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CONTEXT

• Spending in the defense industry, globally, is 
estimated to grow 2.8 percent in 2021, passing 
$2T (Deloitte).

• Defense spending in the United States is 
expected to remain mostly flat, while growing 
elsewhere in the world (Deloitte).

• Seventy-two percent of A&D executives stated 
that they are investing in improving “supply chain 
ecosystems” to leverage strategic partnerships 
(Deloitte). 

• Globally, A&D could see a $20B increase in 
value through further expansion into the digital 
space (McKinsey).

• The aerospace industry has the lowest rate 
of spending on innovation, at 4.1 percent 
(Linchpin).
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TRENDS

1. Supply Chain Management

• Global decline in demand for air transport 
brought on by larger restrictions on the 
movement of people and goods heavily 
impacted the A&D industry. 

• With 81 percent of A&D executives agreeing 
that their business and technology strategies 
must be interconnected (Accenture), digitizing 
supply chain management moves to the front. 

• During the pandemic, smaller suppliers lacking 
agility and flexibility in their supply chains had 
trouble sustaining the ebb and flow of demand 
(Deloitte). 

• Companies with supply chains poised to service 
commercial aerospace and defense should 
explore reduction of overflow of critical inventory 
between them through dynamic planning. 

• Areas such as onshoring, vertical integration, 
and cyber defense are strong opportunities for 
growth towards more resilient supply chains 
(Deloitte). 

• Utilization of tools in the digital space, such 
as automation, smart management systems, 
and data analytics is critical to improving the 
capabilities of A&D supply chain management. 

• One company leveraging the digital space to 
enhance supply chains is Orbital Insight, who, 
in a partnership with Unilever, analyzes a variety 
of data points—from cellphone geolocation to 
satellite imagery—to assess and improve the 
effectiveness and integrity of one of Unilever’s 
key product supply chains (Fast Company).

2. How Mobility Happens

• As companies across industries move towards 

more environmentally-conscious changes, 
A&D are no exception. The innovation needed 
to reduce carbon emissions also spurs 
development of new eco-friendly technologies 
for transportation. 

• New methods of propulsion and types of 
fuel are being tested as viable alternatives 
to conventional jet fuel; electric propulsion in 
aircraft has the potential to reduce carbon 
emissions, while decreasing costs, increasing 
efficiency, and reducing flight noise. 

• Rolls-Royce successfully tested its hybrid M250 
turbine in 2019, and plans to integrate it with 
aircraft and begin experimental flights in 2021 
(Deloitte). 

• Hydrogen shows promise as an efficient and 
responsible fuel alternative with minimal effects 
on the environment. Hydrogen power for aircraft 
is in the early stages, with many companies 
testing it in various use cases. 

• Airbus SE is ahead of the curve, developing a 
zero-emission, hydrogen-powered aircraft (the 
ZEROe concept) that could enter service as 
soon as 2035 (Deloitte, Airbus). 

• With moves towards eco-friendliness in mobility 
come changes in the transportation landscape. 
NASA, through its Advanced Air Mobility 
(AAM) national campaign, seeks to encourage 
companies in emerging markets to explore 
new types of air transportation for people and 
goods, beginning in the urban market (NASA). 

3. The Human-Machine Relationship

• In 2021, the United States’ defense budget 
for the modernization of the armed forces 
was $704.6B (Mordor Intelligence). The next 
greatest battlefield of A&D lies in mechanical 
and digital technology and how people use it. 



©2022 Kaihan Krippendorff, All Rights Reserved

• As AI/ML expands, so do its capabilities across a wide variety of aerospace and defense applications. 

• Decision-makers in crucial positions will be less involved in the collection and organization of data, and 
more involved in the analysis and execution processes. 

• AI applications in ISR, command and control, and weapons effectiveness are becoming increasingly 
valuable (Mordor Intelligence). Advances in AI-based biometric technologies open up new opportunities 
for data collection, analysis, and security. 

• Automation and robotics in A&D provide new opportunities to increase the efficiency and effectiveness 
of human-machine relationships. 

• Lockheed Martin’s ONYX-powered exoskeleton, offered to customers across military, industrial, and 
civilian markets, seeks to enhance users’ mobility and wellbeing by improving the ergonomics of 
walking, carrying, and even climbing (Lockheed Martin). 

4. Contract Availability

• Driven by the global effects of COVID-19, the United States Department of Defense increased spending 
on contracts to $445B in 2020, an increase of around 10 percent over the previous year (Bloomberg 
Government). 

• While the majority of contract spending is allocated to the “big five”—Lockheed Martin, Raytheon 
Technologies, General Dynamics, Northrop Grumman, and Boeing—the task of innovation and 
modernization in the defense industry will still rely on new entrants (Bloomberg Government). 

• In 2020, the Pentagon awarded a record number of small contracts and handed out $1.5B in early 
funding to over a thousand firms (Fast Company, SBIR). Cutting-edge ISR technologies, especially 
those being developed for the Air Force (Mordor Intelligence) are of high interest.

 

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The customer 
you are 
targeting and 
their need that 
you seek to 
fulfill.

4
• Are there ways that your current product lineup 

could be expanded to reach the civilian and 
industrial market?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Product

The 
technologies 
and services 
you sell 
and the 
characteristics 
that give them 
value.

7

• How can you integrate AI/ML applications into 
your technology?

• What opportunities do you have to expand into 
new propulsion and mobility technologies?

Promotion

How you 
connect and 
communicate 
with current 
and potential 
customers.

4 • How can you broaden general consumer interest 
in your company and technologies?

Price

How 
customers pay 
to get your 
technology.

6

• How do you negotiate for favorable contracts?
• How can you structure your pricing model 

to appeal to multiple markets and types of 
consumers?

Placement

Where 
and how 
customers 
can view, 
access, and 
purchase your 
technology.

3 • Through which channels can customers learn 
information about your technology?

Physical 
Experience

How your 
brand 
experience 
meets the 
needs and 
expectations 
of the 
customer.

5

• How do your technologies create a seamless and 
valuable human-machine experience?

• What systems do you have in place to monitor 
customer satisfaction?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Processes

How you 
manage your 
supply chain.

How you 
manage 
and use the 
data and 
information of 
customers.

9

• What is your plan to move towards more eco-
friendly production, processes, and technologies?

• How can you develop more dynamic supply 
chains?

• How do you ensure that you can fulfill 
commercial aerospace and defense contracts 
simultaneously?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture. 

4 • How does your hiring model contribute to your 
modernization plan?

OUTTHINKERS

• Raytheon Technologies, formed by a merger of 
Raytheon Company and United Technologies in 
2019, is an aerospace and defense technology 
company providing a wide portfolio of products 
to companies in the commercial aerospace and 
defense industries. 

• Through its subsidiary Pratt & Whitney, Raytheon 
Technologies is essentially the proprietary 
manufacturer of geared turbofan engines for 
aircraft, a technology which paid off during the 
pandemic for its cost effectiveness and other 
benefits (Forbes).

• In May 2020, SpaceX became the first privately 
held company to transport NASA astronauts 
to the International Space Station, a feat not 
accomplished on United States soil in nearly 
10 years. The company sent another team of 
astronauts in November, with a third mission 
scheduled for 2021 (Fast Company).

• SpaceX stole the show, and continues to do 
so, through its industry-leading ability to recycle 
and reuse rockets for different uses and multiple 
launches. The Falcon 9, used to complete the 
Starlink satellite constellation, accomplished its 
seventh successful launch and recovery.
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• Raytheon Technologies holds a strong stake in 
key areas of innovation in the defense industry, 
such as digital radar, electronic warfare and 
cyber security, and hypersonic weapons.

• The company plans to accelerate innovation 
and modernization through its deeply diversified 
team due to the merger (Forbes).

• SpaceX’s Starlink constellation, comprised of 
over 7,500 satellites, aims to bring high-speed 
broadband internet to people in every kind of 
geographic location.
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CONTEXT

• Shopping for consumer goods increased 
by 50 percent in 2020, with the majority of 
sales occurring in eCommerce channels 
(Supermarket News, Nielsen).

• In the year ended September 2020, consumer 
preference for in-store grocery pickup options 
increased by 26 percent (Supermarket News, 
Nielsen).

• In the year ended November 30, 2020, online 
food and beverage sales, including grocery 
and restaurant delivery and pickup options, 
increased 125 percent to $106B (Bringoz).

• CPG food and beverage online sales are 
forecasted to grow into a $103B market by 
the end of 2021, the largest CPG segment 
(Supermarket News, NielsenIQ).

• The CPG industry grew 10.3 percent in 2020, 
with private-label products (store brand) 
accounting for 18 percent of that growth 
(Bloomberg).
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TRENDS

1. Food and Beverage

• CPG food and beverage online sales became 
the largest CPG segment in 2020, and are 
forecasted to expand to a $103B market at the 
end of 2021 (Bringoz). 

• Converting store shoppers into online shoppers 
could lead to $58B in growth for CPG 
(Supermarket News, NielsenIQ). 

• 20 million new customers made CPG purchases 
online in 2020, doubling the market’s revenue 
from 2019 (Bringoz). 

• Constraints from the pandemic have reshaped 
how people meet, greet, and eat, and delivery 
and contactless pickup options offer great 
opportunities for growth. 

• Given that 83 percent of monthly grocery 
delivery and pickup users indicate they will make 
another purchase within 30 days, companies 
should explore expansion into these services 
(Supermarket News, Mercatus). 

• Companies like Instacart and Shipt are 
capitalizing on a market of consumers who want 
to order from home by offering comprehensive 
grocery delivery and pickup services from a 
variety of grocery stores and retailers (Forbes).

2. Digital and DTC

• AThe rapid influx of new customers in the 
online space revealed CPG companies’ need 
to interact and understand their customers in a 
more personal way. 

• Previously, the data they used was reliant on third-
party reports from retail stores and eCommerce 
websites (Bringoz). Now, CPG companies 
are seeing the value of connecting with their 

customers directly, creating personalized 
experiences for them, and obtaining actionable 
first-party data on consumers in their market. 

• CPG brands in the direct-to-consumer (DTC) 
model saw great growth during the pandemic 
due to their agile digital position which allowed 
them to meet and exceed consumer demand 
(The Future of Commerce), while traditional 
retail struggled. 

• Large CPG companies are exploring DTC 
models as ways to test new products and 
gather data on their customers in a more 
meaningful way. 

• Clorox, Unilever, and Nestle have all expanded 
into digital territory by creating new DTC 
opportunities to interact with their digital-native 
customers—such as the Objective Wellness 
brand from Clorox which targets young, 
health-minded individuals with natural wellness 
products (Forbes). 

3. Sustainable and Responsible Packaging

• ICOVID-19 spurred the globe towards a higher 
focus on health and wellness, and towards 
a higher awareness of sustainability and 
responsibility in manufacturing. 

• CPG companies on the edge are exploring 
innovative ways to replace plastic in their 
packaging with more sustainable materials like 
glass, aluminum, and recyclable paper. These 
materials, though more costly than plastic to 
manufacture, are continuously recyclable with 
little to no loss in quality end-over-end (SLD). 

• Sixty to seventy percent of consumers are willing 
to pay more for sustainable packaging, and 52 
percent said they would buy more sustainably 
packaged products if they were priced like 
conventionally packaged products (McKinsey). 
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• The definitions of eco-friendly packaging can be opaque to consumers, providing opportunities for 
companies to clarify their impact and provide younger generations the information they desire regarding 
the products they purchase—a move which can both foster loyalty with customers and positively 
impact the environment (Fast Company). 

• Colgate unveiled the world’s first recyclable toothpaste tube in 2019, and plans to move it fully into 
circulation by 2025, along with a message to build awareness of the “ready-to-recycle” nature of the 
new packaging (Business Wire).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption

Recommended Leverage Points

Position

The customer 
you are 
targeting and 
their need that 
you seek to 
fulfill.

6

• How is your company viewed in terms of your 
eco-friendliness and sustainability?

• How can you interact with DTC in the Food and 
Beverage industry?

Product

The things you 
sell and the 
characteristics 
that give them 
value.

8

• How can you design your product and packaging 
with sustainability and responsibility in mind?

• What value does your product bring to 
consumers beyond its basic functions?

• How does your product and packaging satisfy 
the needs of your customers? How do you 
measure their satisfaction?

