
Ready?
The future is exciting.

Enterprise: becoming 
your company’s  
biggest challenger



02

CHANGE IS 
HAPPENING 
ALL AROUND 
US – IN 
SOCIETY, 
TECHNOLOGY, 
AND THE 
BUSINESS 
WORLD IN 
PARTICULAR.
Employees are reinventing how work gets 
done, while changing consumer expectations 
and emerging business models are creating 
entirely new markets. For the enterprise, 
simply reacting to these changes isn’t enough. 
Organisations must become agents of change, 
and effectively reimagine their connections 
with businesses, employees and customers. 

THE BIGGEST CHALLENGER TO  
YOUR BUSINESS HAS TO BE YOU.

The digital revolution provides 
unprecedented access to both 
data and the insights it generates 
– creating new possibilities for 
businesses and individuals alike. 
Now, we’re building to an exciting 
future where every person, place 
and object is linked through reliable, 
high-speed connectivity. We call this 
new world the ‘Gigabit Society’. 

Through a series of interviews  
with thought leaders, futurologists, 
academics and other industry 
experts, we’ve identified the  
drivers of change building the 
Gigabit Society. In this guide  
we’re going to look at three of  
them, and ask how enterprises  
can embrace them to thrive in the 
new business landscape. 

TODAY

INTRODUCTION



In fast-moving business, 
there aren’t playbooks – you 
have to invent them. And the 
only way you can invent is 
by failing.”

Azeem Azhar, Founder,  
PeerIndex 

RAPID 
REINVENTION

Our first driver of change is rapid reinvention. It’s about the 
continuous pressure on enterprises to adapt, innovate and 
reinvent themselves – or perish. Driven by consumer demand 
and the pace of technological development, rapid reinvention 
has moved from a strategy employed by only the most disruptive 
players to the new normal.

The tortoise and the hare

There’s a conflict at the 
heart of the business world. 
Technology is moving 
quickly – in some instances, 
too fast to keep up with. But 
traditionally, the enterprise 
moves slowly. Gradual 
transition is a defence 
mechanism brought on 
by the fear of failure – 
historically, pragmatism has 
helped to minimise risk. 

With two such powerful 
forces moving at drastically 
contrasting speeds, friction 
is inevitable. 

We won’t experience  
100 years of progress in  
the 21st century – it will  
be more like 20,000  
years of progress.”

Ray Kurzweil, Futurist

The pace of technological 
development has 
effectively rewritten the 
rulebook. It has changed 
consumer expectations 
and put pressure on 
organisations to become 
adaptable, agile and 
responsive. And it’s  
unlikely to slow down  
any time soon. Instead,  
it’s the enterprise that  
must respond.

IN FAST-MOVING BUSINESS, 

THERE AREN’T PLAYBOOKS 

– YOU HAVE TO INVENT 

THEM.
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For some companies, agility 
comes naturally. Many new 
startups were born in the  
cloud – they’re driven by 
technology and have agility 
as the foundation of their 
businesses. For legacy 
companies, it’s not so simple. 
They need to think and act like 
digital-native companies, and 
build digital processes into the 
business structure itself. 

To enable rapid reinvention, 
businesses must:

•  Adopt the ‘failure-as-a-
service’ model brands like 
Netflix and Amazon use 
to test live production 
environments and build an 
immunity to failure

•  Embrace technologies such 
as cloud, artificial intelligence 
and analytics to effectively 
predict market trends and 
react to customer demands 
in real time 

•  Automate key processes to 
deliver customer services 
more efficiently

Only by adopting such digital 
processes and embedding them 
at the heart of the organisation 
can enterprises truly experience 
rapid reinvention. But the 
potential gains are enormous 
– consider how Netflix 
transitioned from the DVD rental 
market to an online streaming 
service, and finally, a major 
content producer in its own 
right. Reinventing its business 
strategy again and again allowed 
this tech startup to conquer the 
home entertainment industry.

“ “
IT’S FINE TO HAVE  

A CHIEF DIGITAL  

OFFICER, BUT DON’T  

PLAN ON HAVING  

THE SAME ONE  

AROUND IN FIVE  

YEARS’ TIME. 
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Breaking and rebuilding

Part of the agile process is that 
you do, you learn, you do again. 
It’s a constant process – it’s 
about not getting discouraged.”

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED 

For the enterprise, achieving  
the goal of rapid reinvention 
means letting go of the fear 
of failure. More, it’s about 
developing a climate where 
failure is actively encouraged.

James Dyson, one of Britain’s 
great innovative thinkers, 
knows better than most the 
value of failure. Before Dyson’s 
revolutionary dual cyclone 
vacuum cleaner hit the market 
in 1993, the inventor spent 
15 years creating over 5,000 
different prototypes. Each would 
fail before the final successful 
design made him a billionaire, 
and Dyson a household name. 

