to the positioning of the actor
in question at the heart of the supply chain. If, by
reason of their unique position within the chain,

offer an optimal experience and a clear alignment
with parts delivery follow-up – a part which will
eventually end up becoming a computer in the
hands of the end-user consumer.

TRANSPORT

CONSUMER

RETAILER

DISTRIBUTOR

MANUFACTURER

SUPPLIER

FIGURE 2 — PRIMARY STAKEHOLDERS IN A LOGISTICS CHAIN
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Client
Experience

SUPPLY CHAIN TECHNOLOGY INTEGRATION
VALUE CHAIN INTERNAL INTEGRATION
STAKEHOLDER BUY-IN

DEFINITION
The value chain corresponds to the entirety of
steps or internal activities which determine the
ability of an organization to leverage a competitive
advantage. In short, it consists of all the activities
within an enterprise which lead to value creation
for the end-user consumer.

FIGURE 3 — ORGANIZATIONAL TRANSFORMATION THROUGH THE AGES

Manufacturing
age

Distribution
age

Information
age

Experience
age

Mass production is responsible
for the growth and success of
industrialization

Transportation systems and
networks, along with increased
global connectivity, allow for
mass production to crystallize
into global distribution

Due to the connectivity brought
on by the Internet revolution and
the development of logistic
networks, those who control
information tend to dominate in
this sphere

The organizations who create value
are the ones who inspire, engage
and create synergy between their
employees, clients and consumers

2010 — 20XX

1990 — 2010

1960 — 1990

1784 — 1960

COMPETITIVE ADVANTAGE
OPPORTUNITIES

DIGITAL TRANSFORMATION
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As we’ve been saying all along, nobody undertakes a transformation just for kicks. Since the manufacturing age, organizations have constantly had to evolve and change in
order to stand out. Each of these transformations was accomplished through levers and processes :
Technology emergence, with the
arrival of the Internet in the 1990s,
led companies to transform them-

In the manufacturing age, the

selves in order to be able to react

steam engine, hydraulic and

to market needs through the use of

electronic power and the te-

technology. This timeframe also al-

lephone revolutionized factory

lowed for the development of more

production.

powerful and portable information

In the 1960s, the appearance of

management systems. Technology

the first computers and elec-

now allows for the analysis and

tronic devices allowed for the

storage of a phenomenal quantity

automation of production and

of information in new platforms,

distribution channels.

Up until now, the differentiation among enterprises stemmed from their ability to offer customized products and
services according to the unique needs of the consumer.
The objective is to give increased power and autonomy
to consumers, so that their preferences can be reflected
in the goods and services produced by corporations. The
emergence of social media and the power of individual
connectivity have redefined the competitive landscape.
Consumers now have a virtual stranglehold on the success of organizations, as these companies need to step
up and be able to offer them exclusivity, paired with a user
experience and customer service second to none. The
fragmentation of the value chain and the introduction of
increasingly agile and automated production methods allow for organizations to adapt to the ever-changing needs
of consumers – and to surpass them.
Thus, today, the experience is the strength and the disruptive element pushing organizations to continue to evolve and
transform.

Technology can be seen as both the origin of, and answer
to, this experiential age. In order to offer an extraordinary
experience to their key stakeholders, companies have no
other choice but to break new ground on their own transformations. From here on out, they must see further ahead
than a simple alignment of technology and strategy.

such as the cloud.

DEFINITION
All of this brings us to the definition of
“experience”, which designates exchanges
marked by seamless processes and by instantaneous action. Optimized and driven by
technology, these processes will, in time,
allow you to anticipate the future needs of
your consumers, client and employees.

We’ve entered into
the experience age

PART 1 : THE TRANSFORMATION
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How to render a
seamless experience ?

In order to render seamless the entirety of your experiences with your consumers, clients and employees,
it’s important to look further than a simple alignment of
technology and business strategy, but rather to deduce by
reasoning:
#1 With regards to your internal processes which act to
support the implementation of these experiences. The
combinations of “front office” and “back office” will allow
you to measure the right indicators and process information in real time, which will ease predictive analysis and
decision-making.
FIGURE 4 — LINKS AND INTERACTIONS IN A GLOBAL VALUE CHAIN

Channels

CLIENT INTERACTION

WEB • MOBILE • RETAIL • CONTACT CENTER • DIGITAL PRODUCTS • MARKETPLACE • IOT • SOCIAL MEDIA •
TEXTING • PUSH NOTIFICATIONS • KEYWORD SEARCHERS / ADS • DIGITAL ADVERTISING • EMAIL • PRINT •
AUTOMATED AGENTS • TRADITIONAL MEDIA

FRONT-OFFICE

Commercial

Sales

Services

Revenue

DATA

Operations

BACK-OFFICE

Support activities

Operations activities

- Administration and Financial
- Human Resources Management
- R&D
- Purchasing

- Operations / Service Delivery
- Logistics

Marketing

MARGE

Client Interface
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DEFINITION
Back-office vs Front-office
When talking about front office and back

Additionally, through client interfaces of

generated on operational activity is shared

office, we are not referring to the title of

web applications made available through

with support services. An example of inte-

developer, but rather to the various techno-

various channels, digital marketing allows

gration with this technology layer would be

logical layers within the value chain.

companies to shrink the gap with mobile

to connect data services to the website and

consumers.

integrate a search-enabled product catalog

The “front” technology layer is considered

management module with it.

a revenue channel, to the extent that tech-

The “back” technology layer is considered

nologies represent the visible part of the

an optimization, integration and flexibility

What’s important to remember is that there

iceberg with which the end-user / consumer

channel, whereby all the technologies repre-

is an interdependence between the various

is in direct contact. It’s through these tech-

sent internal processes with which all the

technology layers of the value chain - it’s key

nologies that marketing services will allow

stakeholders of the value chain are in touch

to visualize them as a sort of network whe-

for consumer retention, campaign persona-

with, all within the corporate ecosystem. For

reby each element is interconnected.

lization, loyalty programs and, depending

example, this can be reflected by sourcing,

on the level of digital maturity, automation.

production or distribution activity. Data

#2 According on your organization’s integration
into your industry’s logistics chain.

TRANSPORT

CONSUMERS

RETAIL

DISTRIBUTORS

MANUFACTURER

SUPPLIERS

FIGURE 5 — GLOBAL INDUSTRIAL SUPPLY CHAIN
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Technological integration of the supply
chain from outside the organization must
be driven by the internal integration of the
value chain from within the organization.

The value chain can be defined as an internal diagnostics
tool for a company’s competitive advantage. It consists
of primary activities which create value directly, and support activities which contribute to value creation. Some
of these activities – such as marketing, after-sales support, and the whole of the front office – are performed in
direct contact with clients. Others can be invisible to the
consumer, such as supply management, production or
distribution – these constitute the back office. The front
office activities can collect data on consumers. In an approach where the consumer is placed at the center of the

organization’s focus, this data can prove to be invaluable.
However, in order to properly leverage the value of this information, it must be collected with the intent of helping
steer your business activities. To do so, it’s important
to streamline communication between the front office
and the back office. The implementation of a system to
connect front office databases to the back office - without
resorting to middlemen – is the answer. Accordingly, we
can integrate our value chain by creating clear communication channels.

PART 1 : THE TRANSFORMATION
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The 24 hour delivery example
A good example to demonstrate seamlessness
via value chain integration is that of 24h home
delivery.
What’s more seamless than receiving one’s product on the doorstep the next day after ordering ?
The instant gratification expectations of consumers are addressed by ever-faster and more
optimized delivery systems. But behind this apparent simplicity offered to consumers lies an
ensemble of complex processes, made possible

only through digital transformation and integration of the supply chain and its actors.
At its inception, delivery was handled by national
post services. Packages were integrated into the
daily mail carrier routes. The e-commerce boom
allowed for very rapid service to consumers who
were increasingly making their purchases online, either from home or from the workplace.
So, what’s behind the 24h delivery experience ?

FIGURE 6 — INDUSTRY SUPPLY CHAIN

DEFINITION
B2B : Business to Business

B2C : Business to Consumer

Refers to transactions occurring

Refers to transactions occurring

directly between two companies.

directly between a company and
consumers, who are the end-user
of its products or services.

CUSTOMER SERVICE

B2B CLIENTS

(partner e)

B2C CLIENTS

TRANSPORT

(partner d)

B2C CLIENTS

RETAIL

(partner c)

DISTRIBUTOR

MANUFACTURER

(partner b)

SUPPLIER

R&D | PURCHASING

(partner a)
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THE CONSUMER (B2C SIDE) PLACES
THE ORDER

THE CLIENT (B2B SIDE) DELIVERS
THE ORDER

By connecting to their “premium account”, the
end-user will not see delivery fees for each product – note that here, the annual membership
system is part of the consumer experience
optimization strategy. Once logged into their
account, the end-user has the ability to order
a product with a single click. The platform has
managed to negate any friction in the purchasing
process.

In logistics, last-mile delivery is generally the
trickiest part. The traffic conditions in major
urban centers are ever-changing, and in a 24h
delivery, every minute counts. The last-mile is
also more expensive because of the smaller
volumes being shipped. Confronted with this
challenge, e-commerce leaders often choose
to subcontract this part of the equation to local,
specialized companies. Some last-mile delivery
partners have been long prepared for the shift
towards user experience, seeing as how they
based their business plan on the need for instant
gratification highlighted by consumers.

THE CLIENT (B2B SIDE) PROCESSES
THE ORDER
Once the order has been made, it’s up to each
of the actors in the logistics chain to take over.
Rather than keeping every ordered item in stock,
the e-commerce platform prefers establishing
a partnership with suppliers and manufacturers
so that they can manage the warehousing and
transport aspects of their products directly.
Note that to compensate for exponential growth
in demand and to respect delivery deadlines,
some leaders in e-commerce also employ their
own largely automated warehouses. This demonstrates significant agility on the company’s
part and an ability to adapt their business plan to
prevailing market conditions.
None of this would be possible without an enterprise architecture supported by robust technology integrated into the value chain. The order data
passed through from the consumer is received in
real-time by the various partners such as the provider and the manufacturer, who can then obtain
the item from their stock and prepare it for delivery. The back office technology layer – representing primarily internal processes of a company
which are shared with partners within the enterprise ecosystem – is frictionless and focused on
the end-user, placing the user experience at the
center of its priorities.

Let’s not forget that the end-user does not deal
directly with the delivery companies, but rather
with the e-commerce platform. Indeed, the platform maintains complete control of the client accounts – even for delivery – and that would not
be possible were it not for a complete integration
of the value chain. Once again, we can see a
dedication to push for an ever-better consumer
experience.

