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What will they think of next .... I'IE'QHV »
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In 2011 | addressed a Boeing/Google airline conference .... TRAVEL
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Where Professor Nawal Taneja introduced his new book EHV w
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There will be disruption, but where will it come from ... ? TRAVEL
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All of these players cherish a vision for the future of YOUR industry .... [lsizh4d="
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whether it be “acts of Gods” or man-made disasters....
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..as a result you are increasingly dependent on Value Networks
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To create ultimate “Traveler Experiences”, collaboration is paramount ilsiahd="
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.. to address “common issues” & protect “competitive interests” gﬁv L
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In the Retail World this Network is called “The Consumers Goods Forum”
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Amongst themselves they define Trends and Area’s of “Common Interest” F’EF\’}_E-ENEE
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2016: A Vision of the Future 2018: Succeeding in a 2020: Building Strategies for
Value Chain Volatile Market the New Decade

= 80 Executive participants = 130 Executive participants = 200 Executive participants
= Two global workshops = Global workshop (Utrecht, NL) = Global workshop (Chantilly, FR)

(Utrecht, NL & Chicago, USA) = Asian workshops: = Regional workshop

- GS1 in Europe (Antwerp, BE)
Country workshops:

Australia (Melbourne)

France (Paris)

= Follow-up: ~ Hong Kong (Asian region)
- 2016 Future Supply Chain — Mumbai (Indian market)
- Information Sharing report - Tokyo (Japanese market)
- New Ways of Working = Follow-up: Netherlands (Utrecht)

Together - Succeeding in a Volatile —_ US (Chicago)
Market f MeX|co (MeX|co Clty)

)
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'If we don't act, the overall costs
and risks of climate change will
be equivalent to losing at least 5% of
gicbal GDP each year, now and forever, If a
wider range of risks and impacts is taken ’
A into account, the estimates of damage coulJ
rise to 20% of GDP or more’” |1

Report's stark warning on climate
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Identifying Relevant Common Industry Trends ... Food Safety TRAVEL
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Leading into a portfolio of very practical and business relevant initiatives TRAVEL
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which - over time - improve the industry as a whole ....
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7 ight such an approach also work for FTE ‘s Think Tank .... ? TRAVEL .
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Allow me to say just a few words on Capgemini FPERIENCE
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we’re a top 5 Global Consulting, IT & Outsourcing firm ...
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/ UK & Ireland / France |
8,688 20,203

" operating on all continents ...

Benelux

All over Europe

United
Arab Emirates

120,274
Working offshore

_*‘
Group workforce  ~

Nordic
Countries

Latin America Morocco Iberia Italy India Asia Pacific
8,703 367 4,752 1,762 34,565 3,182
N
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~ Central &
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.. delivering to six well defined sectors ... E w

Telecom,
Media &
Entertainment
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We offer specific solutions across six sectors
by combining our areas of expertise
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So why does it work at the CG-Forum: 1 - Tangible C-level Ownership EQFEF\‘IENEE

Global Business Network
400 members, 70 countries, over 2,400 executives in CGF working groups
SEE MORE » The Consumer Goods

. FORUM
@
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So why does it work at the CG-Forum: 2 - Pragmatic Customer Focus

er Shopping

Using her phone,

FERIENLCE

Maria gets
_personalised
information on

Maria gets her

ideas from her

phone and trips

to special events
in the mall

James uses mobile
suggestions to
supplement his regular
online purchases

Anna takes
inspiration
both from
online and

from her mall

visits

Maria uses the mobile
community aspect of her:
phone to let her friends
help choose

With one click
James adds
these to his
regular online
replenishment

order

B —

Anna chooses
online or during
an experiential
shopping trip,
depending on the:
category

Maria doesn't really
differentiate between
mobile and online as
she does everything
through one device

James doesn't get
involved in the
transactional element
of his regular
purchases as they
happen automatically

4

Anna will order from a
kiosk in store or back at
home after she has
chosen her goods

Maria requests
delivery to her house,
her boyfriend’s house
or school, whichever is

more convenient

James’ goods arrive at
his home delivery box at
his pre-agreed regular
time unless he intervenes
with a change of
circumstances

Anna gets alerts on
her phone about the
delivery status of
the order

accessories and
matching

separates for her
recent purchases

James will send feedback
to the retailer on his

mobile if there is
something in his order he
is not happy with

Anna buys extended
products and services
that she sees in
showroom-style stores.
Any issues she deals
with at home online

The Consumer Goods

FORUM

& Capgemini
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So why does it work at the CG-Forum: 3 - Clear Future Roadmap ... T
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My personal frustration with your industry: “Do you know who | am?” EQHV L
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he FTE Think Tank’s first “joint initiative”: Straight Through Travel lsiahkA="
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.. as well as across the world .... E m
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So “What's Next” and “How could you Participate” ....? TRAVEL
PERIENCE
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So what’s next and how could you participate ....? El_m
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So what’s next and how could you participate ....?
FERIENCE

*You will receive an explanatory e-mail from FTE
inviting you to participate_ » -
*A local Capgemini co t wi V|S|t you and

- ur local DMU for a’ iew discussing 4
questions: . r . Q: > *

1. Is your cbmpaniyopr xﬁ rti(:ipa'tg in this
initiative and wh tiv el v ¢

Representat:vf '!upport-l -

2. What ar 5 ﬁ" ‘inputs for the FTE Think
Tank in th Ee of “Stralght Through Travel”?

3. What other practical topics of “common
Traveler Experience interest” should the FTE
Think Tank address in the future?

4. Whom within your organization will take active

. responsibility for future FTE think Tank

e initiatives?
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Thank you indeed, for your attention & do let me know what you think NsizA4A="
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Professional Profile Hans van Grieken TRAVEL \
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Hans van Grieken is Vice esident Business Innovation at Capgemini and part of the company's international innovation

- network. He spends 300@3 time outside of his home country The Netherlands, delivering about 100 speeches on a yearly
- basis at conferences an ard Rooms worldwide. He covers about 26 different markets and sector s in which technology

driven innovation plays a key role, both in the private as well as in the public sector. The underlying idea being that in this

connected age, innovation'is ever ywher e and companies would do well to re-use existing innovations from other sectors/
industries instead of “re-inventing the wheel” themselves every time. Through this exposure to numerous global markets, trends
requently consulted around the world for hisideas and insights on transferring Global Innovation Best

or to the other. S ——

— N
o : s

Academic Affiliation e —————
\djtinct Professor at Tias Nimbas | nternational Business School on Global Innovation Sourci ng (University of Tilburgin

peration with EindhovenUniversity of Technology) — since 2011
acutive Lecturer at Nyenrode Business University —since 2009
Siting L ecturer to the Ex

Technology (Toptech) — since 2004
4. Visiting Lecturer to the Dutch*SeHeehferolice L eadership =

i Board M ember ship

-
'.v‘_, Grieken is aso avoting memberof the Supervisory Board of Priva Holding, world market leader in computerrzes
management of greenhouses, which CEO — Meiny Prins - was Dutch Business Woman of 2009
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