Price

How 
customers pay 
to obtain your 
products.

5

• How do you currently determine the pricing of 
your product?

• How can you price your product attractively 
knowing consumers’ opinions regarding 
sustainable packaging?

Placement

Where 
and how 
customers can 
view, access, 
and purchase 
your products.

4

• Do you currently offer your product through DTC 
channels?

• How can you optimize your digital channels to 
reach more digital- native consumers?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption

Recommended Leverage Points

Promotion

How you 
connect and 
communicate 
with current 
and potential 
customers.

3 • How can you better communicate your 
sustainability plan to customers?

Physical 
Experience

How your 
brand 
experience 
meets the 
needs and 
expectations 
of the 
customer.

7 • How can you innovate your packaging to create 
an enticing “unboxing” experience for customers?

Processes

How you 
manage your 
supply chain.

How you 
manage 
and use the 
data and 
information of 
consumers.

9

• How can you redesign the manufacturing 
and design of your packaging to attract more 
customers?

• Do you have a plan in place to move towards 
eco-friendly packaging?

• How can you restructure or expand your current 
model to offer DTC options to your customers?

• How are you gathering actionable first-party data 
on your customers? How can you utilize it to 
personalize their experiences with your products?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture. 

3

• How do your staff add to the purchase 
experience of your customers?

• How can you leverage expertise and talent from 
within to create personalized experiences for 
shoppers?
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OUTTHINKERS

• Instacart offers a grocery delivery and pickup 
service with a variety of options and packages 
for customers.

• In addition to groceries, Instacart shoppers can 
visit locations such as Best Buy, Big Lots, and 
Sephora based on the requests of customers.

• Instacart simplifies the ordering process by 
giving customers the option to pre-select items 
for shoppers, so that changes can be made 
independently of customer interaction (Fast 
Company).

• The Instacart interface has four access points: 
customers, shoppers, advertisers, and retailers. 
Recently, Instacart enhanced advertisers’ ability 
to engage with their customers directly through 
the Instacart application, leading to higher sales 
and increased loyalty (Forbes).

• Loop is an online platform providing popular 
goods, like food and makeup, in reusable 
packaging via a subscription-based service 
(Fast Company).

• Loop has partnered with companies and 
brands like Ulta, Febreze, Crest, and Purina to 
deliver their products to customers at home; the 
products are packaged in sustainable, reusable 
packaging made from aluminum, glass, and 
plastic (Loop).

• After picking up empty containers from 
customers’ households for free, Loop cleans 
and sanitizes containers to be reused for other 
deliveries.

• In order to protect against loss, Loop holds 
customer deposits until containers are returned 
and then automatically refunds the deposits. 
(Loop).
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CONTEXT

• Nearly 25 percent of all Americans are enrolled 
students.

• There are close to 9 million teachers and 
education-based employees in the United 
States; the majority of these are kindergarten 
and elementary school teachers (Vault).

• The COVID-19 pandemic has demonstrated 
that most digital education infrastructure has 
not been properly established to serve as a 
primary means of instruction and learning. 
Research by OneClass shows that about 75 
percent of college students were unsatisfied 
with the quality of education they received when 
the pandemic forced them into an e-learning 
structure (Forbes).

• With a global shift towards a more digitally 
focused, hybrid learning format, the education 
industry, which is notoriously underdeveloped 
technologically, given it is one of the most 
“people-centric economic sectors” (HBR)—is 
due for a redesign (Forbes). 
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TRENDS

1. Digitally Integrated Campuses

• Thriving educational institutions are seeing 
the importance of looking past the virtual 
classroom and finding even more innovative 
ways to integrate technology on-campus. 
The educational system, from kindergarten to 
graduate school, is now full of digital natives 
who have spent most of their lives around some 
form of innovative technology. 

• The introduction of the “smart campus” can: 
foster a holistic digital learning experience, 
address cost pressures which lead to high 
costs to students, and improve communication, 
safety, and quality of life (Deloitte). Making 
learning resources readily available, such as a 
digital library in the college environment, is a 
necessity (CIOReview). 

• AR and VR applications are beginning to 
take hold. Large corporations such as Apple, 
Facebook, and Samsung are investing heavily 
in availability and implementation of AR/IR 
(Modestum).

2. Interactivity & Gamification

• Forty-six percent of adolescents aged 13 to 18 
years old play video games daily on a mobile 
platform. 27 percent play on a console, such 
as the Microsoft Xbox, Sony PlayStation, or 
Nintendo Switch—and 17 percent play video 
games on their computer (Statista). 73 percent 
of Americans aged 2 and older play video 
games (NPD). With a significant share of all 
education moving online and staying online, 
learning and teaching methods are adapting 
through gamifying to increase the value of the 
learning experience for students of all ages. 

 o Roblox (Fast Company): Following its IPO, 
Roblox is considered one of the highest-

valued video game companies in the 
world. The online computer game contains 
integrated features that provide digital 
hands-on opportunities for teachers to 
connect with their students’ learning styles. 
Customizable game levels, interactive 
tutorials, and physics simulations within the 
game engage students in a “learn-as-you-
play” approach. Skills in STEM subjects, as 
well as coding, animation, and digital civility 
can be taught and learned through Roblox.

3. Nanolearning

• As a result of influence from social media, 
breaking news, and an abundance of other short-
form digital entertainment, humans’ collective 
attention span is diminishing (EurekAlert). 
Nanolearning is a learning structure in which 
students are provided with smaller amounts 
of information during shorter periods of time. 
Teaching in short bursts is becoming the way 
to offer information to students in a learnable 
and retainable way (Pearson). Nanolearning is 
already happening through short-form, low-
friction content delivered via today’s social 
platforms; it must catch viewers’ eye and hook 
them where they are (LinkedIn). As of this 
writing, 90 percent of employees “welcome” a 
microlearning approach (Training Industry).

 o CrashCourse (YouTube): The YouTube 
channel CrashCourse offers “nano-courses” 
of 6- to 16-minute lengths on a variety of 
subjects, from the colonization of America 
to the human endocrine system to lessons 
on how to argue—and the channel’s videos 
have been viewed nearly 1.5 billion times.

 o MasterClass (USNews): MasterClass is a 
platform for online learning which harnesses 
the expertise of “recognized masters of their 
craft.” The company offers over 100 classes 
across 9 categories, and the classes are 
taught by internationally recognized icons 
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in their respective genres (MasterClass). 
Each class ranges from two to five hours 
in length, but instruction is broken down 
into an average of 20 videos per class 
with an average length of 10 minutes per 
video. The classes are available through 
primary digital streaming channels, such 
as on the MasterClass smartphone app, 
streaming media players, and through 
personal computers. The classes include 
a downloadable workbook, interactive 
assignments, and even community-
centered activities.

4. Personalized Learning

• The traditional “one-size-fits-all” approach 
(or even the one-degree-fits-you approach) is 
ineffective, and correlates with disengagement 
and dropping out. Big Data analytics and AI 
can be used to form personalized learning 
experiences tailored to individual students 
(HBR). These “AI-based learning systems” could 
aid instructors in understanding their students’ 
learning styles, abilities, and progress, and can 
assist in tailoring learning programs to individual 
students (HBR). 

 o McGraw-Hill (Lexalytics): McGraw-Hill’s 
“ALEKS” is a web-based, AI/ML-driven 
assessment and “learning system” for 
K-12, homeschool, and college use. It has 
been used by over 25 million students in 
STEM fields, and helps those students 
know what to study and when. The ALEKS 
tool diagnoses students’ knowledge and 
mastery of subjects and helps build learning 
momentum for new topics (Aleks). This 
AI/ML system has the capability to lead 
students to a 90 percent readiness rate in 
learning of new concepts.

5. Experience Over Education

• Forty-eight percent of people surveyed in a 
Glassdoor research study said that their degrees 
were irrelevant to their current occupations 
(LinkedIn). Experience is increasingly more 
important than education. Experience is 
considered a differentiator. In addition to 
experience, certificates, specializations, and 
training serve as great benefit to students. 
Innovators in the education industry should 
consider what their product and service lineup 
offers to students outside of a mere diploma, 
and whether their customers (students) will be 
able to extract more value than just a paper slip.

 o Coursera (US News): Coursera has 
diversified its product offering to include 
specializations, certificates, and credits 
towards bachelor’s and master’s degree 
programs at reputable institutions. 
Additionally, Coursera achievements can be 
displayed directly in the LinkedIn platform. 
Rather than focusing exclusively on 
education, Coursera leverages connections 
in the professional environment to provide 
multiple levels of value to their customers.

6. Financing and Student Loans

• In 2020, Americans owed about $1.7T in 
student loans, with their student loan debt 
growing 6 times faster than the US economy 
(Education Data). The average student is in 
debt close to $40,000. Within that number, the 
average public university student must borrow 
about $30,000 to attain a bachelor’s degree.  
Some corporations, like Fidelity Investments 
and Aetna, offer a $2,000 annual stipend to 
cover employees’ student loan repayment 
through partnerships with organizations such 
as Tuition.io and Gradifi (HBR). 

 o CommonBond (US News): Refinancing 
is becoming an integrated part of EdFin. 
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The type of 
consumer 
being targeted 
(e.g., students, 
institutions, 
and parents). 
Which of their 
needs do you 
seek to meet?

5

• Are there new student or teacher demographics 
you can target with existing technology?

• How do students, parents, and other 
stakeholders perceive your school?

Product

The courses 
and programs 
you offer that 
differentiate 
you from the 
competition.

8

• How can you implement AR/VR applications into 
your current product lineup? How can you adapt 
your current offering to leverage AR/VR resources 
available to you?

• Are there ways in which you can pivot to offer 
gamified educational resources? Have you 
considered utilizing existing games to increase 
your reach and effectiveness?

• Do you have a plan to utilize AI/ML in any 
capacity to increase the value of your product 
offering?

• Have you designed a plan to increase your digital 
presence by making your product or service 
cross-platform and mobile-friendly?

Promotion

How you 
communicate 
and connect 
with students, 
parents, and 
institutions.

6
• How do you communicate with prospective 

families?
• What is your recruiting strategy?

CommonBond offers student loan refinancing, saving individuals an average of $24,000 a year 
and clearing over $1B in total loans funded (Fast Company). CommonBond for Business offers 
employers a flexible contribution program to pay down employees’ student loans and even offers 
training on financial literacy, with the goal of reducing employees’ debt (US News).

 

8PS
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Price

How you value 
your offering 
versus how 
the parent 
values your 
offering.

How you 
satisfy the 
monetary, 
emotional, and 
time-costs of 
students and 
teachers.

8

• What elements of value comprise your pricing 
strategy, and how do they contribute to customer 
satisfaction?

• How do you offer creative ways to pay for the 
products or services you provide to students?

Placement

How you 
deliver your 
product or 
service to 
students, 
parents, or 
institutions.

9

• In what ways can you maximize your current 
resources to take advantage of short-form, 
high-density learning strategies? Consider digital 
platforms such as YouTube, Facebook, LinkedIn, 
etc. and the possibility of an internally developed 
platform.

• What adjustments are you making to your 
products, services, and/or strategies to take 
advantage of the changing theater of education? 
Are you prepared for the possibility of fully digital 
education?

Physical 
Experience

What your 
program 
or product 
makes the 
student think 
and feel.

7 • How does your program satisfy the emotional, 
physical, and social needs of students?

Processes

How you 
guide your 
business 
operations 
to fulfill 
objectives.

How you 
deliver results 
to students.

5 • How are you implementing personalization into 
your learning programs or products?
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• Founded in 2015, the company gained 
30,000 users within a few months. During 
COVID-19 quarantining, MasterClass increased 
tremendously in popularity.

• Leverages the perceived power value of 
influence versus accreditation by offering 
classes taught by internationally recognized 
“masters” in a certain profession (for example, 
cooking taught by Gordon Ramsay, acting 
taught by Natalie Portman, novel-writing taught 
by James Patterson, etc.)

• Provides access to content through a monthly 
membership (billed annually) costing $15 (as of 
this writing).

• Classes in total measure between two and 
five hours long; the lessons, on average, last 
10 minutes, and there is an average of 20 per 
class.

• In addition to lessons, the classes include 
workbooks, assignments, and community 
activities.