THE CONSUMER (B2C) TRACKS
THEIR ORDER
Thanks to the integration of the value chain, the
priority shifts to information and its transparency, which are key to a winning experience.
The consumer can verify the availability of the
desired product and delivery estimates in realtime, leading to a contextualized and personalized experience. Low-yield, cumbersome and
time-consuming administrative processes are
removed from the equation. Information can
move between the e-commerce platform and
the delivery company seamlessly, thanks to technology integration. Although they are two separate entities, the data flow is constant.
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Consumer
Experience

SEAMLESSNESS OF PROCESS TO FULFILL NEEDS
INSTANTANEOUSLY ADDRESSING NEEDS
ANTICIPATION OF CURRENT AND FUTURE NEEDS

How does one keep a consumer by offering them
an unforgettable experience ? Throughout the
years, the pervasiveness and progress offered by
technology have had a direct impact on the consumer and their expectations with regards to the user
experience : they want the best option available,
and they want it now. Just like with the client (supplier, manufacturer, distributor, etc), the consumer is searching for a simplified and personalized
interaction.

PART 1 : THE TRANSFORMATION

The industry leaders in streaming and online music know
what they’re doing. These platforms have managed to
anticipate the needs of their users, provide instant gratification, and ensure a seamless experience regarding navigation and content consumption. But... how ? Through
the simplicity of their navigation, their optimal resolution,
the breadth of their offers, their tailored recommendations
based on consumer preferences - but most of all through
their exclusive and personalized content that help ensure
an optimal user experience 3.

SEAMLESS PROCESSES
The seamlessness of processes on the platform help
support the integrity of the consumer experience. This
seamlessness could, for example, work through an intuitive and fast navigation system, providing easy access to
content. Without seamlessness in process, the entire experience is slowed down and put in jeopardy.
What technology might help obtain a seamless process ?
One example of technology that can lead to seamlessness
from a consumer point of view is the Internet of Things
(IoT), which helps limit the necessity for interaction
between the consumer and the company. It does this by
collecting data on the products and services used, without
the need for the consumer to communicate directly with
the company (see p.36 for more information on IoT).

INSTANTANEOUS FEEDBACK
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What technology can help improve immediacy ? With chatbots (definition on p.51) backed up by artificial intelligence
(AI), a company can ensure this immediacy by understanding needs through a virtual assistant. This provides the
user with a feeling of continuous support and raises their
impression of the service obtained (see p.48 to learn more
about AI).

ANTICIPATING NEEDS
At every moment, consumers subconsciously hope that
enterprises will be able to predict their needs and provide THE solution to their needs, even before they fully understand them themselves. That’s the idea behind need
anticipation. If you’re able to think for your end-user and
preemptively suggest what they might need, then you can
guarantee an optimal user experience and ensure growth
of their loyalty towards your brand. This is the first part of
their experience. To accomplish this, predictive analysis is
key. What is your consumer looking for ? How often ? On a
regular basis ?
What technology can help anticipate the needs of the
end-user ? Artificial intelligence combined with big data
allows for the accumulation and management of massive
amounts of data, giving companies the ability to learn
exactly how every consumer should be handled on an individual basis. This gives the consumer the feeling of being
unique and understood by the company. This increases
the odds that they’ll want to have another experience with
the same company (see p.48 to learn more about AI).

When the consumer creates their query, they expect an immediate response. Within the context of an initial interaction between the consumer and the online platform, this
immediacy variable is critically important, as it will often
be directly related to consumer retention. First impressions matter.
Immediacy is a product of performance in terms of time
elapsed between creation of the query and delivery of the
expected response. We reach peak immediacy when the
apparent time elapsed between the creation of the query
and the delivery of the response is imperceptible to the
end-user.

3 • Avril, Diane (2018). Netflix – l’expérience utilisateur au cœur de la stratégie !, EFAP. Sourced from http://www.mbadmb.com/2018/03/11/netflix-experience-utilisateur/
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ZOOM ON : THE EMPLOYEE EXPERIENCE

Employee
experience

FLEXIBILITY
SKILL DEVELOPMENT
WORK ENVIRONMENT

The modern digital world and unchanging organizations are not compatible. Today, we communicate,
think, collaborate, share and work in a way that’s very
different than, say, twenty years ago. Nevertheless,
many companies and company structures have
stayed the same.

When seeking out talent, the employee experience remains
a major differentiation point among companies, especially
now that the millennial generation is entering the job market
and allying themselves with employers. In all facets of their
lives, whether they are employees, clients or consumers,
millennials are demanding and have a strong need for stimulation and change. The time when employees followed
a preset path in one position, in one organization, is long
gone. Organizations thus need to be able to inspire their
talent pool and employ a policy of transparency, openness
and trust.

For company leaders, it’s no longer about sporadic transactions, but about building relationships.
An engaged, inspired employee is an employee who will
want to keep improving themselves for their organization
and continue creating value by taking initiative. A successful employee experience requires organizations to consider
different variables.

PART 1 : THE TRANSFORMATION
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FLEXIBILITY

THE WORK ENVIRONMENT

Firstly, the employee experience stems from the flexibility
offered by the company. Today’s workers want to work according to their calendar and their hours. A busier week might be followed by a quieter week, with work fluctuations
being perceived as an advantage. Flexibility can also mean
occasional telecommuting. This versatility allows for increased work-life balance, which is key for the generations
just now getting into the job market. Beyond simple flexibility, workers want predictability. This need is more challenging to fulfill in an ever-changing business environment,
where it’s more difficult to predict workflows on a long-term
basis. One solution is to offer more horizontal training to
employees. This way, when there’s a workflow increase,
those users less impacted by it can assist their colleagues.
This aspect brings us to our next point – competency.

Our third aspect demonstrates how the work environment
can affect seamlessness. Based on a study by Steelcase,
there is a correlation between satisfaction with an employee’s workspace and their engagement level 4. To build
engagement, the workspace needs to be configurable so
that the employee can adjust it to their liking. A collaborative workspace encourages communication and the flow of
ideas, but these spaces need to be paired with other, more
isolated spaces as well, to stimulate concentration. Finally,
rest areas are important for engagement, and socialization
areas cannot be left out.

What technology can help attain this flexibility ? Online
document sharing is a great tool for effective collaboration
and knowledge transfer between employees. Also, this information becomes available regardless of where the employee is located, such as from their home or a café. This
type of flexibility is made possible thanks to the Cloud
Computing SaaS (Software as a Service) model. These platforms ensure consistent availability of documents and allow employees to adapt their schedule to their own work-life
balance needs (see p.37 to learn more about the Cloud).

SKILL DEVELOPMENT

The new market reality and diversity in the workforce will
mean that, in the near future, companies will have to adapt
their tools and workspaces to them. Take the millennial
generation, for instance : they are more accustomed to
touchscreens or voice recognition software (ie Siri). A
growing number of companies needs to start thinking about
those tendencies.

What technology could help improve the work environment offered by your company ? To negate friction in the
experience your employees have at work, one needs to
consider the acquisition of technology tools that can render processes more efficient. For example, adopting 5G will
help support Virtual Reality solutions by allowing data to be
transmitted without any delays or interruption, narrowing
the divide between remote communication and face-toface interaction (see p.39 for more information on 5G).

Secondly, the fluidity of the employee experience depends
on skill development. One way to keep employees engaged
is to offer them sources of continuous learning. Continuous
development is beneficial in two ways, as it both stimulates
engagement and increases knowledge capital within the
enterprise. However, these efforts need to be orchestrated
in concert with planning for the employee’s growth within
the company. In addition, expectations in terms of career
progression need to be considered. The high level of mobility within the job market also means that your employees
might consider opportunities to grow outside of your company. Does your organization offer a clear and stimulating
career path to employees ?

What technology might help improve skill development
among employees ? Artificial Intelligence plays a role in
employee development with learning experience platforms
(LXPs). Much like Netflix, these platforms can suggest upto-date content customized to the employee’s needs and
responsibilities. This helps support professional development at a quicker pace and is a strong selling point for a generation in a constant quest for learning (see p.48 to learn
more about AI).

4 • Steelcase (2016). International study report on work space and workplace engagement, Sleecase Global Report, Source from: https://info.steelcase.com/rapport-sur-lengagement-des- employ%C3%A9s-dans-les-espaces-de-travail-%C3%A0-travers-le-monde#engagement
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Companies have always been faced with
fundamental organizational changes in
order to avoid obsolescence and come
out on top, on the one hand facing stronger
and stronger competition with their rivals,
and on the other, having to satisfy increasingly demanding and fickle consumers.
It’s easy to see that transformations aren’t
undertaken for fun, but to initiate a real
value creation process. However, it’s not
always clear for corporate leaders to know
what to direction to head in, let alone how
to go about creating this value.

PART 1 : THE TRANSFORMATION

That’s where experience comes into play.
Individuals live their lives in various circles
and wear often changing hats. Whether
we’re talking about the consumer, the client
or the employee of a company, they have
the power to act on the resulting experience. That’s why, by using technology to
put in place the synergies and engagement
required by all the stakeholders of your
ecosystem, you can ensure delivery of
personalized experiences and complete
satisfaction of your end-user.
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PART 2

DIGITAL

What’s new in the
tech landscape ?

PART 2 : DIGITAL

The first part of the 2019 Tech Radar was meant to help
restructure the previously-traditional conversations around
change towards digital transformation. You saw that we’re
not just changing for the sake of changing – the age of the
experiential economy is upon us and lies at the core of this
need to transform.
Before leaping into action, there’s another detail to consider – an upgrade of your “digital fitness”. It’s an important
competency to build up for all those involved, directly or indirectly, with an organization’s strategic decision-making.
That’s why, in this second part, we’ll present an overview
of the new trends in the tech and business worlds over the
course of the last year.
Exponential evolution of new technology is one factor that
pushes companies to innovate due to the infinite possibilities afforded by it. However, we must keep in mind that
one can’t jump from, say, pen-and-paper processes to
implementing artificial intelligence overnight. There are
many less exciting technologies, such as Enterprise resource planning (ERP) software or CRM (customer relationship management) solutions which, although thought
of as more “common”, are not universally integrated into
all companies. These companies don’t always know the
most efficient way to properly integrate them into their enterprise ecosystem.
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In Quebec, 35 % of SMEs have not yet
implemented an ERP system 5.
Since the very first edition of the Tech Radar, we’ve closely followed the emergence and evolution of new digital
technologies appearing in the business world. Throughout
this period, categorizations of technologies have become
apparent. Classifying innovation into large functional buckets isn’t always easy as their applications tend to be very
diverse. This exercise is nevertheless necessary in order to
offer a clear and concise understanding of these technologies, which tend towards the increasingly complex. Within
the four categories we’ve outlined (Digital, Business
Ecosystem, Cyber and Analytical), we’ll focus on those
which are the most mature, and whose integration into a
business offer the greatest competitive advantages.