Far from being a risky strategy, 
fast failure has become integral 
to business sustainability. 
According to the Harvard 
Business Review, 60 years  
ago corporations in the S&P  
500 “had an average stay of  
61 years”. By 2011, that figure 
had fallen to 11 years. 

Now? It’s thought that three-
quarters of today’s incumbents 
will be gone by 2027. For the 
majority of enterprises, it’s adapt, 
reinvent and go again – or 
disappear completely.

The role of technology

It’s fine to have a Chief Digital 
Officer, but don’t plan on having 
the same one around in five 
years’ time. Instead, have those 
digital capabilities embedded 
within the business structure.”

Tiffany St James, Digital 
Transformation Strategist and 
Speaker



NETWORK OF 
NETWORKS

Let’s explore our second driver of change: the network of networks. 
This is a new business model that effectively reimagines the way 
organisations are structured. Instead of a linear structure that brings 
all the suppliers, partners and employees an enterprise might need 
under a single umbrella, the network of networks takes a modular 
approach to give businesses the flexibility they crave. 

The golden thread

‘Uberization’. ‘The Netflix 
Effect’. They’re stories 
that have passed into 
business mythology. 
Agile, tech-native startups 
including Uber, Netflix, 
AirBnB and others emerged 
seemingly from nowhere to 
dominate their respective 
markets. And we all know 
what happened next: the 
established institutions 

previously operating 
in those sectors either 
disappeared completely,  
or were left feeding  
on scraps.

There’s a common thread 
that connects these three 
disruptive companies 
with other major players 
like Amazon and Alibaba: 
each was built on a 
network of networks. This 
is a business model that 

allows organisations to be 
incredibly agile and flexible 
– delivering exceptional 
consumer experiences 
while reducing operational 
expense. It’s a means 
of accessing the skills, 
manpower and resources 
a company needs on an 
on-demand basis – and of 
opening up attractive new 
consumption models.

The network of networks is 
an incredibly powerful tool 
for any enterprise, allowing 
you to tap into capabilities 
and expertise beyond the 
walls of your organisation.”

Azeem Azhar, Founder,  
PeerIndex

“

IN JUST SEVEN YEARS, UBER WENT 

FROM A STANDING START TO ANNUAL 

REVENUES OF $6.5 BILLION.
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FOR LARGE LEGACY BUSINESSES, 

BUILDING A NETWORK OF NETWORKS 

IS PARTICULARLY DIFFICULT. 
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Resources on tap

We’ve seen firms regularly tap 
into an ecosystem of suppliers, 
partners and innovators in order 
to improve the products and 
services they bring to market.”

Azeem Azhar,  
Founder, PeerIndex

Increasingly, the agile network  
of networks model is making 
some traditional, siloed 
enterprises look like lumbering 
dinosaurs. And like the 
dinosaurs, they’re vulnerable  
to change. 

Most enterprises will fail if 
their suppliers do – they don’t 
have the agility to respond to 
challenging conditions in time. 
But the beauty of the network of 
networks is that it’s a collection 
of resources that can be utilised 
as and when you need it, or 
turned on and off like a tap. 
That means you can pay for 
only the resources you need, 
exactly when you need them. 

The role of technology

For large legacy businesses, 
building a network of networks  
is particularly difficult – they 
never really had to reach out 
before to establish networks  
of partnerships.”

Tiffany St James,  
Digital Transformation Strategist  
and Speaker

While the likes of Uber and Netflix 
show what can be achieved, 
building a network of networks 
doesn’t mean you have to become 
a Silicon Valley startup. 

It’s as much a change of mindset 
as a change of process or 
technology – no longer thinking 
like a siloed business, but 
identifying valuable knowledge 
and skills outside the walls of 
your organisation. What are the 
limits of your existing workforce? 
How can you think – and 
act – differently to keep pace 
with innovation?

To adopt the network of networks, 
legacy businesses must:

•  Standardise systems 
and interfaces to ensure 
streamlined collaboration 
between networks 
and partners 

•  Enable programmatic access 
to your resources – allowing 
for ‘resources on tap’

•  Develop an ecosystem 
strategy capable of 
adopting the network 
of networks mindset

By combining a collaborative 
approach to technology with 
an openness to embrace the 
network of networks mindset, 
enterprises can push innovation. 
In 2011, Intel demonstrated 
such outside-the-box thinking 
by appointing the musician 
will.i.am as Director of Creative 
Innovation. Thinking beyond 
the limits of its organisation 
meant Intel could get fresh 

ideas from someone with a 
completely different range 
of skills and experience, with 
the former Black Eyed Peas 
frontman and Beats Audio 
investor successfully overseeing 
some of Intel’s recent hardware 
development. will.i.am has since 
established himself as a true 
innovator in the tech world, 
but without the flexibility of the 
network of networks model, 
Intel would never have taken a 
gamble on him in the first place. 