• Partners with educational institutions such 
as Duke University, Yale University, and the 
University of Michigan, and corporations such 
as Amazon Web Services, Google, and IBM 
to provide “self-paced guided projects” and 
courses over a variety of categories (US News).

• Certificates earned through courses completed 
on Coursera can be shared professionally on 
resumes, or connected with the student’s 
LinkedIn profile.

• Users can complete collegiate (bachelor’s 
and master’s) degrees and earn professional 
certificates, and Coursera work can count 
towards master’s programs at certain 
universities.

• Coursera users can also sign up to earn 
specializations, which allow them to complete 
a series of connected courses and projects on 
specific topics.

• As of this writing, Coursera offers over 1,600 
free courses with certificates being offered for 
purchase upon completion. Courses resulting 

OUTTHINKERS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture.

5
• What do you look for in employees?
• How do you reskill and train employees for a 

digital learning environment?
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• MasterClass content is streamable through 
mobile devices, personal computers, and 
streaming media players, and downloadable for 
offline use.

• In some classes, students are given the 
opportunity to submit their work to the instructor 
for critique.

• MasterClass offers personalized learning 
programs for customers using an entry survey.

• MasterClass is ahead of the curve by recognizing 
that many consumers perceive a higher value 
in learning from recognizable, accomplished 
figures over learning from educated professors. 

• MasterClass is taking advantage of the 
nanolearning movement by offering high-
density, short-form education in an easily 
accessible platform.

in certificates start around $49; guided projects 
with certificates are priced starting at $9.99; 
specializations and professional certificates 
start at $49 per month.

• Coursera offers “Coursera for Business,” which 
is a training and development plan providing 
workforce education at cost-per-user per year. 
They have also tapped opportunities in the 
governmental and educational sectors with 
“Coursera for Government” and “Coursera for 
Campus” offerings. 

• From March to September of 2020, Coursera 
saw an approximate 400 percent increase in 
members, with 18 million people joining.

• The company was founded in 2012; it has 
funded more than $2B in student loans since. 

• CommonBond offers loans for undergraduate 
and graduate degrees, medical and dental 
degrees, and refinancing.

• They offer a six-month grace period on 
payments from loan recipients who have 
graduated. Additionally, for those in a residency 
program, CommonBond allows full deferment 
of payments until after the program has been 
completed.

• For each loan or refinance made with 
CommonBond, the company pays the cost of 
education for a child in the developing world by 
partnering with Pencils of Promise in Ghana.

• CommonBond for Business provides 
companies with “customizable student loan 
benefits” to support employees who are in 

debt from school, with the goals of supporting 
employees in debt and assisting companies in 
attracting and retaining talent (CommonBond).

• They offer a “Flex contribution” plan in which 
employers can contribute directly to employee 
student loan payments or offer tax-advantaged 
401(k) contributions.

• CommonBond for Business also includes 
a support tool for educating employees on 
financial literacy and decision-making.
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CONTEXT

• Disruptions caused by the global pandemic in 
2020 did not spare the energy industry, and 
they are expected to continue. Lockdowns, 
the speed of economic recovery, government 
stimulus plans, shifts in travel and trade, 
changes in energy imports/exports, production 
trends for oil and gas, and fuel prices continue to 
affect the industry as it faces an uncertain future. 
The renewables industry also encountered 
challenges with projects, production, and 
installations put on hold (Source).

• Global energy demands are rising. In developing 
countries, growing populations, greater access 
to energy sources, and higher stands of living 
contribute to increased energy usage. Global 
energy demand is expected to rise 20 percent 
by 2040. China and India are expected to be 
the source of half of this growth (Source).

• Natural gas, solar, and wind are the fastest-
growing energy sources helping to meet 
the growing global demand for energy and 
electricity. Natural gas is the number one source 
of electricity in the US (Source).

KAIHAN’SKAIHAN’S

ENERGYENERGY
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Heightened Focus on Renewables

• As of this writing, renewable resources are 
expected to turn around quickly amidst the 
pandemic recovery. In 2020, despite widespread 
economic hardships, $303.5B was invested 
in renewable energy, up 2 percent from 2019 
(Source). 

• Renewable energy projects, like solar and wind, 
that faced a 10 percent decline in growth in 
2020 are expected to rebound in 2021 (Source).

• The commissioning of two large hydropower 
projects in China in 2021 is driving the rebound 
in renewables (Source). 

• Green hydrogen, key to reducing global CO2 
emissions, is expected to become cost-
competitive (Source).

2. Green Regulation and Incentivization

• In the US, a new administration under a new party 
in 2021 brings attention back to environmental 
sustainability. The US has re-entered the Paris 
Agreement. President Joe Biden announced 
plans for nearly $2T in green infrastructure and 
clean energy investment (Source). 

• Post-pandemic US economic stimulus 
packages aim to free up state budgets so clean 
energy packages can be pursued (Source). 

• The US is reported to be exploring a carbon price 
at the social cost of carbon, which is around 
$50 at the time of writing. The UK government 
has laid out extensive plans for reaching climate 
targets. The EU has also committed to the 
green economy (Source). 

• We may see scenarios where stimulus packages 
are tied to companies providing evidence that 

their investment portfolio is environmentally 
sound (Source).

• Suppliers should be ready to transition to 
sustainable business practices or fall behind. 
They must be ready to meet a higher standard 
of transparency and climate action. “Companies 
who commit to best practices in energy, 
emissions and resource usage will see new 
opportunity as corporations increasingly look 
to cut emissions from their entire value chain.” 
(Source) 

• “The exciting trend to watch...will be how we 
shift from large, centralized, technology-focused 
energy solutions to smart, local energy systems. 
This will be a bit like the mainframe to PC 
transition in computing, or how cloud computing 
now makes it easier to go digital anywhere, 
anytime... In many places where loads are 
distributed (for example, in archipelago nations 
like Indonesia and [the] Philippines), or where 
power grids or incentives are weak, rooftop 
solar could make a huge difference. The costs 
of such technology are rapidly declining and 
companies are investigating ways to overcome 
the high transactional costs.” (Source) 

3. Decline in Fossil Fuels

• Prior to the COVID-19 pandemic, the oil industry 
was already struggling due to pressure to shift 
towards renewable resources. The pandemic 
has made the situation dire (Source). 

• Investor concerns about physical, policy, and 
liability risks are making markets challenging for 
major oil companies. BP, Total, and Shell have 
announced strategic shifts towards renewables 
(Source). 

• Electric generation from coal has decreased 32 
percent in the past four years. The international 
demand for coal is expected to continue 
declining. Several US coal producers have 
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closed their mines permanently (Source). 

• In 2020, Blackrock, the largest asset manager in the world, announced that it would exit investing in 
coal production (Source). 

• The expected global path is to get to net-zero emissions by 2050. 

• Coal demand has already peaked and demand for oil and gas is expected to peak in 2029 and 2037, 
respectively (Source).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
customer you 
serve, what 
need you 
meet with 
what brand 
attributes

8

• Which of your brand attributes are most 
important to your customers (sustainability, price, 
quality, etc.)?

• How are you collecting data to understand and 
improve the customer experience?

• Have you moved to address clients in remote 
areas?

Product

The offerings 
and packages 
you deliver, 
where you 
outperform 
and where you 
underperform

9
• To what extent have you shifted towards green 

and renewable resources?
• Do you have a plan to achieve carbon neutrality?

Promotion

How you 
communicate 
with 
customers 
(including your 
marketing, 
sales, and PR 
teams)

5
• How are you making your stakeholders aware of 

the changes you’ve made and your sustainability 
priorities?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Price

How much 
you charge for 
services, how 
you monetize

7

• How are you neutralizing your company’s impact 
on the environment?

• Have you adjusted pricing to meet increased 
energy demands while continuing to provide 
value to customers?

• What price incentives can you provide to enable 
customers’ transition to renewable energy?

Placement

How you 
deliver on 
your value 
proposition, 
through what 
channels

7 • Which partnerships would best enable you to 
transition to clean energy?

Physical 
Experience

The customer 
experience, 
what they see, 
smell, feel, 
taste, or hear

6

• Have you made shifts to let users self-manage 
energy resources?

• How do the changes you’ve made translate to 
improving the end-user experience (fresher air, 
more comfortable temperatures, etc.)?

Processes Our operations 
and processes 9

• What changes have you made to future-fit your 
business model?

• To what extent have you transitioned to digital to 
manage resources?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people. 
Your values.

7

• How have you incentivized your employees to 
practice sustainability?

• What commitments have you made to reduce 
your environmental impact? 

• How have you communicated these goals 
throughout your organization?
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OUTTHINKERS

• Started in Sweden in 2018 with plans to launch 
in the US in 2021.

• ClimateView’s business model appears to apply 
the Coordinate the Uncoordinated stratagem 
to the energy industry. Hundreds of cities have 
set goals to reach net-zero carbon emissions. 
ClimateView offers tools to help them break 
down their goals into measurable, small steps 
and then instructs how each step should be 
implemented.

• Cities receive an estimate of sources of 
emissions and recommendations for policies 
to make changes. Data visualization shows 
planners overall emissions, specific sources, 
and the potential impact of laws and programs 
(Source).

• Sealed upgrades and modernizes homes with 
HVAC, weatherproofing, and smart home 
technology to allow them to become up to 3X 
more energy efficient (Source).

• Sealed’s Climate Control plan is being promoted 
to homeowners by Con Edison and other major 
utilities companies. The company covers up-
front costs in exchange for a cut of customers’ 
energy savings. Customers save up to $30,000 
on installation costs (Source).

• Recipient of the 2021 bronze Edison Award 
for innovation with their SMARTPWR360°™ 
energy efficiency package for customers’ 
homes (Source).

• POWERHOME has increased awareness of 
solar energy resources throughout the US.

• In 2018, the company partnered with four 
National Football League franchises to install 
solar power at their facilities and stadiums. 
They added three other franchises in 2019. This 
reduces the franchises’ dependency on grid 

energy and decreases their carbon footprints. 
POWERHOME leverages these partnerships by 
creating television and web-based commercials 
to showcase affiliations with each franchise, 
which increased visibility and awareness among 
potential customers (Solar).
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CONTEXT

• Banking and financial services companies 
have traditionally been slow to innovate, but 
COVID-19 has forced disruption across the 
industry, accelerating the move to digital and the 
need to update legacy architecture (Kognitive).

• The sharing economy will infiltrate the financial 
system. According to PWC, “[It] may have 
started with cars, taxis, and hotel rooms, but 
financial services will follow soon enough. 
In this case, the sharing economy refers to 
decentralized asset ownership and using 
information technology to find efficient matches 
between providers and users of capital, rather 
than automatically turning to a bank as an 
intermediary” (PWC).

• Competition in the insurance space is also 
poised to expand outside of carriers to 
companies in other industries that will offer their 
own coverage (RSM). 

• Cybersecurity will be a top risk facing financial 
institutions. In a 2016 PWC global CEO survey, 
69 percent of financial services CEOs reported 
that they are either somewhat or extremely 
concerned about cyber threats (PWC).

KAIHAN’SKAIHAN’S

FINANCIAL FINANCIAL 
SERVICESSERVICES
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Digital Transformation:

• The COVID-19 pandemic forced banks to 
enhance speed-to-market in order to deliver 
superior customer experiences. 

• Banks continue to move away from physical 
branches to self-service digital channels. Digital 
must remain a priority. Banks need to move to 
digital to provide real-time insights and rapid 
response to customer needs (Forbes).

• Mobile and wearable technologies provide 
opportunities for individual customization 
(Source). 

• Banks have had to update their legacy 
underwriting and risk management systems to 
deal with pandemic-driven increased demand 
for loans.

2. Focus on User Experience:

• Increasingly, customers will expect to be 
treated as individuals rather than segments. In 
the future, they will want to design their own 
suite of banking and financial services offerings 
based on goals and usage. 

• “Hyper-personalization” and loyalty will be 
critical differentiators (Forbes). Customer 
intelligence will become the most important 
predictor of revenue growth and profitability. 

• Millennials born between 1981 and 1996 
hold significantly more debt as a share of net 
worth than any other generation. Lenders may 
need to change the way they interact with this 
generation (Source). 

• AI will be used to provide natural language 
processing, identification of patterns, mobility, 
and supervised learning. 