5 • Hébert, Claudine (2018). Durer en affaires : quelles technologies adopter. Les Affaires. Sourced from http://www.lesaffaires.com/dossier/pme-durer-en-affaires/durer-en-affaires--quelles-technologies-adopter-/605430?utm_source=newsletter&utm_medium=email&utm_campaign=le-midi_25-novembre-2018&oft_id=36879772&oft_k=aAIHSjno&oft_lk=bgM5gF&oft_d=636787711518600000&fp
id=703433&m32_fp_id=VV46EK&ctx=newsletter&m32_fp_ctx=DI_MASTER_Relational
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FIGURE 7 — TALSOM RADAR’S ANALYSIS OF TRENDS AND SHIFTS IN TECH
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FIGURE 8 — DIGITAL MATURITY SCALE
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The digital maturity scale
In order to ease and optimize your transition to

Therefore, today we offer this new and improved

digital, in 2017 Talsom was already outlining an

model, which we’ve updated to reflect the new

initial model of digital transformation. In 2018,

reality of today’s business leaders.

we had already witnessed several fundamental
changes due to the introduction and emergence
of new technologies in the Quebec business
ecosystem and the new trends stemming from
that. In just one year, we’ve seen many important
changes, brought on by the experiential age and
the general level of digital maturity.

Identifying the level of digital maturity in your enterprise will allow you to understand your use of
technology, fill in gaps, capitalize on your strengths and, most of all, leverage your company’s
advantages towards your transformation.
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An organization can be aligned under three
maturity metrics :

→ LEVEL 1

→ LEVEL 3

Here, we’re focused on operational efficiency and

We’re at the stage where we can begin talking

cost reduction.

about enterprise transformation, business model

Digital isn’t placed at the heart of the organization’s priorities, although there is an understanding that the competitive strategy will need to
leverage digital.
In this first segment of digital maturity, the foundations need to be solid and ready to support
an alignment and optimization of technologies
and experience. The organization must devise a
flexible tech architecture that allows for the incorporation of various channels, themselves requiring a strong integration with other components
and, ideally, match well with other projects involved in the global transformation strategy. Once
this iterative work is complete, the company will
have in hand an effective plan ready to be put into
play.

transformation and changes in the relationship
with the ecosystem. This level implies that proven technologies will be introduced according to
a sound digital strategy, that the right resources
will be mobilized towards a common, well-defined goal or target, and that priority management will improve in order to support increased
productivity and profitability.
At this stage, the company already has an advanced level of digital maturity whereby their
marketing, customer service and IT teams are
integrated to create a unified experience. The
strategy is built mainly on information sourced
about their clients. Here, leaders must increase
the openness of the organization to new business models built upon digital maturity.
Mastering digital to actively involve various

→ LEVEL 2

At this stage, we’re within a digital transformation
of the consumer experience and the company’s
value chain. The organization often begins technology projects through specific, individual, internal efforts and not always according to the needs
and pace of their clients; they therefore might
drop the ball on some of their clients’ important
requirements.
In this second segment of digital maturity, the enterprise must develop a flexible tech architecture
to allow for the integration of various channels
which themselves must coordinate well with external systems. Ideally, these channels must also
be inline with the transformation strategy.

stakeholders requires a targeted tech agenda
which places the client at the center of the process, and which takes into account the involvement of all stakeholder interventions, in order to
fill gaps and accelerate go-to-market processes.
We’re really talking about an advanced level of digital maturity where the company is an obvious
value creator.
This reality allows for additional consideration of
the capacity to implement operational plans, the
acceleration of delivery of new functionality, development of faster and more effective products
alongside a capacity to develop and apply an
ever-increasing number of innovative solutions.
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Talsom estimates the average digital
score of Canadian companies at 1.9/4.
Here, we’re at the attractiveness level,
just before the conversion level. In fact,
the majority of Canadian companies are
in a phase of operational efficiency and
cost reduction.

Digital isn’t positioned at the heart of the company’s priorities, although they are aware that their competitive strategy will need to leverage technology.
The desire of Canadian leaders to push forward is clear,
but can also lead to certain concerns such as those mentioned in a 2018 PWC study : “69 % of Canadian CEOs are
concerned by the pace of technological evolution 6”.

Finally, digitizing a company’s value chain will be made
possible through the use of artificial intelligence solutions.
Furthermore, in the next three years, 38 % of Canadian business leaders expect that they will be increasing their investments in artificial intelligence by 10 % to 15 %.

Now – let’s
talk Tech !

6 • PWC France. 20e baromètre PwC sur l’opinion des dirigeants d’entreprise (2017). Press release, Sourced from https://www.pwc.fr/fr/espace-presse/communiques-de-presse/2017/janvier/opinion-dirigeants-entreprises.html
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THE INTERNET OF THINGS (IOT) :
OBJECTS THAT COMMUNICATE

DESCRIPTION
We hear more and more about connected devices and the
IoT. We see a growing interest in the Internet of Things
and the promising business opportunities afforded by this
technology. So, how does it all work in practical terms ?
The IoT describes a novel technology whereby traditionally
non-connected objects (lamps, various machines, clothes,
etc.) – whether real or virtual – now have the ability to exchange data among themselves in real-time. This network
of devices, wherein each object has a unique digital use, allows for the exchange of their information through a Cloud
platform, without any human intervention. It’s considered
a transformational technology meant to reduce complexity, but few business decision-makers fully understand
its implications.

Iot is slowly starting to change the way we use and manage data, especially in the industrial sector. Important
to note : the high-level customization of products and services is quickly becoming the norm. This leads companies
to strive to offer the best possible experience and stand
out from their competitors. It’s thanks to the optimizations
between humans and machines, and the growing number of data channels, that connected objects will allow
for an understanding of the exact needs of an individual,
such that they can then be offered a unique, customized
service 7. The global economic impact of this innovation
will be staggering. The IoT market value is expected to
climb from $3.9 trillion USD to $11.9 trillion USD by 2025 8.
Industry experts interviewed by Euromonitor, a worldwide
leader in strategic market studies, consider the Internet of
Things the technology which will have the strongest longterm impact 9.

7 • World Economic Forum (2015). Industrial Internet of Things: Unleashing the Potential of Connected Products and Services, World Economic Forum. Sourced from http://www3.weforum.org/docs/
WEFUSA_IndustrialInternet_Report2015.pdf
8 • Columbus, Louis (2017). 2017 Roundup Of Internet Of Things Forecasts, Forbes. Sourced from https://www.forbes.com/sites/louiscolumbus/2017/12/10/2017-roundup-of-internet-of-things-forecasts/#2c038ae71480
9 • Evans, Michelle (2018). IOT will have the most impact on business in the next five years, surveys says, Forbes. Sourced from https://www.forbes.com/sites/michelleevans1/2018/05/31/iot-will-havethe-most-impact-on-business-in-the-next-five-years-survey-says/#729c4e3f5a3d
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Leveraging the Cloud to ease integration of technology
Cloud-based technology presents significant

We can also witness a similar situation at

advantages for companies. Although not yet

Microsoft, who is doubling-down on their cloud

having reached its full potential, it’s growing at a

service through Azure, or HP Enterprise, who ac-

fast pace. We should pay special attention to it,

quired Cloud Technology Partners in 2017 10.

as it can aid with the integration of other technology such as IoT, by allowing for the support

The integration of these various types of Cloud

of connected devices in an evolutionary manner.

Computing services remains complex, but must

Companies seeking a flexible, adaptable IT archi-

ment decisions. This hybrid mode is becoming

tecture should consider combinations of public

a common trend in the field. This corresponds to

or private cloud technology. Trends points to

a combination of public and private cloud com-

the development of interconnected cloud tech;

puting, providing an attractive package both in

main providers of public cloud service, such as

terms of cost and in terms of competitive advan-

Amazon and Alibaba, are looking into integrating

tage thanks to the increased agility provided by

their own private solutions as well.

this type of service. This consideration must be

be considered prior to any technology invest-

at the heart of any tech investment.

RECENT EXAMPLES OF TECHNOLOGY APPLICATIONS
The reason given by 70 % of leaders for adopting this technology is to improve customer service with the additional data made
available with regards to the use of the product or service in question 11. IoT allows for the understanding of the use, maintenance
requirements, failure points and other indicators of a product or service. That’s why connected objects help ensure an optimal
experience throughout the life cycle of a product.
The first example nicely illustrates the need for technology partnerships in the business world. GE Aviation and Accenture have
recently been collaborating on the integration of black boxes in airplane engines. These devices aim to collect data that will
allow them to more accurately evaluate device performance and ensure increased predictability with regards to maintenance 12.
Microsoft (Azure IoT and Cortana Intelligence platforms) was also involved in this venture by supporting data processing through
the cloud 13. Another case of IoT implementation has to do with Amazon, with the launch of their AWS (Amazon Web Services)
button. This service allows for one-click access to its vast Cloud Computing platform of secure, integrated IoT AWS. Once the
device is connected to this platform, a simple press of the button is linked to a function which would, for example, allow for the
precise management of supply requirements for a company 14. In very much the same way, industrial equipment with IoT capability provided by Caterpillar allows them to ramp up the value added to the client which translates to reduced operating costs,
additional efficiency and an increase of 20 % in productivity for their mining industry clients 15.