“ “



An enterprise has to start 
with trust. Once you’ve 
established that trust you 
can start to ask more of 
your customer.”

Azeem Azhar, Founder, PeerIndex

DATA 
OWNERSHIP

Our final driver of change is the role of data ownership. This is the 
idea that consumers are beginning to better understand the value 
of their data at a time when the enterprise is under enormous 
pressure to take greater care of it. If data really is ‘the new oil’,  
could the well be about to run dry?

After the goldrush

The data goldrush is 
almost over. Consumers 
are becoming increasingly 
aware of the value and 
importance of their data, 
and with that knowledge 
comes a reluctance to part 
with it. Data is becoming 
increasingly regulated, and 
with the ceaseless rise of 

cybercrime, increasingly 
under threat. There will 
come a time in the  
not-too-distant future  
when business models 
currently reliant on 
customer data may be 
effectively unworkable. 

But the legal and criminal 
challenges are only one 
side of the coin. Of equal 

importance is trust and 
transparency. Organisations 
are being forced to think 
carefully about the data 
they collect from their 
customers. Do they really 
need it? What do they 
intend to use it for? And 
is the customer getting 
something of equal value  
in exchange?

“

NON-COMPLIANCE WITH NEW EU 

GDPR REGULATIONS WILL RESULT IN 

A €20 MILLION FINE, OR 2% OF YOUR 

ANNUAL GLOBAL TURNOVER.

#3

07DATA OWNERSHIP



“ “
ULTIMATELY, 

WHAT HAPPENS IS 

WE DON’T TRUST 

COMPANIES THAT 

ARE USING OUR 

DATA BECAUSE 

THEY FAIL 

TO PROVIDE 

SOMETHING TRULY 

VALUABLE.

Experience is everything

There’s a mismatch between 
the data that companies are 
collecting, and how they make 
use of it.”

Azeem Azhar,  
Founder, PeerIndex

Enterprises have got into bad 
habits. It’s become normalised 
to require users to hand over 
an enormous amount of data 
for even the most prosaic 
transactions: date of birth, 
address and post code, email 
address, phone number. 

With consumers growing 
more watchful over their data, 
regulations becoming more 
stringent and cybercrime 
posing a major threat, such data 
profligacy simply will not wash 
for much longer. 

Consumers – millennials in 
particular – are willing to 
hand over their data (within 
reason), provided that they 
get something of equal value 
in exchange. To earn back 
consumers’ trust, businesses 
must use the data they capture 
to build exceptional experiences. 
Crucially, this means only 
gathering data that’s appropriate 
for its intended use. The role of 
technology

The role of technology

With the coming changes, 
transparency is going to 
be much more of a factor. 
Ultimately, what happens  
is we don’t trust companies  
that are using our data  
because they fail to provide 
something truly valuable.”

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED

To effectively navigate the new 
landscape of data ownership, 
enterprises must:

•  Build relationships and 
improve trust through 
effective social media and 
public relations processes

•  Use location data, facial 
recognition, purchase 
history and more to hyper-
personalise the customer 
experience

•  Implement strong customer-
facing data security policies 
to foster trust

Companies like Spotify and 
Amazon show how to get the 
balance right between data 
capture and user experience. 
Spotify tracks usage information 
to recommend artists and 
playlists – aggregating data 
from thousands of users to 
determine what kind of content 
fans are likely to enjoy. Similarly, 
Amazon tracks users’ purchase 
history to recommend similar 
products and future purchases. 
It’s unobtrusive and helps to 
improve the user experience, 
so users are unlikely to resent 
handing over their data.
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WHAT COMES 
NEXT?

We’ve spent a decade or more 
watching startups capture 
new markets using the tools 
of anthropology, design 
thinking and lean products 
– and that knowledge has 
now made its way into more 
traditional businesses.”

“

Azeem Azhar,  
Founder, PeerIndex

Rapid reinvention, the 
network of networks and 
data ownership are just three 
of many drivers of change 
working to build an exciting 
digital future. But even these 
change agents are themselves 
subject to change. Few people 
saw them coming in the first 
place, so how can we rule out 
something similarly disruptive 
and unpredictable emerging in 
the next few years? 

The answer is, we can’t. Technology 
routinely moves the goalposts 
for the enterprise, creating both 
challenges and opportunities 
along the way. 
 

The early adopters – those 
businesses that saw change 
coming and took steps to prepare 
for it – are already reaping the 
benefits. So, are you ready to 
become your company’s biggest 
challenger and take a leap of 
faith into the digital landscape? 

Find out more about  
the digital future

> Read employee guide

> Read consumer guide

Contact your Vodafone Account 
Manager to see how technology 
can help you thrive in the 
Gigabit Society.
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