• Financial institutions have traditionally designed 
offerings and defined segments internally, but 
this model isn’t working. Now they will need 
to ask, “What do our customers want?” and 
develop accordingly (PWC).

3. Collaboration:

• Unexpected partnerships and ecosystems 
between banks and fintech companies are 
forming. Initially, fintech companies were seen 
as competitors to slow banks who were unable 
to keep up with technological breakthroughs. 
Now, banks are partnering with fintechs to get 
access to enhanced marketing, administration, 
and loan services (Source). 

• Collaboration will be the primary driver of 
disruption. “The biggest near-term threat to 
most banks comes not from fintechs but from 
traditional competitors better leveraging those 
fintechs.” (source)

4. Regulatory & Security Compliance:

• Increased regulatory requirements are driving 
banks to use AI and robotics to address 
constraints and provide anti-fraud and 
regulatory compliance (Source). 

• Customers want more control over their data, 
and regulations like Open Banking in the UK, 
the Payment Services Directive II in Europe, and 
commercial banking aggregator models in the 
US are following suit (source). 

• Banks need to move operations remote in a 
secure manner by taking advantage of cloud 
technologies (Forbes). Cybersecurity will 
continue to be an industry focus and a key 
customer concern (PWC). 

• Environmental, Social, and Governance (ESG) 
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practices will become more prevalent. Social and sustainable financing options offer banking and capital 
companies an opportunity to finance a sustainable future while driving market growth. An estimated 
$100-150T of financing will be needed globally over the next three decades to reach compliance with 
the Paris Agreement (Source).

5. Moving Beyond Cash:

• Contactless payments will continue to increase, and the sharing economy will expand to financial 
systems. In April 2020, 27 percent of US businesses reported an increase in contactless payments 
as a result of the pandemic. Seventy-four percent of global customers say they will continue using 
contactless payment methods once the pandemic is over (Forbes). 

• In the future, banking may not look like what we’re used to today. Technology will enable matches 
between providers and users of capital, without using banks as an intermediary. Blockchain will support 
a new decentralized system to provide a “public ledger” and create trust (PWC). 

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
customers and 
stakeholders 
you serve. 
The financial 
services 
they need. 
The brand 
attributes 
that matter to 
them.

10

• How would you rank the current level of trust that 
your customers feel toward your brand?

• What actions have you taken to support your 
customers and improve the lack of trust in the 
financial services industry?

• What tools are you using to collect and interpret 
customer data to understand your customers?

• Can your customers personalize their suite of 
offerings based on need and what they will use? 

Product

Your suite 
of product 
offerings. 
Where you 
outperform 
competitors. 
Where you 
underperform.

3

• How have you altered your offerings to serve a 
greater number of customer segments?

• What options do you have to package and 
personalize offerings according to customer 
preferences?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Promotion

How you 
communicate 
with 
customers 
(including your 
marketing, 
sales, and PR 
teams).

6

• What opportunities do you have to partner with 
new fintech companies with enhanced marketing 
capabilities?

• In your current partnerships, are your interests 
aligned and supported?

Price

How you 
charge 
customers. 
How you 
monetize.

4

• How could you combine or bundle services 
based on usage?

• What opportunities do you have to create co-
branded offers with partners?

• How are you leveraging digital to enable risk-
adjusted or flexible pricing?

Placement

How you 
deliver your 
products and 
services.

9

• How are you creating a hybrid digital and physical 
environment?

• What is the user experience when accessing your 
digital services?

• What opportunities do you have to partner with 
companies that are interested in serving the same 
customers to enhance both of your capabilities?

• How are you using mobile to serve your 
customers and personalize their experience?

Physical 
Experience

The key 
experiences 
in your client 
journey. What 
they see, 
smell, feel, 
taste, and 
hear.

7

• How are you segmenting customers? Do they 
feel supported as individuals?

• To what extent have you moved from a branch 
model to self-service and digital?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Processes

How your core 
operations and 
processes run. 
The potential 

bottlenecks in 
the system.

9

• What obstacles have you encountered in 
updating your legacy systems?

• If you operate in a legacy environment, what 
partners might help you transition?

• What are you doing to increase speed of 
transformation in order to move to digital and 
mobile offerings?

People

How you hire, 
onboard, train, 
and develop. 
What you look 
for in your 
employees. 
Your values.

6

• As the physical branch model transforms, 
employees need to be empowered to work from 
anywhere.

• Partnering with banks gives fintechs access to 
top talent.

• The financial giant is building an ecosystem of 
startups and has expanded into partnerships 
with fintechs to enhance digital offerings/mobile 
payments. It has also provided a platform and 
created alliances for fintech expansion in the 
Middle East and Africa (Source).

• In recent years, plenty of indicators have 
shown Big Tech would upset big banks by 
entering banking. JPMorgan is outthinking the 
competition by joining forces with them. The 
bank has partnered with Amazon and Airbnb 
to empower them to offer banking services. 
The platforms will be able to offer virtual bank 
accounts, loans, and discounts to customers 
who stash money in their e-wallets. Customers 
can process payments within the apps. In 
exchange, JPMorgan will handle all payment 
processing and cash movement (Source).

OUTTHINKERS
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• This personal, customized home insurance 
startup provides homeowners insurance in 
regions prone to climate change disasters, 
like California, Florida, and Louisiana. Kin uses 
precision data to adjust custom coverage and 
pricing for homes that are vulnerable to the 
effects of climate change (Source).
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CONTEXT

• Public cloud service revenues are expected to 
reach $354.6B worldwide by 2022 (Deloitte).

• Revenues of AI are estimated to reach $100B 
by 2025 (Deloitte).

• Seventy percent of executives believe that 
concerns with security are a primary inhibitor 
toward normalization of cloud services in the 
public (Deloitte).

• The global digital economy is expected to grow 
to $23T (24.3 percent of the global GDP) by 
2025 (Huawei).

KAIHAN’SKAIHAN’S

INFORMATIONINFORMATION  
TECHNOLOGYTECHNOLOGY
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Moving to the Cloud

• With data collection and analytics growing 
across every industry, the need for cloud-based 
solutions is opening doors in the IT sector. 
Worldwide, organizations are increasingly 
seeking ways to store data, information, 
and other digital resources in the cloud, and 
companies offering cloud migration, security, 
and computing services can find opportunity 
servicing them (Linchpin). 

• Over 74 percent of CFOs believe that cloud 
computing is essential to the growth of their 
business (Linchpin). 

• As a whole, movement to the cloud across all 
industries—most specifically in as-a-service 
businesses (XaaS)—is forecasted to reach 
$345B in the next decade (Deloitte).

• According to research by Deloitte, XaaS 
implementation in businesses can improve 
expense models, allow for better scalability of 
applications and infrastructure, and streamline 
operations by freeing up resources for other 
tasks (Deloitte). 

2. Decentralizing Information

• As Big Data on hand continues to grow 
exponentially each year, methods of spreading 
the information across a wider plane are 
growing, too. Blockchain technology is moving 
information away from centralized databases 
and returning accessibility to information to the 
general population.

• IoT networks allow for decentralized control and 
interaction among consumer-owned devices, 
central databases, and the cloud. 

• Edge computing is creating opportunities 

to increase efficiency and optimization of 
computing and analytics by spreading tasks 
across a variety of devices on the outside of 
networks (Linchpin). 

• Combining 5G transfer speeds with edge 
computing capabilities allows companies to 
perform relatively complex tasks in cases which 
traditionally relied upon central computing, and 
opens up opportunities to make independent 
technological devices on the fringe of their 
networks (Deloitte).

3. Improving Cybersecurity

• The world is on track to contain 200 zettabytes 
of data by 2025 (Forbes), and with increasing 
information comes the need for improving 
security. As nearly half of the labor force is 
working at home due to pandemic-driven 
change, data is more decentralized than ever. 

• By the end of 2025, there will be more than 
30 billion IoT connections, with each one a 
potential entry point for hackers (IoT Analytics). 
According to McKinsey, 127 new devices 
connect to the internet every second (Forbes). 

• In 2020, malware sent online more than tripled 
(Forbes). As more and more IoT connections 
are formed, critical infrastructure around the 
world will begin to integrate with and rely upon 
the stability of networks. 

• Companies like Cloudflare seek to bring 
enhanced safety and security to the Web 
through a variety of products and services for 
individuals and enterprises.
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8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
customer you 
serve, what 
need you 
meet with 
what brand 
attributes

3

• Who is your target customer, and what need do 
they have that you seek to meet?

• How does your organization mission coincide 
with the need of your customer base? 

Product

The offerings 
and packages 
you deliver, 
where you 
outperform 
and where you 
underperform

6

• How can you expand your IT services to 
incorporate growth in cloud applications?

• Are there ways for you to reposition your 
products or services to prioritize XaaS?

• What elements of security are included in your 
offering?

Promotion

How you  
communicate 
with 
customers 
(including your 
marketing, 
sales, and PR 
teams)

5

• How can you connect your services to new 
customers? How can you create personal 
connections with current customers?

• How does your current advertising model appeal 
to consumers in IT?

Price

How much 
you charge for 
services, how 
you monetize

6

• Have you considered a subscription-based 
pricing model for your services?

• How does your pricing structure differentiate you 
from competitors in your space?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Placement

How you 
deliver on 
your value 
proposition, 
and through 
what channels

4

• Where can customers access or purchase your 
technology?

• What other distribution channels can you utilize to 
bring value to your customers? 

Physical 
Experience

The customer 
experience, 
what they see, 
smell, feel, 
taste, or hear

8

• Do your services communicate safety and 
security to your customers?

• Who controls the data you collect, and how 
can you exercise data transparency with your 
customers?

Processes
Your 
operations 
and processes

9

• How can you optimize your services to provide 
cloud and XaaS support to customers?

• Are you seeking opportunities to expand into 
data decentralization?

• How can you take advantage of dramatic growth 
in edge computing and blockchain technology?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people. 
Your values.

4 • How can you optimize your personnel structure 
to accommodate remote IT collaboration?
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• Cloudflare is an internet security software 
provider with the mission “to build a better 
internet” (Fast Company).

• Cloudflare developed a tool for mobile app 
developers, the Mobile SDK, which helps 
them in monitoring and improving network 
performance.

• Cloudflare released their first service to 
consumers, the DNS system 1.1.1.1, which 
provides users with safer, more secure web 
browsing.

• During the US election year of 2020 (Fast 
Company), they offered complimentary 
enterprise-grade security to United States state 
and local election websites.

• In March 2021, Honeywell’s System Model 
H1 became the highest performing quantum 
computing system in the world. The company 
has set several previous quantum volume 
records (Source).

• The one-hundred-year-old company uses a 
“trapped ion” process that is slower but more 
accurate.

• Honeywell has grown its share of voice within 
the quantum computing industry from 1 percent 
to 25 percent (Source).

OUTTHINKERS
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CONTEXT

• The industrial IoT market is estimated to grow 
from $77.3B in 2020 to $110.6B in 2025 
(Forbes) based on a 7.4 percent CAGR (Cision).

• Seventy-three percent of manufacturers 
plan to increase spending on smart factory 
implementation in 2021 (RFID Journal).

• Just 12 percent of manufacturing companies 
have implemented a strategy for IoT technologies 
in production processes (The MPI Group).

• Manufacturers are moving operations from 
a business-to-business (B2B) focus to a 
business-to-consumer model (B2C) in an effort 
to reduce complexity and increase control 
(Hitachi Solutions).

• The use of 3D printing for medical devices 
during the pandemic proved its viability as a 
flexible option in manufacturing processes 
(Hitachi Solutions).

KAIHAN’SKAIHAN’S

MANUFACTURINGMANUFACTURING
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Digital Twin Technology

• Manufacturers are seeking ways to enhance 
product design and construction utilizing digital 
twin technology. Using numerous IoT sensors 
connected to a tangible product, manufacturers 
can track and visualize, in real time, the status of 
an object and create a digital twin of it, allowing 
them to collect data and diagnose issues from 
anywhere (IBM). The digital twin assists in data 
collection for better simulation and visualization 
of future events and how the tracked asset will 
perform. 

• Twenty-four percent of executives investing in 
digital technology agree that digital twins are 
one of the most desirable technologies for 
investment in 2021 (Deloitte). 