10 • Les tendances dans la transformation numérique pour l’année 2019. Économie Gouvernement du Québec. Sourced from : https://www.economie.gouv.qc.ca/objectifs/informer/vecteurs/vecteurs-actua-lites/vecteurs-actualites-details/?no_cache=1&tx_ttnews%5Btt_news%5D=23124&tx_ttnews%5Bcat%5D=&cHash=93a2489d7bfc017a026fa39242dcac35
11 • Columbus, Louis (2017). 2017 Roundup Of Internet Of Things Forecasts, Forbes. Sourced from https://www.forbes.com/sites/louiscolumbus/2017/12/10/2017-roundup-of-internet-of-things-forecasts/#2c038ae71480
12 • GE aviation, (2013). TalerisTM and Parent Companies GE Aviation and Accenture Open Facility in Irving, Texas. Sourced from https://www.geaviation.com/press-release/systems/taleris%E2%84%A2-and-parent-companies-ge-aviation-and-accenture-open-facility-irving
13 • Computer World UK (2018). The most powerful internet of things (IoT) companies to watch. Sourced from https://www.computerworlduk.com/galleries/data/most-powerful-internet-of-things-companies-3521713/
14 • Amazon (2018). AWS IoT Button. Sourced from https://aws.amazon.com/fr/iotbutton/
15 • Forbes (2017).5 Areas Where The IoT Is Having The Most Business Impact. Sourced from https://www.forbes.com/sites/insights-hitachi/2017/12/18/5-areas-where-the-iot-is-having-the-most-business-impact/#144bc6d04396
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EVOLUTION
Developed in the early 2000s, IoT only became concrete in
the business world a few years ago and this revolution is
just getting started. Comparable to the B2C revolution the
Internet brought with it, IoT is at the dawn of completely
revolutionizing not only the manufacturing, energy, and
transport sectors, but many others as well 16.
At present, 12 % of companies have invested in an IoT solution and in the near future, within two to five years, it’s
expected that this adoption rate will climb to 25 % 17.
This new technology arrives in the business world with its
own set of complexities. A large-scale adoption implies
collaborative advocacy, co-creation and parallel evolution between stakeholders within a business network. IoT
allows for the reinvention of of business models and the
creation of synergy between actors.

partnerships around new digital business models towards
creating new sources of value for their clients 18.
On the employee side of things, we tend to think about the
drastic scenario wherein IoT will have a huge impact on
the workforce, replacing human capital with interconnected intelligent machines. A report of the World Economic
Forum, however, claims that this technology will in fact
allow additional flexibility to employees and create work
areas that are more attractive to millennials. For example,
in connected factories, machine interfaces will prove to be
less rigid, allowing for better remote control and limiting
the need for physical labor, leaving more opportunity for
collaboration between employees. Not to mention the advantages in terms of health and safety offered by the additional precision available to factory equipment 19.

Software supporting this technology can sometimes blur
the lines between traditional industries and can bring together ecosystems that were previously unfamiliar with
each other. Winners in this phase of digital transformation are the organizations who will manage to create

16 • World Economic Forum (2015). Industrial Internet of Things : Unleashing the Potential of Connected Products and Services, World Economic Forum. Sourced from http://www3.weforum.org/docs/WEFUSA_IndustrialInternet_Report2015.pdf
17 • Velosa, A., Roy Shulte, W., Lheureux, B., Nuttal, N. (2018). Hype Cycle for the Internet of Things, Gartner. Sourced from https://www.gartner.com/document/code/340237?ref=grbody&refval=3890764
18 • Velosa, A., Roy Shulte, W., Lheureux, B., Nuttal, N. (2018). Hype Cycle for the Internet of Things, Gartner. Sourced from https://www.gartner.com/document/code/340237?ref=grbody&refval=3890764
19 • World economic forum (2015). Industrial Internet of things unleashing the potentiel of connected product and services. Sourced from http://reports.weforum.org/industrial-internet-of-things/4-shift-towardsan-integrated-digital-and-human-workforce/4-1-enhancing-productivity-and-work-experience-through-augmentation/
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ZOOM ON : IMPACT ON 5G

Between 2018 and 2022, Gartner
estimates that the 5G network will be
mainly used by companies to support
IoT, HD video and wireless network
access.

Future adoption of growing IoT technology leads to a reality
where more and more data is transferred in realtime. Working with a multitude of data sources requires companies
to demonstrate optimal levels of fluidity and consistency in their processes. The bandwidth of our wireless data
networks had to be rethought in order to provide the additional support required for the increased network traffic.
Mobile technology moving from 4G to 5G will soon allow
companies to access a new generation of wireless spectrum, some of which can be nine to twenty times faster than
the previous generation 20.

The main factor pushing companies to move to 5G is the
increased competition in the mobile wireless sphere. The
exponential increase in the amounts of data being transferred, due to the adoption of new connected 4.0 technologies,
means that a company will be more competitive when they
have access to a high-speed network 24. The use of 5G will
then go much further than just the telecommunications industry, and will allow for the support of intelligent devices,
autonomous vehicles, connected objects, and many other
technologies that provide added value to the business
world 25.

Still in its inception, this revolutionary new network will allow for, among other things, a reduction to almost zero latency (data transfer delay), as well as a reduction of energy
use for each connection, which itself leads to a longer battery life for mobile devices 21.

One of the rare use examples of 5G tested by Nokia is the
integration of this technology to Hamburg port in Germany.
The result was an increase in operational efficiency, security, traffic flow and pollution management 26.

5G deployments will happen gradually
and in a piecemeal manner, to finally cover an area equal to that of 4G by
2022 22. Commercialization should begin
in 2020 23.

20 • Pogue, D. Scientific American. Oct2018, Vol. 319 Issue 4, p25-25. 1p. 1 Color Photograph.
21 • Piraina, Alexis (2016). 5G : tout savoir sur le réseau mobile du futur, Vroom. Sourced from https://www.numerama.com/tech/147723-5g-tout-savoir-sur-le-reseau-mobile-du-futur.htm
22 • Walker, M. (2018). Hype Cycle for Emerging Technologies, Gartner. Sourced from https://www.gartner.com/document/3885468?qid=65e96172f8b5ffa36db613e0eecad8bd&ref=solrAll&refval=209431671&toggle=1
23 • Takiishi, K. Report Highlight for Market Trends: Make Compelling 5G Technology Selections and Be First to Attain 5G Success, Gartner. Sourced from https://www.gartner.com/document/3852297?ref=solrAll&refval=209453387&qid=58f6eecc0788ca28982c915481c45898
24 • Walker,M . (2018). Hype Cycle for Emerging Technologies, Gartner. Sourced from : https://www.gartner.com/document/3885468?qid=65e96172f8b5ffa36db613e0eecad8bd&ref=solrAll&refval=209431671&toggle=1
25 • Pogue, D. Scientific American. Oct2018, Vol. 319 Issue 4, p25-25. 1p. 1 Color Photograph.
26 • Geelen, Anne (2018). Port of Hamburg : 5G applications pass filed test, Telekom. Sourced from https://www.telekom.com/en/media/media-information/archive/port-of-hamburg-5g-applicationspass-field-test-551178
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Towards intelligent objects ?
Internet-based connected devices are day-to-day

within the device, it is now decentralized and

objects that can communicate among them-

shared with other objects through the use of arti-

selves through data transfer. An intelligent timer

ficial intelligence.

connected to a coffee machine could prompt the
machine to make coffee at a preset time every
morning. However, intelligent devices are not only
connected but also artificially intelligent. In our
previous example, an intelligent and connected
machine could go a step further, detecting the presence of visitors in the guest room and prompting

On a larger scale, connected and intelligent devices allow for the development of smart cities.
These are connected municipalities where a combination of objects (traffic lights, vehicles, aqueducts, electrical grids, etc.) and software work
together to optimize flow. For example, energy

the machine to make the proper amount of coffee.

and water use could be reduced by regulating their

We can see that IoT goes even further, describing

only function when users are present.

the intelligence of devices. No longer just connected, they’re now smartly interconnected with one
another; with data no longer limited to remaining

use thanks to data collection; an escalator might
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IN THIS PART,
WE’LL PROPOSE THOUGHT
EXERCISES FOR LEVERAGING
THIS NEW TECHNOLOGY

RECOMMENDATIONS
First of all, perform an evaluation of the data-sharing channels used by your company, that
is to say a mapping which presents what data is made available to which function, and how
this data is shared. This allows one to pinpoint where more accurate information might be
necessary. Next, establish a projection to determine what new information sources might be
pertinent to the experience you’re looking to create. This helps clearly identify the strategic
target you’re after.
At the strategic planning phase in adopting this new technology, one must ask themselves
if the current technology infrastructure available to your organization will be able to support
this new system. For example, opting for cloud-based storage to allow for the integration of
data transferred by connected objects – all within the company’s value chain and an IT infrastructure allowing various platforms to communicate via an API – would be an initial step
to integration.
There’s a need to carefully evaluate the choice of suppliers when it comes to implementing a
new long-term business architecture. According to Gartner, it’s important to beware of the immaturity of certain providers in order to select solutions that will adapt to a company’s digital
lifecycle in a evolutionary manner 27.
It would be wise to consider the eventual possibility of interaction between an IoT system and
another current technology, such as Blockchain, under the umbrella of artificial intelligence to
further increase its value added 28.
Once this analysis is complete, the next step is to secure investment for the adoption or adaptation of systems required to integrate this new data sharing structure. This transition can
represent significant costs, and a timetable is in order if we want to ensure a strong ROI built
upon lasting investments.
Other factors, such as the efforts needed for the positioning of your company within the business ecosystem, should not be neglected – the required interconnections require more
adept long-term collaborations between various actors within an industry. The risks of transforming at too slow a pace, or taking a “wait-and-see” approach, grow more important as time
goes on.
Security measures around data transferred by connected objects should not be ignored, as
a large-scale adoption performed without foresight could often lead to greater vulnerability
around data security 29.

27 • Jones, Nick (2017). Top 10 IoT Technologies for Digital Business in 2018 and 2019, Gartner. Sourced from https://www.gartner.com/document/3800567?ref=solrAll&refval=209316788&qid=52780a
e-87def7751264f9c8a986495b2
28 • I-SCOOP (2018). IoT 2018 – The next stage : the IoT of integration, value and action, I-SCOOP. Sourced from https://www.i-scoop.eu/internet-of-things-guide/iot-2018-1/
29 • World Economic Forum (2015). Executive Summary, World Economic Forum. Sourced from http://reports.weforum.org/industrial-internet-of-things/executive-summary/
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BLOCKCHAIN : A REVOLUTION IN
TRANSACTIONS, THE SUPPLY CHAIN,
CLIENT UNDERSTANDING, DATA
STORAGE AND CYBERSECURITY.

DEFINITION
While Blockchain is today mainly known for being the technology behind the creation of Bitcoin and other cryptocurrencies, its potential applications for companies remains
quite broad; so much so that it would be difficult to predict
its evolution. At present time we’re only just learning about
its potential, but soon you’ll be able to leverage applications built upon Blockchain on a day-to-day basis.
So, what’s new this year in the Blockchain world ? In the
2018 edition of the Tech Radar, we defined Blockchain as
follows :

transaction, connected to the rest of the chain (so that the
time and date are automatically available) which ensures
the integrity of stored data (see figure below). The entirety
of the process occurs in realtime and eliminates the need
to verify transactions, which was generally delegated to a
central authority or third-party. The blocks have a few special characteristics; they are distributed, encrypted, freeto-access and unchangeable. Banking, financial and retail
markets all offer considerable opportunity for Blockchain
to be used towards solving current commercial challenges.

Blockchain refers to a technology providing distributed,
transparent and secure data management. The chain operates without any centralized management center and is
developed to support both financial and non-financial transactions. The database records information as blocks of
data and each of those keeps a timestamped record of the

Here’s how Blockchain works :
FIGURE 9 — HOW BLOCKCHAIN WORKS (SOURCE-GARTNER 30)

A member of the
network submits a
new transaction

The nodes (computers)
add the transaction to
other transactions within
a block

The nodes use a consensus
algorithm, confirm the
key criteria and add the
block to the Blockchain

One the transaction is validated,
the block is added to the
Blockchain with the “hash”
of the previous block

TIME

30 • Pradhan, J., Stevens, A. & Johnson, J. Blockchain Fundamentals for Supply Chain: A Guide to the New Boardroom Buzzword . Gartner, Fév. 2018.
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What’s changed now - the definition
of the technology hasn’t – are the
areas where Blockchain can be used.

We’ve targeted financial, banking and retail markets as
industries being transformed by the arrival of this technology. While this remains valid, we’ve also added the transport, food, pharmaceutical, military-industrial and other
industries – and the list continues to grow.
Among these industries, many applications have shown
promise. That’s why the entire supply chain of a company
can be affected on various aspects, as can cybersecurity,
contracting, product and materials traceability, voting and
democracy, registries, various types of databases, e-commerce, etc.

In order to make sense of this technological upheaval, it
might be useful to use an analytical frame 31 (inspired by
Melanie Swan, 2015), in this fashion :

Blockchain 1.0
Cryptocurrency
and finance

Blockchain 2.0
Contracts, intelligent
contracts and registers

Blockchain 3.0
Justice and Law applications, Efficiency and
Coordination applications

Blockchain 4.0
Decentralized
Applications (Dapps)

31 • Swan, Melanie (2015). Blockchain : blueprint for a new economy, O’Reilly. Sourced from http://www.sapcoin.net/blockchain/blockchain-by-melanie-swan.pdf
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EVOLUTION

Blockchain 1.0 :
The cryptocurrency revolution
The first generation of Blockchain represents the phenomenon started in 2009 with the creation of Bitcoin by Satoshi
Nakamoto – the pseudonym of an inventor whose real
name is still unknown. We know the story well : rise in the
value of cryptocurrencies, explosion in the number of these
sorts of currency and upheaval in the financial and banking

“ It’s gold for nerds ”
STEPHEN COLBERT

industries. Although transformational, we won’t be exploring this first generation.
The next section will detail the second generation corresponding to the use of Blockchain for intelligent contracts.

Blockchain 2.0 :
Intelligent Contracts
The second generation of the technology expands
beyond simple applications, reaching contracts and intelligent contracts as well as data registers and databases.
Blockchain 2.0 allows for a more linear and seamless signing of documents, which leads to a reduction in the number of steps and actors required during such a transaction.

underlying the technology itself. Indeed, the many advantages and characteristics provided by Blockchain allowing
for the use of cryptocurrency are also the driving factor
behind the database use case, as well as the improvement of transactional processes characterized by contract
management.

Therefore, the user can process their experience with much
more simplicity, seamlessness and speed. This generation
is based on the opportunity brought on by operational logic

TECHNOLOGY APPLICATION EXAMPLE
One concrete example of the application of this technology can be seen at the startup Propy. Their founders wanted to
create a transactional real estate platform based on Blockchain. This platform allows for transactions to take place in
an automated fashion thanks to Blockchain, which was itself used to process these transactions. Previously, to conduct
a real estate transaction, one needed to contact all the separate instances or touchpoints individually to provide various
documentation and verification – a complex and time-consuming procedure. Thanks to their platform, Propy offers an
alternative solution whereby transactions are conducted automatically thanks to automated and secured transactional
mechanisms using Blockchain.

The following section will be outlining the third generation, reaching the government and public spheres.
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Blockchain 3.0 : Justice, Efficiency
and coordination – beyond
cryptocurrency
The adoption of the technology beyond these previous-mentioned applications began with the concept of intelligent
contracts in order to secure and simplify the transactional
processes required for cryptocurrency exchange. Among
the other spheres which could benefit from this system, we
can identify the public and government spheres, as well as

any domain involved with the supply chain. First of all, the
public sphere found a use for this technology by adopting it
to manage registries, improving the various processes during elections or managing property register management,
for example. Many governments in various countries have
already started testing solutions based upon Blockchain.

RECENT TECHNOLOGY APPLICATION EXAMPLE
Honduras provides a strong example here as not only does the implementation of the technology allow for a reduction in
fraudulent transactions, but also provides an ability to protect the citizenry in a legal and complete manner by recording
their property registries within an encrypted database 32. Exonum is a startup focused on developing a government platform that allow for the management of citizen requests via a database built upon Blockchain.
Furthermore, the supply chain itself is undergoing considerable change with the arrival of Blockchain, most notably with
regards to the traceability of products and material, and the automatic processing of countless import-export documents
associated with various stakeholders throughout the entire chain. The importance of this technology in the logistics chain
is transformational, but its use is not yet widespread.

RECENT TECHNOLOGY APPLICATION EXAMPLE
An example of the use of Blockchain in the supply chain is that of the company Ripe. Ripe allows farmers, distributors and
consumers to easily visualize the path taken by products all along their journey. Thanks to transaction automation, which
is verified and validated in real-time during operations, stakeholders of the supply chain are interconnected and can then
manage, exchange, verify and accelerate their interactions.
Another example is provided from Viant 33, which allows one to visualize the travel of tuna, from its fishing area in the Fiji
islands all the way to a restaurant in Manhattan. The next section will detail the future of the technology.

32 • Chavez-Dreyfuss, G. (2018). Honduras to build land title registry using bitcoin technology , Reuters. Sourced from https://in.reuters.com/article/usa-honduras-technology/honduras-to-build-landtit-le-registry-using-bitcoin-technology-idINKBN0O01V720150515?utm_source=datafloq&utm_medium=ref&utm_campaign=datafloq
33 • Matsakis, Louise (2018). Following a tuna from Fiji to Brooklyn – on the blockchain, Wired. Sourced from https://www.wired.com/story/following-a-tuna-from-fiji-to-brooklynon-the-blockchain
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Blockchain 4.0 : the future
of Blockchain, within
the context of AI, IoT and
the Cloud.
This prescient quote by Robert Mao underscores the
transcendental element of the changes to come – many
of which will probably be brought to bear thank to new
applications in Blockchain. The integration of Blockchain
to other types of technologies will without a doubt revolutionize the business world in the coming years. The following example will demonstrate the pairing of artificial

“ In the future, the value created
by decentralized apps will
exceed what cryptocurrencies
have created to date. ”
ROBERT MAO
(ARCBLOCK’S FOUNDER)

intelligence functions with database registers focused on
Blockchain, which will allow for automatic treatment of
many processes. Other examples demonstrate the integration of Blockchain databases and the cloud, allowing
to accelerate and secure transactions thanks to their decentralization. Many possibilities appear every day and we
don’t expect that to change in the coming year.

TECHNOLOGY APPLICATION EXAMPLE
Arcblock’s example is particularly interesting. Robert Mao’s company allows for the integration of Blockchain functionality to the cloud in order to create and deploy decentralized applications (Dapps). This way, organizations investing in
Blockchain can develop customized Dapps according to their needs, all housed in the cloud.

FIGURE 10 — BLOCKCHAIN POSSIBILITIES (SOURCE: ARCBLOCK 34)

Application
Area

External
Resources

ENTERPRISE

EDUCATION /
GOVERNMENT

FINANCE

MEDICAL /
INSURANCE

DATABASE

CERTIFICATION

FINANCIAL
MARKET

MEDICAL
RECORDS

Block

Blockchain

34 • White paper from ArcBlock: https://www.arcblock.io/whitepaper/latest/
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IN THIS PART,
WE’LL PROPOSE THOUGHT
EXERCISES FOR LEVERAGING
THIS NEW TECHNOLOGY

RECOMMENDATIONS
While we’re constantly identifying new applications for it, the current progression of
Blockchain corresponds to the ascension phase of a technology lifecycle (Gartner 2018).

While most CIOs are aware of the technology, the majority
of them are still unsure about how to implement it into
their organization (Gartner, 2018).
Currently, the development of the technology is driven by the creation of collaborative
projects between companies, mostly coming from the technology sector for digital infrastructure development, as well as large corporations looking to implement the technology for part of their resourcing or research and development activities. Access to this
technology by SMEs remains complex due to its low adoption rate.
We suggest you take an overwatch stance and keep an eye on the progress of Blockchain
in the years to come. Although Gartner states that the spread of the technology won’t
occur until the next five to ten years, it’s never too early to reflect on ways that various
applications of Blockchain might be integrated into your value chain.
We predict a Blockchain revolution in the business world, notably due to the growth of
possibilities which will accelerate over time. Internal and external company processes will
be redesigned and improved, and this transformation will be observed across industries.
All in all, it’s important to keep an eye on all these developments, while still allowing for the
technology to mature, before leaping into a complete overhaul of your value chain with the
hopes of integrating this technology.
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ARTIFICIAL INTELLIGENCE (AI) :
NCREASINGLY HUMANIZED INTERACTIONS

DEFINITION

“Artificial Intelligence is the ability of a
machine to make a good decision within
a constantly-changing context.”
YOSHUA BENGIO (CANADIAN RESEARCHER
SPECIALIZED IN ARTIFICIAL INTELLIGENCE)
Thanks to deep learning, computers equipped with artificial intelligence are already capable of developing thought
processes approaching those of humans. By imitating us,
they can interact with us using natural language and accomplish tasks without supervision. The most advanced
example of artificial intelligence to date is the humanoid
robot named Sophia, created by Hanson Robotics in
Hong Kong. This robot, capable of displaying more than
fifty different facial expressions and answering interview
questions, was created to learn everything, by examining
human habits. In 2017, Sophia become the first robot in the
world to obtain civil status, by becoming a Saudi citizen.
But artificial intelligence isn’t only about that. One must
be fully conscious that artificial intelligence does not necessarily imply robotics, like many seem to think. In fact,
most of 2018’s AI applications are in the form of software.
Chatbots are counted among the most common applications of AI becoming more widespread in 2018.

What’s a chatbot ?
A chatbot is computer software capable of simulating a
human conversation with spoken or written exchanges.
This means that the computer is able to answer questions
in much the same way that a human is. Going even further,
the software can make links between questions that have
been asked in order to propose solutions. The increasing
accuracy of chatbots is 2018 is impressive. It’s now a mature technology, with widespread adoption in the business
world.
What’s the use case ?
Chatbots are mainly used on websites. A client visits a
site and is offered the opportunity to directly question this
virtual assistant, instead of searching for the information
they’re looking for. The advantage of chatbots in this case
is the personalization of the client’s journey. Indeed, their
experience is enhanced by the the guidance and advice obtained from the interaction with this artificial intelligence.
However, the applications of this technology are becoming
more and more broad. We can think of the use of chatbots
aimed at human resources, such as the solution proposed
by LeenaAI. A complete assistant, this chatbot helps with
training and day-to-day tasks by quickly supplying the data
requested by the employee.