• Microsoft, through Azure, offers an enterprise-
grade IoT platform for the implementation of 
digital twins in asset performance monitoring, 
simulation modeling, and predictive 
maintenance (Microsoft). 

• Barbara Humpton, the CEO of Siemens, 
envisions a future in which there is a national, 
digital twin “reserve” to aid manufacturers in 
maintaining an agile and flexible production 
strategy (The Hill).

2. Combining B2B and B2C/D2C

• Manufacturing and retail companies alike are 
beginning to understand the tremendous 
benefits offered by a business-to-consumer 
(B2C) operations model.

• With B2C, manufacturers remove intermediaries, 
allowing for better direct connection to retailers 
and consumers. Manufacturers can see 
increased profit, roll-outs, and controls over 
supply chain, brand image, and consumer data 

gathering (Hitachi Solutions). 

• B2C allows for higher levels of personalization; 
56 percent of B2C customers value a personally 
tailored experience that compounds on past 
interactions and transactions (Zaius). 

• Manufacturing direct-to-consumer (D2C) can 
complement B2B operations by diversifying 
a manufacturer’s sales, marketing, and 
operations channels to meet the needs of both 
individual customers and corporate partners. 
Manufacturers can translate AI technology from 
B2B connections into fostering personalized 
D2C relationships (Salesforce).

3. The Rise of 3D Printing

• 3D printing in various applications will become 
increasingly more affordable and flexible for 
manufacturers. 3D printing is being widely 
utilized for prototyping, tooling, and on-demand 
manufacturing (Hitachi Solutions). 

• 3D printing as an on-demand service for 
individual customers is seeing growth. 
Companies across a wide variety of industries 
are consulting 3D printing manufacturers to fulfill 
a number of needs—from prosthetic limbs to 
custom-fitted footwear (Manufacturing Global), 
to aerospace and aviation parts.

• Velo3D is a metal additive manufacturing 
company whose printers have enabled 
companies like SpaceX and Honeywell 
Aerospace to print outer space- and aerospace-
grade parts for aircraft (Fast Company). 

• HP is continuously innovating upon their Metal 
Jet technology, which combines HP’s printer 
prowess with metal additive manufacturing to 
create a metal-printing 3D printer that is 50 
times more productive than competitor offerings 
(Manufacturing Global).
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8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
customer you 
serve, what 
need you 
meet with 
what brand 
attributes

4

• How are you planning to target a new segment  
of potential customers?

• How do you measure your brand’s success in 
delivering your CVP?

Product

The products 
and services 
you deliver, 
where you 
outperform 
and where you 
underperform

6

• What systems do you have in place to ensure 
product quality and accuracy are increasing?

• How can you utilize digital twin technology to 
innovate your product line?

Promotion

How you 
communicate 
with 
customers 
(including your 
marketing, 
sales, and PR 
teams)

8

• How can you improve (and even automate) 
CRM with B2B and B2C customers to improve 
personalization?

• What digital platforms can you use to reach 
current customers?

• How can you utilize creative digital marketing 
to reach a broader base and add value to your 
brand image?

Price

How much 
you charge for 
services, how 
you monetize

5

• How can you offer better price transparency to 
customers?

• How are you structuring your pricing model to 
separate B2B and B2C transactions?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Placement

How you 
deliver on 
your value 
proposition, 
through what 
channels

7

• How can you deliver more personalized 
experiences to B2C customers?

• Where do you first interact with potential 
customers? What other connection channels  
can you explore?

• How would B2B and B2C customers rate the 
accessibility of your product?

Physical 
Experience

The customer 
experience, 
what they see, 
smell, feel, 
taste, or hear

5

• How can you create satisfying personalized 
experiences for B2C customers ordering on a 
small scale?

• How do you measure customer satisfaction?

Processes
Your 
operations 
and processes

9

• What steps are necessary to roll-out a B2B/B2C 
operations model?

• How can you implement 3D printing into your 
production process?

• How can your product development benefit from 
digital twin technology?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people. 
Your values.

4
• How do you incentivize productivity?
• How is your organization preparing for a smaller 

work force brought on by automation?
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• Instrumental designs AI-powered cameras for 
production lines to help manufacturers detect 
defects and pinpoint their location on the line 
(Fast Company). 

• The company released its Discover AI in 2020, 
which is a machine learning program that 
can help companies reduce waste and cut 
production costs by detecting and diagnosing 
issues within just 30 analyzed units.

• Using Discover AI, production engineers and 
designers can analyze data from the production 
lines remotely, reducing issue resolution times.

• In 2020, Arris Composites introduced additive 
molding, a process which combines additive 
manufacturing, or 3D printing, with molding 
to make parts that are stronger, lighter, and 
cheaper than metal.

• The process of additive molding reduces 
production costs on conventionally labor-
intensive carbon fiber products, and can lead 
to a higher production volume of carbon fiber 
and other products (Fast Company).

OUTTHINKERS
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CONTEXT

• In 2020, the entire global theatrical and home/
mobile entertainment market totaled $80.8B, 
the lowest figure since 2016 and a decline of 
18 percent from 2019.

• Global lockdowns accelerated pre-existing 
digital entertainment trends. In 2020, revenue 
increased 31 percent to $61.8B. Digital media 
accounted for over three-quarters of total 
theatrical, home/mobile entertainment revenue.

• As of this writing, there are 1.1 billion online video 
subscribers worldwide. Revenue from online 
video subscriptions totals $24.7B (Source).

KAIHAN’SKAIHAN’S

MEDIA & MEDIA & 
ENTERTAINMENTENTERTAINMENT
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Customization Based on Customer Needs

• Entertainment companies now have a direct 
relationship with their customers. Delivering 
a unique, personalized experience is critical. 
Content owners must collect and analyze 
data to understand customers’ preferences 
and behaviors, and use this data to inform 
investments and business offerings. Advertising 
also benefits from these additional customer 
insights (Source).

• As the world recovers from the global pandemic, 
media and entertainment companies must 
understand the economic needs of consumers. 
Customers who lost income during the 
pandemic were more than twice as likely to 
cancel a streaming service because of cost, 
compared with those whose income remained 
the same (Source).

• Customers want tailored options for pricing. 
Broad content libraries and tiered pricing, 
including free, ad-supported offerings, are 
essential to retaining existing customers. Many 
customers are comfortable watching ads to 
eliminate or reduce subscription costs (Source).

• Home/mobile entertainment users are shifting 
to advanced wireless networks. 5G wireless 
technology is gaining traction with consumers. 
Home/mobile entertainment companies should 
consider users’ connectivity (Source).

2. Entertainment Powerhouses

• The entertainment providers that survive will 
be those who invest in delighting the customer 
with unique experiences and drive consumption 
around bingeing. 

• Entertainment providers struggle to keep up 
with Netflix and Disney—companies that can 

afford to spend billions of dollars on intellectual 
property. 

• Consumers find it increasingly difficult to manage 
multiple subscriptions, find the content they 
want, and balance costs with their tolerance for 
advertising (Source).

• Original content remains the driving factor 
behind consumer adoption and cancellation 
of streaming services. Streaming companies 
should attract customers with original content 
and retain them by customizing offers to 
their likes and dislikes (Source). Encouraging 
communities around content is another factor 
in retention.

• Threats from the outside include social media, 
video gaming, and music services (Source).

3. Reimagining Entertainment

• Next-generation technologies, such as 5G and 
IoT, offer opportunities to engage customers in 
new ways. Media and entertainment executives 
must realize that distribution is critical to 
maintaining relationships with customers. Forty-
seven percent of executives have invested in 
such technologies (Source).

• Media and entertainment companies need to 
reimagine what shows, movies, games, and 
concerts will look like in the future. The lines 
between delivery channels have blurred and will 
continue to do so (Source). 

• The future offers an entertainment “metaverse” 
where all entertainment options converge. 
Virtual reality technology will allow players to 
enter the digital space by creating 3D physical 
scans.

• NFTS (non-fungible tokens) used to claim 
unique digital ownership will be employed to 
allow users to own a piece of the virtual world 
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(Source).

• Due to global lockdowns, 2020 brought live entertainment into the home and made it more accessible 
to larger and more diverse audiences (Source).

• On-screen representation continues to improve, but still has much room to grow. At major and mid-
major studios, 91 percent of C-level positions are held by white employees. Black actors reached 
proportional representation in 2017-2018, but Latinx and Asian Americans remain underrepresented 
(Source).

4. Continued Rise of Video Gaming, Social Video, and Audio

• Gen Z prefers to play games, stream music, and use social media rather than watch TV or movies. A 
Deloitte survey found that 87 percent of Gen Z, 83 percent of millennials, and 79 percent of Gen X said 
they play video games at least weekly (Source).

• TikTok has over 700 million monthly users worldwide (Source). Global lockdowns contributed to 
doubling TikTok’s number of users in the US, which is expected to surpass 50 million in 2021 (Source). 
Facebook has launched its own social video platform, along with IGTV and Reels on Instagram.

• 5G adoption has contributed to faster video streaming and download speeds.

• There are now 1.5 million active podcasts. By 2023, the number of people who listen at least monthly 
is expected to grow to 164 million (Source). Spotify has invested in acquiring podcasting capabilities 
and in the exclusive rights to certain popular podcasts (Source). Advertising will be key to monetizing 
podcasts and other audio platforms.

• Clubhouse launched as an audio-only social media platform. Less than a year after its launch, the 
service now has 2 million active users worldwide and is reported to be worth $1B (Source).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
customer you 
serve, what 
need you 
meet with 
what brand 
attributes

7

• How are you using data to get to know your 
customers’ likes and dislikes in content and 
delivery?

• What is your approach for testing new customer 
behaviors and segments?

• How can you balance the value you provide with 
the data you collect? 
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Product

The offerings 
and packages 
you deliver, 
where you 
outperform 
and where you 
underperform

8

• How have you invested in original content?
• What opportunities do you have to partner with 

or develop ecosystems with other entertainment 
companies?

Promotion

How you 
communicate 
with 
customers 
(including your 
marketing, 
sales, and PR)

7
• What is your audience’s tolerance for advertising?
• What media (digital or traditional) platforms are 

they using?

Price

How much 
you charge for 
services, how 
you monetize

10

• Is there an opportunity to promote lower-cost, 
self-service online sales and service channels to 
customers?

• What different pricing options do you offer your 
customers?

Placement

How you 
deliver on 
your value 
proposition, 
through what 
channels

9

• How can you use multichannel, social, and other 
platforms to create unique live experiences?

• Which forms of connectivity are customers 
using? What are their network constraints?

• Does your strategy address the impacts of 
gaming, music streaming, and social media?

Physical 
Experience

The customer 
experience, 
what they see, 
smell, feel, 
taste, or hear

8

• What opportunities do you have to offer 
experiences that unite physical and virtual?

• How can you create seamless experiences 
as customers move between video, gaming, 
podcasts, music, and social?

Processes
Your 
operations 
and processes

6
• How have you simplified business operations?
• To what extent have you automated repeatable, 

low-value processes?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people. 
Your values.

6
• How have you redesigned your workplace model 

to cater to flexible working practices, balancing 
on-site and remote work?

• Transitioned in 2020 to release its movies on 
a streaming distribution platform. Universal 
movies will be released 17 days after they 
appear in theatres.

• During the COVID-19 pandemic, NBCUniversal 
quickly pivoted to move major releases onto 
premium video-on-demand platforms and 
developed new ways to compensate actors. 

• The company also launched Peacock, an ad-
supported streaming service that had 26 million 
sign-ups just five months after its launch (Fast 
Company).

• In 2021, NBCUniversal’s project Innovation 
is expected to award nearly $3.5M to non-
profit organizations that are tackling everyday 
problems through innovative solutions (Source).

• This new marketing and entertainment 
company, launched by basketball star, LeBron 
James, and businessman, Maverick Carter, 
aims to link entertainment to social justice 
through Hollywood content.

• The content gives a voice to a diverse audience 
of creators and consumers that have been 
underserved by traditional entertainment 
options.

• The company raised $100M in 2020 and has 
deals to develop and distribute content with 
Amazon, Disney, Universal, CNN, Sirius, and 
others. SpringHill has also advised incumbent 
entertainment companies on how to address 
diversity and inclusion (Source).