PART 2 : DIGITAL

49

RECENT TECHNOLOGY APPLICATION EXAMPLE
Artificial Intelligence in the enterprise can also be integrated to preexisting software within the organization. This is the
case with intelligent CRMs. The leader in this application is the American company Salesforce which has developed an
application named Einstein. This intelligent application is able to make predictions on future choices made by consumers
by analyzing their past purchases, the web pages they’ve visited and their social media activity. Through a chatbot, the
software can make relevant recommendations to the client, in the spirit of offering a customized consumer experience.
The rapid progression of AI over the course of the last few years has brought about an increase in investments in research
and development in the field. Companies specialized in research on business solutions via artificial intelligence have flourished. In Montreal, the leader is ElementAI. In partnership with Montreal-area university research centers, the company is
seeing staggering growth. Indeed, companies of various industries are progressively adopting artificial-intelligence-equipped tools. There are examples in the health, finance, cybersecurity, food and gaming sectors, among many others.
In the fashion world, for instance, artificial intelligence is used to predict new trends and help inform collection creators.
The startup Heuritech uses artificial intelligence to scan social media photos in order to hypothesize upcoming trends 35.
In waste management, artificial intelligence allows for the sorting of recyclable material from non-recyclable material. The
city of Denver houses the Clacke robot, a pilot project that shows promise. Equipped with laser cameras and automated
arms, Clacke separates recyclable plastic and cardboard from other waste 36.
For many companies, AI is a value creator and a source of competitive advantage when seeking out new market share.
Today, most of these companies are making the technological pivot to AI, especially giants such as Google, Apple, Amazon
and Facebook, for this technology is everywhere and touches most activity sectors (health, fintech, cybersecurity, food,
gaming, etc.).

EVOLUTION
AI is without a doubt a technology which promises to see
rapid integration into company activities, simply because
it offers the promise of greater profits.
According to the CCMM and PwC 37, this technology will
drive world economic growth over the next decade, by generating an increase of 14 % of global GDP. It goes without
saying that the growth brought on by AI will increase business opportunities both locally and worldwide.

In addition, between now and 2030, the world contribution
of AI will reach $15.7 billion dollars and should represent
14.5 % of North-American GDP, 26.1 % of Asian GDP and
21.4 % of European (North and South) GDP.

35 • Su, Jean-Baptiste (2018). ShopTalk: Heuritech Uses Artificial Intelligence To Predict Fashion Trends From Millions Of Images. Forbes. Sourced from https://www.forbes.com/sites/jeanbaptiste/2018/03/20/shoptalk-heuritech-uses-artificial-intelligence-to-predict-fashion-trends-from-millions-of-images/#6dc1e3102a90
36 • Lulu, Chang (2017). A recycling robot named Clarke could be the key to reducing waste. Sourced from : https://www.digitaltrends.com/cool-tech/clarke-recycling-robot/
37 • PwC (2018). 2018 AI predictions: 8 insights to shape business strategy, PwC. Sourced from https://www.pwc.es/es/publicaciones/tecnologia/assets/ai-predictions-2018.pdf
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Towards an e-commerce shift ?
Talking about AI, the voice assistant (VA) is cur-

Alexa. Many companies have made partnerships

rently transforming the business world, more

with these two suppliers and created sales plat-

specifically the online shopping process. At a

forms specifically for online shopping via voice

time when e-commerce is in constant growth,

assistant. Walmart, Starbucks, Sephora and

purchasing by voice commands will help renew

Capital one are the companies who have made

the purchasing interface. The voice assistant is

this jump to v-commerce (voice commerce).

a piece of language recognition software able
to conduct a search, a task, or a service on the
Internet. It formulates a response thanks to a

The retail industry is the single most engaged
industry in v-commerce. Today, 35 % of voice

synthetic voice.

assistant uses have to do with the purchasing of

Today, voice assistants are mainly used for

The food industry is second; it comprises 34 %

searching for information on the web via mo-

of uses of voice assistants for food delivery.

bile devices, but the potential use-cases for

However, this industry is also the one with the

online shopping are many. Among users of the

greatest growth potential. Finally, banking and

technology, the online purchasing of common

taxi industries together account for 28 % of the

household items represents 35 % of their use.

uses of this technology 39.

clothing, grocery and household cleaning items.

One projection predicts a growing adoption rate
of this technology. By 2020, 40 % of users will
choose to use a voice assistant rather than visit
a website. The gradual arrival of smart speakers
such as Google Home will surely increase the
impact of voice assistants on online shopping 38.
At the head of this new market, there is Google
with their Google Assistant and Amazon with

38 • Capgemini Digital Transformation Institute (2018). Conversational Commerce : Why Consumers Are Embracing Voice Assistants in Their Lives. Sourced from : https://www.capgemini.com/fr-fr/wpcontent/uploads/sites/2/2018/01/dti-conversational-commerce-report_final.pdf
39 • Capgemini Digital Transformation Institute. (2018). Conversational Commerce : Why Consumers Are Embracing Voice Assistants in Their Lives. Sourced from : https://www.capgemini.com/fr-fr/wpcontent/uploads/sites/2/2018/01/dti-conversational-commerce-report_final.pdf

PART 2 : DIGITAL

51

IN THIS PART,
WE’LL PROPOSE THOUGHT
EXERCISES FOR LEVERAGING
THIS NEW TECHNOLOGY

RECOMMENDATIONS
In 2018, a number of concrete AI applications were developed. Montreal, one of the cradles
of this technology, managed to remain a leader thanks to knowledge transfer between academics and practitioners.
According to a study performed by the MIT Technology Review 40 with 600 world leaders,
“most investments made will aim to improve the consumer experience and the most advanced companies are now turning towards improving their level of knowledge about the
consumer. Two of the most interesting statistics : 90 % have observed improvements in the
resolution of consumer service complaints, 80 % in managing their volume and 80 % in
consumer satisfaction 41.”
Artificial Intelligence is rapidly becoming more mature. Chatbots 42 are already widespread
examples of this technology. Other applications, less widespread, are now emerging and will
soon arrive in the enterprise. Artificial Intelligence promises attractive returns, but for that
to happen, one must first identify which activities stand to gain the most value added from
the technology.
We recommend by starting a detailed study of your organization to identify the potential
applications of an artificial intelligence. This reflection must first be strategic; artificial intelligence is a tool in the accomplishment of a global strategy.

40 • MIT Technology Review (2018). Technology innovations : The future of AI and Blockchain, MIT Technology Review. Sourced from https://www.technologyreview.com/s/612419/technology-innovations-the-future-of-ai-and-blockchain/
41 • Viuz (2018). Étude : l’intelligence artificielle au secours du parcours client, Viuz. Sourced from https://viuz.com/2018/11/22/etude-lintelligence-artificielle-au-secours-du-parcours-client/
42 • MIT Technology Review (2018).Humans + bots: Tension and opportunity, MIT Technology Review. Sourced from https://www.technologyreview.com/s/612422/humans-bots-tension-and-opportunity/
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DRONES : AUTONOMOUS
TRANSPORT AND THE TRANSFORMATION
OF INVENTORY MANAGEMENT

DESCRIPTION
In the last year, the reality of technology seemed to take
on aspects of science fiction, in large part due to the increase in projects employing drones. In fact, one of the
latest technological innovations to take shape in the
business world is the use of drones. By drones, we are
referring to pilotless, autonomous or semi-autonomous
vehicles which are remotely controlled to accomplish
certain tasks.

This futuristic-seeming technology is, however, now a
serious contender in the world of logistics. Supply chain
management is a major challenge for companies looking
to become more competitive, namely in the context of delivery and shipping of their product. More and more, the
use cases for drones is getting stronger and is no longer
confined to aerial aspects.
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RECENT TECHNOLOGY APPLICATION EXAMPLES
Drones driving agriculture
Agriculture companies are able to provide a wide variety of innovative services in modern agriculture. Supported by the
exponential evolution of drone technology, they are able to improve their per-parcel performance. With the arrival of this
technology, the agricultural drone has become more and more common in the industry. It is considered a work tool that
allows companies to collect various data, for example by using sensors to measure plan density of a parcel to evaluate
watering and soil needs. The result will be increased yields. The drone has many potential use-cases and can identify heterogeneous soil, damage on a parcel or fertilizer needs on a parcel. The digitalization of this industry implies a rethinking
of old methods by putting in place techniques that allow for greater yields from a parcel, protection from environmental
factors, waste reduction and limiting the environmental impact of pesticides.

The security drone
In France, the rail industry is also benefiting from the emergence of this new technology. The spread of this use allows for
permanent monitoring of the railway system and rapid notification of any damage, such as thermal imagery monitoring to
detect leaks or explosions. The use of topographic modelling to anticipate risks also allows for the prevention of dangerous
situations by analyzing data regarding the state of various areas captured by the drone – all leading to a reduced delay in
decision-making.

The transformation of inventory management support by drones
Drone technology assists with the transformation of the supply chain. To this end, the Montreal-based Third Bridge is working on a project whose goal is to transform mining inventory management. A multitude of technologies will be employed,
namely drones and the DroneDeploy software, a specialized drone application allowing them to carry out cartography
operations. The drone will help in creating a high resolution aerial image of the mine’s inventory. The image will then be
analyzed by DroneDeploy to examine the inventory volume. Secondly, the aerial imagery will also be used to help guide
ground personnel around the mine itself.

EVOLUTION
The idea of the drone goes back to the end of World War l.
Until the 2000s, drones were generally fixed-wing aircraft,
expensive, and dedicated almost exclusively to military
use. Thanks to technological progress, they have become
smaller, cheaper and easier to use.

43 • UAV Production Will Total $93 Billion », communiqué de presse du Teal Group, 19 août 2015

So much so, that at the beginning of the experiential age
in 2010, civilian drones were already making their appearance, mostly used for aerial photography. It’s estimated
that sales for commercial and civilian drones will surpass
$90 billion between now and 2025 43.
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IN THIS PART,
WE’LL PROPOSE THOUGHT
EXERCISES FOR LEVERAGING
THIS NEW TECHNOLOGY

RECOMMENDATIONS
Drones are without a doubt a technology that stands to revolutionize the enterprise supply chain and, furthermore,
its entire value chain. At this time, the most common investments in drone technology occur in the transportation
industry. However, we are seeing a growing trend in drone
usage among various industrial sectors. The key factor
behind this push is the experience made possible by these
tools.
Furthermore, consumers and enterprises have made the
technology their own, and we are starting to see examples
of drone usage in sectors far beyond their original intended
use. One must still consider a few basic parameters before
looking into investing in this technology, namely legal and
regulatory perspectives.
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TAKING ACTION

How to
transform ?
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Once the reasons behind the transformation are made
clear, we need to look at which tools and methodologies
are optimally positioned to support it. So, where should
you start your digital transformation, knowing that there
are so many approaches, methodologies and tools at your
disposal ? At what time should you leverage them to minimize your risk throughout the project, without losing
sight of your business objectives, and while continuing
to ensure a seamless experience throughout your entire
ecosystem ?
For starters, let’s clear something up. What’s the difference between an approach, a methodology and a tool ?

Throughout its mandates, Talsom sees that it’s often quite
complex for a company to identify which methodologies to
employ at which moment.
The goal of this section isn’t to go over all the latest and
greatest digital transformation tools and methodologies.
We all know that they are many, and we’ll stick to the ones
to focus on along each step of our approach. This approach, to be used at the beginning of your transformation initiative, brings together all the phases you’ll need
to cross in order to strategically undertake your digital
pivot.

→ An approach is a way of tackling a subject or a
problem. It’s a vector on a given situation.
→ A methodology is an ordered group of logical

principles, rules, and steps, all part of a method meant
to achieve a result.
→ A tool is an instrument used with the goal of taking
a timely action. It’s a means to a desired end.

FIGURE 11 — APPROACHES, METHODOLOGIES, TOOLS

RESULTS

PART
3 : TAKING ACTION
60

PART 3 : TAKING ACTION
60

SEE REMOVABLE
MODEL AT THE END OF THE
TECH RADAR

FIGURE 12 — TALSOM’S DIGITAL TRANSFORMATION APPROACH
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The above approach allows you to narrow down and tweak
your digital transformation strategic vision. A transformation
must be supported by a clear and well-defined approach, or else
it will be difficult to evaluate in the best of conditions. The use of
a digital transformation approach allows one to see where the
growth vectors lie and which areas to capitalize on, in order to
favor company growth.

5
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Define your
strategic target
1 — ANALYZE THE ENVIRONMENT

How to obtain value from SWOT ?

Recommended Tool
SWOT
Nothing has much value if it’s taken outside of its context.
We must consider the micro and macro environments
of companies, in order to understand the realities of the
business environment, as well as the entirety of internal
processes.
There are many tools for analyzing the environment your
company is operating within. The best understanding of
the environment often lies within an optimal use of the
simplest tools. SWOT (Strengths, Weaknesses, Opportunities, Threats) allows an organization to draw up a holistic
and synthetic impression of their position at any given moment in time, within their business ecosystem. The revelations it offers allows us to then guide the strategic thinking
of the transformation, as leaders can now position their
organization within the heart of the ecosystem.

Once you’ve identified the opportunities, threats, strengths and weaknesses in your company, you need to think
about how you can use your strengths to compensate for
your weaknesses, capitalize on opportunities and stave
off threats.
A prioritization exercise is required next, to see which
improvement levers will allow for the greatest strategic
growth.
At the end of the line, will you need to take on a defensive
stance, reducing your risk exposure ? Or, on the contrary,
will you go on the offensive, building upon your strengths
or leveraging a window of opportunity ?
In the current context, dominated by the experiential economy, we recommend you go on the offensive. With a
growing window of opportunity, transformation aims to
take advantage of favorable conditions as they present
themselves.

FIGURE 13 — SWOT
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This first exercise supports the next step – identifying your
strategic target.

In design thinking, to be considered a real source of innovation, a solution needs to be financially viable, technologically feasible and, most of all, humanly desirable.

2 — IDENTIFY YOUR STRATEGIC TARGET

The use of this co-creative method as an anchor point for
your digital transformation will help you break organizational silos. Whether at the heart of your organization –
marketing, finance, human resources, customer service,
technology – or your business ecosystem – clients, partners, suppliers, board members – the amalgamation of
viewpoints from each individual will help explore technological opportunities and potential scenarios you might
not have considered otherwise. In the optic of the experiential economy, this approach also allows us to identify
the exact needs that the experience must address. This
process will allow you to identify your transformation target as well as the digital strategy you need to get there.

Recommended Methodology
Design Thinking
Recommended Tool
DBM (Digital Business Model)
Once the analysis of your environment is complete,
it’s time to define your strategic objective. To start the
thought experiment relative to the transformation target,
the organization must be able to take a step back and get
a bird’s-eye-view of itself.
To this end, Talsom uses and recommends Design
Thinking, a methodology based on innovation and
co-creation, where the individual is placed at the heart of
the process. Design thinking is a process comprised of
several steps. It aims to develop novel solutions thanks
to empathetic research and deep understanding of individual challenges.

DEFINITION
The digital (or strategic) target of the

even a complete transformation,

organization could be an optimization

which will begin with it new sources

of the current business model along

of revenue and create new business

with the value chain supporting it, or

models.

FIGURE 14 — STEPS IN A DESIGN THINKING PROCESS
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FIGURE 15 — DIGITAL BUSINESS MODEL (SOURCE : MIT SLOAN MANAGEMENT REVIEW 44)
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The DBM defines four business model options. In a now-digital world, the business plans that offer a high level of integration to the “Ecosystem Driver” and “Modular Producer” ecosystems will be the dominant models.

44 • Peter Weill & Stephanie L. Woerner, “Thriving in an Increasingly Digital Ecosystem,” MIT Sloan Management Review 56, no. 4 (June 2015)
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Supplier
The supplier is generally present in the value chain of
other organizations and maintains a partial understanding
of their end-user (see figure 15). As companies continue to
become digital, the supplier runs the risk of a potential loss
of control, primarily based on a request for lower prices
from other companies. To counter this effect and maintain
their standing with other companies, some suppliers have
decided to take action by communicating directly with the
end-user.

Omnichannel
enterprise
The omnichannel enterprise offers its consumers greater access to its products through a number of channels,
strengthening the experience. The objective is to acquire
additional insight on the end-user and push them even
further in their understanding of life events such as the
purchase of a house, triggering new services and products
addressing new needs (loans, insurance).

In order to better understand the added value of the DBM
tool in identofying your strategic target, we’ll take you back
to the 24 hour delivery experience.

Ecosystem
driver
The ecosystem driver model reflects an integration
between the ecosystem and an advanced understanding
of the consumer. In other words, this model corresponds
to organizations acting as a platform. They operate interface management between the consumer and the rest of
the ecosystem’s value chain. The e-commerce platform
takes on the role of front office – the link with the enduser – and allies themselves with their ecosystem partners (suppliers, distributors) to offer the required good to
the consumer. We can see that, in this model, companies
create an ecosystem by establishing relationships with
other providers proposing various services.

Modular
producer
Modular producers, such as online secure payment companies, offer plug-and-play products or services that can
be tacked-on to a variety of ecosystems while respecting
norms and regulations. The main characteristic of companies using this model is agility. They’re able to easily adapt
themselves to various business partners and information
systems. Finally, they have no choice but to continually innovate by releasing new products and services in order to
demonstrate and solidify their leadership position in the
market.
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Analyze the gaps to
in order to build
your transformation plan
3 — DEFINE THE JOURNEYS
Recommended tool
Customer Journey
Next comes time to define what we call the Customer
Journey (see the 2018 Tech Radar on the Customer
Journey, p.65). The customer journey is more than just a
tool, it’s a key step in digital transformation.
It allows us to define the ideal customer trajectory, based
on the desired target. This process allows one to identify moments of truth in this journey, which create new
business opportunities and improvements in internal
processes.
This last point is of particular importance. At its core,
the customer journey was initially a marketing tool, used
by firms to help define the ideal customer experience to
strive for. However, it’s quite possible to identify every business function, process and internal system necessary to
strive for towards the customer journey. It then becomes
a powerful prioritization and technology identification tool,
whether referring to the front office or back office (see definitions on p.18).
Note that one can also create Partner Journeys or
Employee Journeys.
This outlining of the existing journey allows one to analyze
gaps between the current situation and the desired situation. On the basis of the current journey, we can outline
facets of the new journey. For each new point of contact,
certain characteristics are assigned in order to orient and
guide the experience we want our users to go through.

Once the journey is outlined, establish a technology architecture prototype that will be flexible enough to support it
and integrate well with existing systems, while keeping in
mind the level of maturity we need to attain.

4 — PROTOTYPE YOUR ARCHITECTURE
Recommended Methodology
TOGAF
Using the TOGAF methodological framework (The Open
Group Architecture Framework) is recommended for the
creation and evolution of IT architecture.
IT architecture is at the heart of digital transformation. It’s
the structure that supports and enables communication
between the back office and front office platforms and
the entirety of the actors along the value chain. During this
step, we need to perform an evaluation of IT services and
technologies currently in place among the different activity sectors of the company.
Does my architecture have the required foundations to
support and ease the evolution of technologies linked to
the transformation program ?
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Define your roadmap
and planning your
transformation
5 – IDENTIFY YOUR OBJECTIVES

The questions to ask are the following :

The first two steps dealt with the strategic thinking and
orientation needed for the organization. Until now, the
process was an iterative one; we imagine, test, improve,
retest. Once this step is completed, our heading must be
clear.

What is the digital maturity level of my enterprise ? Does
our digital maturity level allow us to complete our digital
transformation, and meet the required objectives ? Do we
have the financial, human and technological resources we
need ? Are these resources set up in an optimal fashion ?
Finally, another important, often-forgotten point : is my organization’s culture suitable for a transformation ?

From here on out, we must identify our objectives. The
totality of our objectives becomes our target. In order to
define them, we have to ask the following questions :
What are the success factors ? How can we measure if the
target has been reached ?
Some examples of identified business objectives might be
an increase in customer retention, an increase in sales, a
decrease in employee turnover, or an optimization of the
time-to-market. This list is far from complete and only
shows a few examples. These will vary based on the transformation targets we’ve previously defined.

All these needs must be addressed early in the thought
process, to contribute to a realistic planning phase. The involvement of stakeholders from the organizational needs
analysis phase helps towards engagement and employee
trust during the transformation. All of this contributes to
a solid foundation for the steps of change management.

6 – ANALYZE YOUR ORGANIZATIONAL NEEDS
Once your business objectives are set, it’s now time to
proceed to an analysis of the organizational structure in order to determine if a sufficient amount of resources can be
mobilized. Traditionally, this study is done by an individual
who determines, according to their own measures, if the
organizational structure is aligned with the business objectives. The problem is then only observed from a single
vantage point. A more collaborative approach would be
in order as it allows for many readings of the same structure. It’s therefore key to involve individuals with different
visions, to build a more complete and objective view of the
situation.