OUTTHINKERS
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• Substack is a newsletter and podcasting 
platform that applies the strategic concept 
Coordinate the Uncoordinated to allow 
journalists to develop their own business and 
empowers them to maintain creative control.

• Writers and creatives build their own audiences, 
and readers pay directly to receive content 
(Source).

• Substack has 250,000 paid subscribers and its 
top 10 publishers collectively bring in $7M in 
annual revenue (Source).

• The company also offers grants to help writers 
build their audience, and mentorship programs 
between writers and subscribers.
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CONTEXT

• The construction industry was valued at $900B 
in Q1 2020.

• There were 7.64 million employees in 
construction at the beginning of 2020—a record 
high since 2008.

• COVID-19 exposure set the construction 
industry back two years in terms of GDP and 
employment gains (Deloitte).

• COVID-19 has accelerated growth in the 
suburbs, most notably in Sunbelt markets 
(PwC).

• Fifty percent of buyers use the internet to 
search for a home; 93 percent of people under 
36 years old use the internet to search before 
making a home purchase (NAR). 

KAIHAN’SKAIHAN’S

REAL ESTATE &REAL ESTATE &  
CONSTRUCTIONCONSTRUCTION
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TRENDS

1. Virtualizing Construction

• Companies are seeking options for remote 
collaboration that allow teams to work on 
projects from a distance. By bringing design, 
planning, and preparation to the digital space, 
companies can reduce costs while enhancing 
productivity and collaboration, and can move 
from project design to construction more 
quickly. In addition to traditional collaboration 
tools, there are opportunities to apply AR/VR 
applications to this process. 

• The Wild, a company providing AR/VR 
collaborative tools, released software which 
integrates with Autodesk BIM 360, enabling 
architecture, engineering, and construction 
teams to coordinate together in a remote, 
immersive workspace (Source).

• The opportunities for AI in construction are 
growing; Smartvid.io produced an AI named 
“Vinnie” to analyze videos from worksites to 
provide insights on safety hazards and risks, 
such as slipping or electric shock, in order to 
increase jobsite safety (Smartvid.io). 

2. Automation and Robotization

• With COVID-19 accelerating issues in home 
ownership due to rising prices and tightening 
constraints on low-income individuals (PwC), 
automation and robotization in construction 
create opportunities for companies to reach 
new customer segments. 

• Australian robotics company FBR created its 
Hadrian X robot, a bricklaying robot, which in 
2020 constructed a two-story building with 
concrete blocks and steel-reinforced slabs at 
a pace 300 percent faster than its prior mode 
(Global Construction Review). 

• 3D printing introduces opportunities for 
automated home construction. ICON is a 
construction technology company which 
“printed” a small village of homes in Tabasco, 
Mexico, and a community of homes for the 
homeless in Austin, Texas (Singularity Hub). 

• Utilizing drone automation for repetitive tasks 
is an opportunity SkyMul, a drone company, 
has capitalized on. The drones apply machine 
learning to identify rebar intersections and 
operate autonomously to tie them, reducing 
one of the most taxing projects on jobsites by 
84 percent (SkyMul). 

3. Inflation, Affordability, and Corporate 
Relocation

• As of this writing, changes in Federal Reserve 
policy indicate that inflation rates will be rising 
above the acceptable limit for the foreseeable 
future. Interest rates will continue to rise above 
the 2-3 percent average and constrain buyers’ 
ability to secure financing (Forbes). 

• Affordability of real estate is more important than 
ever as a result of the economic trouble caused 
by COVID-19; sales in low-cost housing are 
growing while those in high-cost housing are 
diminishing (Linchpin). 

• Corporations are beginning to seek relocation 
options due to the opportunity for more 
affordable real estate in other markets; Toyota 
relocated its offices from California and Kentucky 
to Plano, Texas because of the affordability that 
the Dallas-Fort Worth market offered (Linchpin). 
The growth of these “secondary cities” show 
great promise for corporate expansions and 
relocations and the employees involved (Forbes) 
Apple is close to completing its $1B campus 
in Austin, Texas, and Amazon is completing 
construction of their second headquarters in 
Arlington, Virginia.
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4. Redefining Workspace

• Due to the social changes brought on by the pandemic, the circumstances of work spaces are changing. 

• The National Association of Realtors reports noticeable trends towards smaller spaces, shorter leases, 
and movement towards suburbs (NAR). 70 percent of NAR members reported their client companies 
were moving into smaller spaces due to the growth of remote work. Major metropolises, such as Los 
Angeles, New York City, and Dallas, saw a decline in office vacancy up to 16.4 percent in Q1 2021 
(NAR). 

• With the booming growth of e-commerce, the real estate market is seeing both a decline in and a 
redesign of conventional physical retail spaces; the shift is expected to bring a growth in warehousing 
as online retailers seek ways to bring their products closer to customers (Forbes).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core client 
you serve, 
what need 
you meet with 
what brand 
attributes

4
• What clients are you currently serving? How can 

you position your organization to pursue a new 
client base? 

Product

The products 
and services 
you deliver, 
where you 
outperform 
and where you 
underperform

8

• How can you bring AR/VR applications to your 
sales process? 

• What products do you offer that can be 
enhanced using AI/ML technology?

• Do you have opportunities to deliver SaaS to 
construction clients?

Promotion

How you 
communicate 
with clients 
(including your 
marketing, 
sales, and PR 
teams)

8

• How can you promote your product or service to 
new demographics?

• How do you creatively connect with potential 
clients?

• How can you appeal to a majority of homebuyers 
who search online before making a decision?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Price

How much 
you charge 
for services, 
how you 
communicate 
value to clients

6
• How do you communicate value to your clients?
• How do you display pricing information in a way 

that attracts potential buyers?

Placement

How you 
deliver on 
your value 
proposition, 
through what 
channels

5
• How accessible is relevant information on your 

service or product to your target client? How 
accessible is it to a wider audience?

Physical 
Experience

The client 
experience, 
what they see, 
smell, feel, 
taste, or hear

7

• How do you personalize homebuyers’ 
experiences?

• How does your service affect the overall 
wellbeing of your clients?

Processes
Your 
operations 
and processes

3

• Does your current business model lead to 
affordable products and services for clients?

• Have you considered robotics and/or automation 
as a component of your production?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people. 
Your values.

3 • Could you consider contract employees as a 
valuable asset to your current business model?
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• ICON developed a 3D printer—the Vulcan—
which, using specialized concrete, can print a 
house structure in 24 hours.

• The printing process is faster and more 
affordable than conventional labor, and cuts 
labor costs by 10-30 percent.

• ICON partnered with Community First! Village 
to 3D-print various buildings and homes in an 
Austin, Texas homeless community.

• They also partnered with New Story to construct 
3D printed homes for homeless families in rural 
Mexico.

• ICON is now in discussions with NASA to 
develop a 3D printing construction system that 
would function in outer space—specifically on 
the moon—using space-borne materials (Fast 
Company).

• Zillow expanded out of its conventional model 
of connecting homebuyers to homesellers by 
purchasing homes from sellers and flipping 
them to buyers; this program was in 23 markets 
at the end of 2019.

• During the pandemic, Zillow also began to offer 
home loans and financing.

• Their innovative strategies doubled their 2018 
revenue to $2.7B.

OUTTHINKERS
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CONTEXT

• Seventy-five percent of consumers prefer a 
personalized shopping experience (Retail42).

• Retailers saw a 35 percent increase in credit 
and debit card spending between January 
2020 and January 2021 (McKinsey).

• As a result of the COVID-19 pandemic, digital 
shopping saw a 50 percent increase year-over-
year in revenue at the end of 2020; purchases 
stemming from social media references 
increased 104 percent (Salesforce).

• Between Q4 2018 and Q4 2020, the percentage 
of adults who purchased products directly 
through social media channels doubled from 13 
percent to 25 percent (Salesforce).

• E-commerce sales are projected to pass $6.5T 
in 2022, to $7.3T in 2024 (Motley Fool).

• By 2040, 95 percent of all purchases will be 
made online (Retail42).

KAIHAN’SKAIHAN’S

RETAILRETAIL
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TRENDS

1. Omnichannel Retail

• With mobile commerce closing in on 50 percent 
of all digital commerce in the United States, 
the mobile-first approach to the shopping 
experience is a growing opportunity (MuleSoft, 
Gartner). 

• Omnichannel retail marries digital touchpoints 
to physical touchpoints by creating a seamless 
purchasing experience across multiple devices 
and multiple locations. Customers who purchase 
through omnichannel structures spend 15-30 
percent more than conventional customers 
(MuleSoft). Additionally, those same customers 
tend to interact more often with retailers’ 
channels—most often other digital touchpoints 
like mobile applications, personalization portals, 
and others (HBR). 

• Outdoor retailer REI found that 75 percent of 
their customers shopped online or on their 
app before visiting the store. In a move to be 
mobile-first, REI offers free Wi-Fi to customers, 
and equips each in-store sales associate 
with a mobile device to better assist in-store 
customers who shopped digitally first (Shopify). 

• Warby Parker sells eyeglasses primarily through 
digital channels, but offers customers valuable 
product testing experiences, such as libraries, 
in its retail locations around the United States 
and Canada (Shopify).

2. New Payment Systems

• It is expected that by 2024, cash will only 
account for 12.7 percent of spending, while 
digital wallets will account for 33.4 percent 
(Motley Fool). 

• Growth in technology and retail have unlocked 
numerous ways to pay and are carving the way 

for even more payment options for customers. 
Many retail establishments can already accept a 
variety of digital, contactless forms of payment 
such as PayPal, MasterCard PayPass, and 
Android Pay (MuleSoft). 

• Biometric authentication as a form of payment is 
also entering the retail space. In an experiment, 
80 percent of people were satisfied using their 
fingerprint as authentication for contactless 
payment (Thales). 

• At Amazon’s Whole Foods locations around 
Seattle, customers are able to pay for their 
transaction using their palm print, which is 
connected digitally to their credit card through 
Amazon One, the system behind it (Reuters). 

3. Personalized Retail Experiences

• Today, customers expect retail experiences that 
meet their individual needs. Eighty percent of 
customers want personalized experiences when 
they shop (Epsilon). Companies who implement 
personalization programs successfully have 
seen 20 percent higher customer satisfaction, 
a 10-15 percent increase in sales-conversion 
rates, and a 20-30 percent increase in overall 
employee engagement (McKinsey). 

• Customers are increasingly willing to share 
personal data with companies if that information 
will be used to give them offers and discounts 
in the future (Salesforce). Using data collection, 
analytics, and implementation tools, companies 
can create personalized experiences for 
customers and increase positive interactions at 
the individual level. 

• Members in Nike’s NikePlus program are given 
a number of personalized options to make their 
Nike experience better: access to an exclusive 
storefront, one-on-one appointments with Nike 
experts, and access to Nike by You, which 
allows members to fully customize their Nike 



©2022 Kaihan Krippendorff, All Rights Reserved

shoes and view them in real time (McKinsey).

4. Repurposing Storefronts

• In correlation with the growth of omnichannel retail strategies, companies are seeing value in redesigning 
their storefronts to serve a different purpose.

• Customers are spending an increasing amount of time and money online, and visiting stores less often. 
The retail store must be treated as a brand-building experience rather than a transactional salespoint 
(McKinsey). 

• Successful redesigning of storefronts in a customer-centric way has the potential to increase sales by 
10-15 percent and customer satisfaction by 20 percent (McKinsey). 

• Capital One is redesigning the meaning of in-person banking with the addition of cafes in which 
customers and non-customers can commune, collaborate, and caffeinate, all while having banking 
staff present for services such as financial coaching and account opening (Forbes). 

• There is movement in the zero-inventory store (ZIS) category as well, with companies such as Bonobos 
keeping only display inventory in-store and moving all transactions and fulfilment to the digital space 
(Forbes); this allows customers to see, touch, and experience products while keeping outstanding 
inventory and associated costs at a minimum.

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The shoppers 
you are 
targeting and 
their need that 
you seek to 
fulfill.

3
• What methods do you use to collect customer 

data? How are you offsetting that data collection 
by providing additional value? 

Product

The things you 
sell and the 
characteristics 
that give them 
value.

5

• How personalized or customizable is your 
product? Are there features that can be made 
more customizable?