Far too often,
this step is cast
aside – big
mistake !
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What is the level of
digital maturity of my
enterprise ?
Does our digital maturity allow us to
complete our digital transformation,
and meet the required objectives ?

Do we have the financial,
human and technological
resources we need ?

Are these resources set
up in an optimal fashion ?

Finally, another important,
often-forgotten point : is my
organization’s culture suitable
for a transformation ?
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7 — DEFINE YOUR TRANSFORMATION
PROGRAM

8 — DEFINE YOUR PERFORMANCE
INDICATORS

Recommended methodology
SAFe

The definition stage of the roadmap ends the selection of
key performance indicators for the project. These indicators create a dashboard which serves to follow the evolution of the objectives we’re previously defined. They are
powerful communications tools that allow us to adjust or
guide the actions of involved actors.

The objective is to establish a clear link between the target technology architecture, the project roadmap, governance and the technology services operation model, in
order to support the organization’s strategic plan. All of it
is included in a Master Transformation Plan leading to an
executive summary connecting the plan to business risks,
ROI and Key Performance Indicators (KPIs).

FIGURE 16 — MASTER TRANSFORMATION PLAN
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Accomplish and optimize
your transformation project
Once the evaluation and strategic planning phases are
complete, it’s time to take action. Here, we need to apply
the transformation plan itself, along with its project management and change management components.
Within the context of a digital transformation project, SAFe
is of particular interest as it helps apply agile transformation management at the organizational level and provides
a complete outlook on projects, programs and teams. This
model helps ease digital transformation, ensures smooth
transitions for working groups and raises the engagement
levels of your employees, partners and clients.

9 — PROJECT MANAGEMENT
Recommended approaches
Waterfall and Agile
Recommended Methodologies
Lean Startup, SCRUM, DEVOPs
In digital project management, we can identify two approaches to choose from depending on the nature of the
project : Waterfall and Agile
For projects where the desired IT service is stable and
well-defined, for example during implementation of an
ERP (Enterprise Resource Planning) tool, the Waterfall
approach is recommended. The successive phases of
Waterfall are : needs analysis, system design, implementation, testing, deployment and maintenance. The linearity
of this approach makes it easier to use, both during planning and to ensure that we respect budgets and deadlines.
Roles and responsibilities for all actors are clear and governance is simplified.
On the other hand, for projects where IT needs have less
detailed requirements and where we need to leave a little
more room to explore, the Agile approach should be favoured. This approach is an amalgamation of several methodologies such as Lean Startup, SCRUM and DEVOPs.

The pillars of the Agile approach are adaptive planning,
rapid prototyping and continuous improvement, all thanks
to a multidisciplinary mindset. This approach is a reflection of the global trend towards modularity and reuse. This
model is iterative, that is to say that we can step back and
makes changes along the entire course of the project.
The idea is to maintain a flexible structure that can adapt
constantly to the progress that has been made.
For adaptive planning, Lean Startup is often chosen. This
recent methodology is inspired by the teachings learned
from the Lean approach to manage a new project within an
organization. Instead of opting for a rigid plan built upon inflexible structures, Lean Startup suggests betting on flexibility with constant adaptability to surrounding contexts
thanks to a constant feedback loop. This allows us to test
and rethink innovative ideas until a pivot point where vision
solidifies into strategy. This innovation strategy allows one
to be more agile in facing hurdles and improve our offer.
Next, the operationalization of the strategy aids in defining
a product that can quickly be brought to market. User feedback and input is collected and integrated to a later version, creating the opportunity for an optimization phase.
In order to effectively accomplish rapid development of
prototypes for testing, the Agile approach includes the use
of SCRUM. It’s a project management methodology that
defines time lapses, or sprints, during which the project
teams must achieve certain objective within an allotted
timeframe. Initially used for software development, the
SCRUM methodology has spread to project management
due to its efficiency in accelerating project development
and advancement. Its use removes barriers between different project teams and leads to a multidisciplinary understanding while uniting stakeholders under a common goal.

PART 3 : TAKING ACTION

70

This use of this methodology over the course of a digital
transformation project improves the employee experience,
by showcasing the involvement, work, and responsibilities
taken on by everyone. Added to that are the dynamic, quick
and effective daily standing meetings where these three
questions are asked : what did we accomplish yesterday,
what are we doing today, are there any challenges ?

Finally, the Agile approach is often paired with use of the
DEVOPs methodology. This acronym is a portmanteau of
the words development and operation. Use of DEVOPs is
intended to break silos between software developers and
operators – those tasked with daily maintenance. By creating mixed teams, the creation processes are more closely
tied to the on-the-ground reality. Any problems related to
use of the software can be isolated earlier on.

Continuous Improvement
Recommended Methodology
Lean
Recommended Tool
Kanban
This Tech Radar would be incomplete if we
didn’t talk about the Lean and Kanban tool and
methodology. These are used within the context
of operational project management, mainly in
the case of supply chains.
Based on Toyota’s production system (TPS), the
Lean method aims to optimize employee working conditions and maximize production by
discerning where waste is occurring and eliminating it at the source.

Many tools stem from Japanese philosophy.
Kanban – not to be confused with Kanban cards
used in production – is a simple tool that allows
employees and managers to remain organized.
The goal is to represent workflows within the organization in a clear, visual manner. In its simplest form, this layout has three columns; to-do,
in progress, and completed. Once the board is
complete, stakeholders are put to the task in
order to contribute useful data, encouraging a
cooperative, collaborative experience.
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ZOOM ON : CHANGE MANAGEMENT

With humanized
guidance, transformation
projects have a 94 % chance
of success 45.

Change management ensures that individuals and organizations are ready, willing and able to operate in the new
business environment. The transformation of tools and
processes cannot be thought of independently of human,
individual transformation. Guidance through change is key
to ensure the success of your digital pivot.

To this end, the ADKAR(R) model encapsulates the human
aspect of transformation. Simple but powerful enough to
ensure successful change, the ADKAR(R) model is one of
most used and in-demand change management models
around. It helps with understanding how individuals are
experiencing change and how they might be influenced
during times of upheaval.
This model is broken down into five phases:

awareness to the need for change
“I understand why...”

WARENESS

desire to embrace change
“I decided to...”

ESIRE

knowledge of how to change
“I know how...”

NOWLEDGE

ability to put change into action
“I am able to...”

BILITY

reinforcement to make change last
“I will continue to...”

EINFORCEMENT

45 • Prosci (2018). What is the ADKAR model ?, Prosci. Sourced from https://www.prosci.com/adkar/adkar-model
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The successive phases through which individuals will travel cannot be reordered. Additionally, a phase cannot be
ignored. Because this method focuses on the change of
every employee involved is the reason it’s so effective. We
need to initiate the transformation at a smaller scale so
that it can be reflected on a larger scale. In fact, if we take
all the individual changes as a whole, we can see the entire
organizational change taking shape.

Without Knowledge and Ability, you’ll witness a lower or
incorrect use of the new systems, employees questioning
their ability to achieve future success, a bigger impact on
clients and partners and a consistent drop in productivity.

Without Awareness and Desire, you’ll see employees ask
the same questions over and over again, productivity drop
and a higher turnover rate, along with the hoarding of resources and information, and longer delays in implementing the solution.

Projects that are accompanied by change management
in parallel with project management have a much higher
success rate. There is no transformation possible without
taking into account all the various actors who are working
towards its success.

Without Reinforcement you’ll see employees who double
back to previous work methods, a lower final adoption rate
and a reputation for poor change management.
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All companies are not equal when it
comes to digital maturity; while some
are just beginning to think about
initializing their digital transformation (low maturity), other are already
looking towards using technology to
digitalize their value chain (high maturity). In order to begin the thought
experiment relative to defining their
digital target, the company must be
able to take a step back and look at its
organization with fresh eyes.
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To this end, the digital transformation approach allows one to see where
growth vectors and opportunities lie,
in order to push the company forward.
By moving through each of the recommended steps, you’ll have all the tools
in hand to strategically manage your
digital shift.
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Conclusion
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You now understand that the experiential age is

The regulatory framework is getting tighter and

imminent. It follows the wave of the digital eco-

tighter in terms of greenhouse gas emissions and

nomy which has already taken hold of the business

waste management. This movement is already

world. Contributing to the creation of an experience

taking hold in many parts of the world. As of April

for your employees, clients and consumers is the

2018, the European Union has already adopted strict

reason why beginning your digital transformation

measures aimed at reducing the cost of waste (pac-

is essential. Throughout this fourth edition of the

kaging, electronic waste, food waste).

Tech Radar we chose to highlight key areas of understanding on the experiential economy and the
business concerns accompanying it.

However, the regulatory framework isn’t the only
predicting factor of this new wave. Consumer
concerns about their environmental footprint is
growing. Their conscientization will drive compa-

What is the
next age ?

nies to go beyond simple “green marketing” and
evolve their products and processes. Laws and
consumer aspirations are the two factors that will
greatly impact your organization’s activities in the
near future.

As a company leader or strategist, you have the difficult task of anticipating long-term market evolution. You must constantly be ahead of the curve and
continuously ask yourself “What’s Next ?” to ensure
the growth and well-being of your organization.
Remember, we’re not transforming just for kicks,

The circular economy is defined by a system of
production, trade and consumption that aims to
optimize the use of resources at every stage of the
lifecycle of a good or service, while reducing its
environmental impact and contributing to the well-

but because there’s a driving force requiring it.

being of both individuals and the collective. We pre-

We predict that the next wave after the experiential

a reality that will change business models. It seeks

economy will shake up your ecosystem even more –

to reform our linear, waste-generating economy

the environmental economy.

into an economy that favors resource conversation

dict that the circular economy will quickly become

in a virtuous cycle.

Will you be one of the precursors
of tomorrow’s economy ?
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About
Talsom
For Talsom, the purpose of any organization goes
beyond the simple pursuit of profit. That’s why
our primary mission is to create a positive impact
through people, innovation and technology. To
reach our goal, we build upon a number of values,
of which the most important ones are innovation,
empathy, respect and collaboration.

Digital transformation is important to ensure the
longevity and continued relevance of our organizations. Here at Talsom, we want to play our part
in ensuring that these companies are still around
in ten years, still creating opportunities for current
and future generations. That’s why as a consulting
firm, we don’t just work for our client – we work
with our client. We collaborate and co-create by
merging our talents with theirs, in order to development and implement lasting solutions, from
strategy all the way through to execution.
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