• What elements of your product and service add 
value beyond the item itself?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Promotion

How you 
connect and 
communicate 
with current 
and potential 
shoppers.

8

• What is your appeal factor to untapped 
customers?

• How do you foster loyalty with current 
customers?

• How can you use data and analytics to connect 
customers with products they will want?

Price
How shoppers 
pay to have 
your products.

6
• What elements of value comprise your pricing? 

How do each of those elements satisfy the 
varying needs of your customers?

Placement

Where and 
how shoppers 
can view, 
access, and 
purchase your 
products.

7

• How can you implement omnichannel 
experiences into your current sales and marketing 
channels?

• How are you optimizing storefronts to embrace a 
mobile-first approach?

Physical 
Experience

How your 
product meets 
the needs and 
expectations 
of the 
shopper.

9

• How do you meet sustainability and 
accountability expectations of your customers?

• How does your product and purchase experience 
exceed expectations of shoppers?

• What purpose can your retail stores serve above 
making transactions?

Processes

How you 
manage your 
supply chain.

How you 
manage 
and use the 
data and 
information of 
consumers.

7

• How are you garnering customer data currently? 
Are there other ways for you to collect actionable 
shopper data?

• How can you adjust your supply chain capabilities 
to meet the demand of increasing online sales?

• How are you adjusting operations to prepare for a 
mobile-first approach?

• Are you equipped to handle transactions with 
varying forms of digital payment?
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• Nike is restructuring its business model to satisfy 
a digital-first, direct-to-consumer strategy, 
ending partnerships with wholesale chains like 
Belk, Dillard’s, and Zappos (Fast Company).

• In 2020, the athletic and athleisure apparel 
company saw an 83 percent explosion in digital 
sales.

• During the pandemic, Nike connected with its 
customers with free training videos uploaded on 
YouTube, and made its Nike Training Club app 
free, gaining 25 million members in Q4 2020.

• Nike also released the Nike Experience app, 
which connected members in cities to weekly 
activities, in-house workshops, and events 
hosted by recognized athletes (Fast Company).

• Shopify provides e-commerce and point-of-
sale services to retailers.

• During the pandemic, Shopify targeted 
businesses most impacted by reduced foot 
traffic with a suite of tools to launch online retail 
operations “overnight” (Fast Company).

• In its Shop app, Shopify made local businesses 
visible to online shoppers in an effort to reduce 
the impact of reduced foot traffic and to assist 
shoppers in supporting businesses in their 
communities.

• At the end of 2020, Shopify completed a deal to 
allow stores to accept payment through Alipay.

• Additionally, Shopify designed ways to display 
“shoppable ads” on TikTok, creating a direct 
sales channel between social media and seller 
(Fast Company).

• The gross merchandise value of products 
in circulation in Shopify reached $41.1B in 
Q4 2020, with their revenue skyrocketing to 
$2.93B, an 86 percent increase.

OUTTHINKERS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture.

5

• How do your staff add to the purchase 
experience of your customers?

• How can you leverage expertise and talent from 
within to create personalized experiences for 
shoppers?
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• More than 60 percent of consumers start their 
online shopping searches on Amazon.com.

• Amazon’s revenue from its marketplace sellers 
increased by more than 50 percent in 2020 
compared to 2019 (ECommerce Times). Net 
sales increased 38 percent (Forbes).

• In 2021, the most successful brands will 
embrace Amazon and its e-commerce as a top 
channel and an extension of their own website 
(ECommerce Times).

• Amazon has opened its own salon to offer 
hair services with new technologies including 
augmented reality hair consultations, 
entertainment options on Amazon tablets, and 
point-and-learn QR codes to order items for 
home delivery (WSJ).
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CONTEXT

• The supply chain management industry is 
projected to grow from $19.79B in 2021 to 
$37.41B in 2027 (Statista).

• Companies spent $1.5T on shipping in 2017 
(WSJ).

• Global roadway emissions have grown 70 
percent since 2005; supply chain operations 
account for 90 percent of companies’ carbon 
footprints (Symbia).

• Seventy percent of companies plan to focus 
less on low-cost suppliers and focus more on 
“resilient and flexible” suppliers (Foley).

KAIHAN’SKAIHAN’S

SUPPLY CHAINSUPPLY CHAIN  
& LOGISTICS& LOGISTICS
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Smart Logistics

• Like the transportation sector, the supply 
chain industry is shifting heavily towards smart 
technologies that increase safety, security, and 
efficiency. 

• Implementing stronger and smarter AI could 
be the key to reducing basic operational tasks, 
reallocating employees to more complex jobs, 
and increasing accuracy through forecasting 
(SCB). 

• Blockchain in the supply chain could perhaps 
be the most noticeable area of growth for 
blockchain in the economy. Transparency and 
accessibility of information from end-to-end in 
logistics can eliminate data silos, creating more 
efficient and consistent systems (SCB). 

• IoT is being increasingly implemented in supply 
chains as a way to increase resource efficiency, 
delivery optimization, and data collecting. 

• Currently, 80,000 UPS delivery vehicles with 200 
IoT-connected sensors which track points like 
driving speed, idling time, and fuel consumption 
also serve as primary data collection devices, 
allowing the company to innovate upon 
preventative maintenance, delivery efficiency, 
and communication-to-customer during the 
delivery (Cleo). The company’s “never turn left” 
strategy capitalizes on collected data to optimize 
routes for drivers by avoiding key pinch points 
in the transportation process (Cleo).

2. Omnichannel Fulfillment

• The pandemic brought on a sharp increase in 
sales transactions completed digitally, creating 
new opportunities and challenges in logistics 
for to-consumer distribution. 

• As of this writing, in 2021, notable companies 
are being influenced by the “Amazon effect,” 
a disruption of traditional in-person fulfillment 
caused by an intense rise in online transactions 
which is built on low-delay, omnichannel delivery 
(Cleo, TechTarget). 

• Omnichannel fulfillment is focused on 
expanding capability to deliver to customers 
from multiple origin points—warehouse to 
consumer, distribution center to consumer, 
store to consumer, and supplier to consumer—
increasing agility and flexibility in delivery and 
fulfillment (SCB, Cleo). 

• Amazon spread its fulfillment promise to 
customers across multiple origin points, enabling 
agile delivery from their own warehouses, 
suppliers, and individual retailers—all made 
possible through a variety of logistics contracts 
with USPS and others (Cleo). 

3. Last Mile Service

• With the growth of omnichannel fulfillment 
comes a need for innovation in the “last mile” 
of delivery. 

• Although smart logistics are growing rapidly, 
constraints like traffic congestion, regulatory 
changes, and delivery location and density 
can still be unpredictable (Startus Insights). 
Additionally, the final step of fulfillment, x-to-
consumer, is often the costliest. 

• Companies are seeking ways to expand their 
fulfillment capabilities, reduce costs, and 
increase customer satisfaction by upgrading 
the last mile of delivery. 

• Companies offering innovative LMaaS options, 
like crowdshipping, package lockers, and 
automated delivery, are seeing growth. 

• Matternet and Manna are two companies 
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providing drone logistics services for companies; Matternet enables companies in the healthcare, retail, 
and humanitarian sectors to move medications quickly and efficiently (Startus Insights), and Manna 
offers delivery services for restaurant chains through its aviation-grade drone fleet (Startus Insights).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The customers 
you are 
targeting and 
their need that 
you seek to 
fulfill.

5

• What technologies do you control that can help 
you tap into market segments that you previously 
thought unreachable?

• How do you measure customer satisfaction with 
your brand and services? 

Product

The services 
you offer 
and the 
characteristics 
that make 
them 
competitive.

7

• How can you provide a sense of agility and 
flexibility for customers through your services?

• Have you considered LMaaS opportunities with 
your current services?

• How can you implement AI, IoT, and blockchain 
technologies in your current model? What 
opportunities do you have to expand into these 
areas?

Promotion

How you 
connect and 
communicate 
with current 
and potential 
customers.

4

• How can you develop loyalty with current 
customers?

• How can you better communicate with 
customers about sustainability initiatives in your 
organization?

Price

How 
customers 
pay for your 
services.

4

• How can crowdshipping opportunities affect 
paying for logistics?

• How can you reduce your last mile expenses to 
provide a more valuable cost to consumers?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Placement

Where 
and how 
consumers 
can view, 
access, and 
purchase your 
services.

3
• How can you implement omnichannel 

experiences into your current sales and service 
channels?

Physical 
Experience

How your 
brand 
experience 
meets the 
needs and 
expectations 
of the 
customers.

8

• How do you meet responsibility expectations of 
your customers?

• How can you innovate the last mile in order to 
reduce burden on consumers?

• How can you adapt with the “Amazon Effect” to 
create more satisfying delivery experiences for 
customers?

Processes

How you 
manage your 
supply chain.

How you 
manage 
and use the 
data and 
information of 
customers.

9

• How can you adapt your service model to 
implement omnichannel fulfillment? Have you 
considered opportunities in DCtC, WtC, and StC 
fulfillment?

• How can you adjust your fulfillment capabilities to 
meet increasing digital sales?

• How can automation help your organization 
reduce taxing redundant work on the front and 
back ends? 

• How can you increase transparency and 
efficiency from pickup to delivery through 
blockchain and IoT? 

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture. 

3
• How can you minimize task redundancy in 

your services and supply chain through AI and 
automation?
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• Logistics giant UPS is constantly seeking 
innovative ways to update its capabilities as a 
3PL service leader.

• UPS saw a 22.3 percent increase in domestic 
revenues YOY in Q1 2021 (Forbes).

• In 2020, the company reached a deal with 
Arrival, a London-based EV manufacturer, to 
purchase 10,000 electric vans for its delivery 
fleet (Forbes).

• UPS also recently announced its plans to 
integrate eVTOL delivery aircraft, made by Beta 
Technologies, into its fleet as a way to reduce 
emissions from air-based delivery and increase 
agility in delivery capabilities (Fast Company).

• Through its innovation with IoT-connected 
delivery vehicles, UPS drastically lowered its 
carbon footprint by reducing fuel consumption, 
tracking vehicle maintenance, and optimizing 
delivery routes (Cleo).

• Ranpak is a global paper-based packaging 
supplier, with sales of $300M in 2020 (Forbes).

• The company offers paper-based packaging 
and packing materials as a way to reduce 
plastic use and increase sustainability in supply 
chains.

• The company offers unique machines for 
packaging based on customer needs: the 
Geami, which cuts packing material for 
protecting fragile items, and the Trident, which 
cuts specialized packing material to fill voids 
in boxes while providing excellent support for 
items packaged inside (Forbes, Ranpak).

• The company also recently unveiled its Cut’it! 
EVO machine, which cuts boxes to custom 
sizes based on specific packaging needs, in 
order to reduce waste and optimize box size for 
items to be packed inside (Forbes).

OUTTHINKERS

• Narvar is a SaaS logistics company which 
aids businesses in improving their shipping 
operations while increasing interactivity for 
customers waiting on deliveries (Fast Company).

• During the pandemic, Narvar redesigned its 
platform to provide agility and flexibility in 
shipping, returns, and pickups for businesses 
who closed their physical spaces (Fast 
Company).

• Narvar has enabled companies to offer returns 
via mail for in-store purchases, implement buy 
online and pickup in-person systems, and 
developed paperless package returns using QR 
codes (Fast Company).
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CONTEXT

• In the five years leading up to the pandemic, 
the short-term vacation rental industry saw 300 
percent growth (Forbes).

• Safety and sanitation are key elements of focus 
for hospitality organizations as travelers recover 
from the effects of the pandemic.

• Tech-savvy millennials are expected to comprise 
50 percent of travelers to the United States by 
2025 (Cornell).

• Millennials travel more than any other age 
group, globally and locally, and this trend should 
increase with more disposable income (Smart 
Meetings).

KAIHAN’SKAIHAN’S

TRAVEL &TRAVEL &  
HOSPITALITYHOSPITALITY
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Smart Accommodation

• During the pandemic, companies that outfitted 
their hotels, rentals, and other destinations 
with contactless technology excelled. As 
consumer safety and sanitary expectations 
grow, companies must rise to the challenge by 
innovating upon normalized accommodations. 

• Remote check-in is already growing globally 
(Forbes). IoT-driven hospitality elements 
integrated in mobile devices allow devices to 
behave as keycards, thermostats, and television 
remotes, among other potential applications 
(Fast Company). 

• Additionally, biometric implementation as a 
form of authorization, privacy, and security 
for travelers is a potential growth area. Smart 
accommodation strategies must simplify the 
travelling process by eliminating stress points 
and increasing privacy and security. 

• Airbnb’s “Arrival Guide” gives travelers a short, 
interactive checklist for travel and arrival at their 
rental in a convenient, intuitive way (Airbnb). 

2. Technology

• Personalized hospitality is becoming more 
important than ever, but productivity is still 
highly important in the industry. 

• Organizations should seek ways to reduce 
redundant tasks assigned to hotel staff 
in order to expand their ability to offer 
personalized experiences to guests (Forbes). 
A new generation of travelers adventure 
independently, and with travel agencies on the 
decline, hospitality services must accentuate 
personalization (EHL). 

• The hospitality robot “Relay,” made by Savioke, 

performs mundane, repetitive tasks such as 
delivery of drinks and clean towels to guests, 
freeing hotel staff from tasks that normally 
would take 10-15 minutes of their time (Smart 
Meetings). 

• The “smart hotel” concept—with examples 
including the FlyZoo Hotel by Alibaba in China 
(Fast Company), Fast Hotels in Norway, and 
Place to Sleep Hotels in Finland (Place to 
Sleep)—capitalizing on automatable tasks and 
other technology applications, can effectively 
reduce active hotel staff to zero while still ensuring 
meaningful hospitality and accommodation is 
provided to guests. 

3. Responsibility

• The pressures caused by the pandemic raised 
awareness on the side-effects of work and 
leisure travel. These changes were most notably 
seen in younger generations; millennials travel 
with a sense of minimalism, being keenly aware 
of how and where they spend money and how 
it impacts themselves and communities. Lavish 
travel is declining in this demographic. 

• Travel and hospitality organizations should 
continue to develop sustainability initiatives in 
their hotels and locations. Avoiding single-use 
plastics, and reducing paper usage and food 
waste are just a few efforts organizations can 
make towards a more environmentally-friendly 
travel experience for guests (EHL). 

• Redesigning living spaces with items made 
from responsibly sourced materials can 
increase guest satisfaction. Increasing options 
for the vegan population can attract a wider 
customer base. Enhancing accommodations 
with wellbeing in mind invites travelers who seek 
innovative wellness features (Smart Meetings).
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4. Traveler Behavior

• Because of COVID restrictions, domestic tourism rates have accelerated. Perhaps due to the movement 
towards remote work, travelers seem to plan, purchase, and travel within a shorter time frame (Forbes). 

• It is expected that vacations may be longer on average due to less constraints from conventional office-
based work life. 

• Travelers currently seek out local options due to the environmentally-friendly and budget-friendly nature 
of reduced-travel trips (EHL). Airbnb has capitalized on this shift by expanding its “Experiences” feature, 
which connects travelers with “local things to do,” whether they are travelling or at home (Airbnb). 

• Hipcamp is a camping booking site which expanded its reach by developing its booking platform to 
allow local landowners to rent out land to campers and even act as vendors for camping commodities 
such as food, rentals, and firewood (Fast Company).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The travelers 
you are 
targeting and 
their need that 
you seek to 
fulfill.

8

• What kind of travelers does your brand attract?
• How can you position to meet the needs of new 

segments?
• How is your brand viewed in lieu of shifting 

traveler behavior? 

Product

The 
experiences 
you offer 
and the 
characteristics 
that give them 
value.

6

• How can you enhance guest experiences through 
personalization?

• What elements of your experiences add value 
beyond the moment itself?

• How soon can you implement IoT to enhance 
seamless, contactless accommodation?

• How are you moving towards environmentally-
friendly experiences?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Promotion

How you 
connect and 
communicate 
with current 
and potential 
guests.

4

• How can you communicate about your 
environmental vision and mission to those who 
care?

• How do you foster loyalty through personalized 
interaction before, during, and after stays?

Price

How travelers 
pay to 
experience, 
stay, and go

3
• What elements of value comprise your pricing? 

How do each of those elements satisfy the 
varying needs of your customers?

Placement

Where and 
how travelers 
can view, 
research, and 
reserve 

5

• Through which channels are travelers able to 
discover more information about you? How can 
you expand interactivity across the Web?

• What touchpoints can you develop to appeal to a 
tech-savvy generation of travelers who discover, 
research, and reserve online?

Physical 
Experience

How the 
experience 
meets the 
needs and 
expectations 
of the guest.

9

• How do you meet environmental and 
sustainability expectations of your guests?

• How can you implement IoT and automation to 
enhance hospitality experiences for guests?

• Are your experiences vegan-friendly, inclusive, 
and environmentally responsible?

Processes

The front-end 
and back-end 
operations 
that affect 
the guest 
experience

8

• What opportunities do you have to implement IoT 
and automation to reduce task redundancy for 
staff?

• What operational shifts can you make to 
implement environmentally-friendly processes 
and products in your facilities?

• How can you adapt your reservation system to 
prioritize guest needs over downright efficiency?
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• Airbnb Experiences, which originally launched in 
2016, was a $100M service pre-pandemic and 
is showing growth once again (Fast Company).

• The Experiences platform connects travelers 
with “local things to do,” whether at home or 
away, and capitalizes on shifting travel behaviors 
post-pandemic.

• The company has diversified its homesharing 
business in such a way that no single city 
accounts for more than 2.5 percent of revenue 
(Fast Company).

• During the pandemic, Airbnb also expanded 
its Online Experiences feature, which connects 
customers to video sessions ranging from 
virtual escape rooms, to live-streamed circuses, 
to bingo (Airbnb).

OUTTHINKERS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture.

4
• How do you equip your staff to provide 

personalized hospitality for guests? How can 
automation assist in this process?
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CONTEXT

• COVID-19 had a devastating effect on the 
conferences and associations industries. As of 
March 2020, organizations had to quickly pivot 
to virtual events.

• The lack of physical barriers, including travel, 
travel time, and travel expenses have created 
80 percent growth in new and untapped 
audiences for virtual events (Source).

• As the world opens up, virtual events will 
continue, but there will be an increasing shift to 
hybrid events. Communities will begin to interact 
through a combination of virtual and face-to-
face experiences that improve efficiencies of 
both models (Source).

• Associations face shifting demographics and 
an increased focus on diversity, equity, and 
inclusion.  

• The pivot to virtual events and education has 
changed the value proposition for the members 
of associations. While live events are coming 
back, members have now become accustomed 
to receiving virtual content and education. 
Members expect a blend of live and virtual 

KAIHAN’SKAIHAN’S

CONFERENCECONFERENCE  
& & ASSOCIATIONASSOCIATION
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TRENDS

1. Hybrid Event Formats

• As COVID-19 vaccinations become more 
widespread, the world will begin to shift from 
virtual to hybrid events. Virtual formats are here 
to stay, but they will be supplemented by face-
to-face interaction. “Post-COVID virtual events 
and webinars will be unrecognizable. It will be 
like comparing traditional TV with streaming, 
print magazines with tablets, or music CDs with 
Spotify.” (Source: Marco Giberti, Article)

• Organizations should invest in virtual event 
technology that allows for engagement across 
desktop and mobile and permits attendee-to-
attendee and attendee-to-speaker interactions 
(Source).

• Because hybrid events are recorded, the 
content becomes evergreen. Associations 
and educational conference providers have 
an opportunity to grow perennial revenue by 
selling not only live event registrations and 
sponsorships, but also the recorded events for 
future audiences. 

2. Data-driven Decision-making

• Across industries, the COVID-19 pandemic has 
accelerated digital transformation. Associations 
and conference organizations must adopt digital 
approaches to reach the right target audiences. 
Target audiences are evolving and include new 

demographics. Prior to COVID-19, association 
events often attracted the same members 
and companies. Post-COVID-19, associations 
are engaging new members, companies and 
audiences who are finding associations due to 
their virtual value proposition. This is growing 
organizational memberships, sponsorships, 
and engagement.

• For organizations, a data management strategy 
is critical to capture information about members 
and potential future members and partners, 
and deliver a more personalized and engaging 
experience. Data can provide understanding of 
the target audience, what they want from the 
association, and how they want their content 
delivered (Source). While many organizations 
use association website technologies that have 
integrated membership and event databases, 
those without these tools should invest in such 
a platform (MemberClicks, etc.), or a  customer 
relationship management (CRM) database, and 
both pre- and post-event surveys to collect 
feedback and data (Source).

• Security and data protection will continue to be 
a focus for leaders. A proper data management 
system will include safeguards for protecting 
customer data according to regulations. 
Because many associations and organizations 
are managed virtually, it is crucial that they 
invest in safe and secure cloud-based software 
to protect data. 

3. New Sources of Revenue

• The global pandemic has heightened budgets 
for both companies and consumers. With 
tighter financial restrictions, potential members 
may need to make cuts in the number of 
organizations they can join. Engagement and 
value will become essential. Organizations have 
an opportunity to show value in a proactive, 
technology-driven way to meet their target 
audiences’ needs—in a current, relevant way.

programming. 

• The advent of virtual association programming 
has created an opportunity for associations 
to provide cutting-edge, current content to 
members and attendees on a regular basis. 
This is a unique opportunity for associations 
to become more relevant to existing and future 
members and audiences.
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• Associations must consider revenue opportunities outside of traditional membership dues. While 
traditional sponsorships such as meal, exhibitor and marketing sway will continue to exist, organizations 
must leverage and match their mission, vision and values with compatible companies with similar 
interests. Today’s corporate partnerships will reflect knowledge-sharing vehicles like podcasts, 
webinars, white papers, consensus statements, and live and virtual education that leverage expertise 
from the sponsor and organization.

• Digital advertising will become key to increasing revenue. Marketing teams will need to demonstrate 
ROI with data and results. Smart social media analytics are crucial to show member engagement and 
value to sponsors.

• Associations should view themselves as part of a broader ecosystem serving the same mission. 
Association management companies will have more opportunities to work with different types of 
organizations, including smaller groups and competitive associations (Source).  Association management 
companies will lean more into their own niche (for example, health care), rather than representing an 
entirely diverse association customer base.

4. Diversity, Equity, and Inclusion

• Audience demographics are shifting, and association membership is changing. The World Health 
Organization (WHO) states that by 2050, the global population over 60 years of age will nearly double 
to 22 percent. Millennials and Gen Z make up the largest percentage of the current workforce. They 
are willing to join and stay with organizations that offer career development and easy-to-use, engaging 
virtual platforms. Associations need to consider strong mentorship programs, engaging content and 
branding, and unique ways to connect with younger members to show current relevance. 

• Gen Z wants to work with ethical, value-based organizations (Source).

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
member or 
event guest  
served, what 
need you 
meet with 
what brand 
attributes

7

• How has your target demographic shifted?
• What diversity and inclusion initiatives have 

you taken to address shifting audience 
demographics?

• What value do you provide to your members and 
attendees? 
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Product

The mission 
you serve, 
where you 
outperform, 
and where you 
underperform

9

• With which smaller or competitive associations or 
companies with a shared vision might you partner 
to serve the same mission?

• What is your plan for shifting from virtual to hybrid 
conferences?

• What crossover opportunities do you have to 
address the “knowledge economy”? Do you offer 
virtual learning services?

Promotion

How you 
communicate 
with 
members and 
prospects, 
including 
marketing, 
sales, and PR

6

• What is your current budget for digital 
advertising?

• Who are your current and prospective sponsors?
• On a scale of 1-10, how integrated is your 

marketing strategy across web, email, and 
social?

Price

How much do 
you charge for 
membership 
dues and 
event tickets? 
How do you 
monetize?

10

• What other sources of revenue do you collect 
beyond annual membership dues?

• How are dues collected? Have you reviewed your 
membership benefits, and if they have changed 
after COVID, does your current dues structure 
support your programming and digital tool 
budget? 

• Can you offer different levels of benefits at varying 
price points?

Placement

How you 
deliver on 
your value 
proposition, 
and through 
what channels 

8

• What is your plan for supplementing virtual events 
with safe, face-to-face experiences?

• What does a personalized, engaging hybrid 
experience look like for your members and 
attendees?

• Are you leveraging virtual platform recordings for 
future resale and perennial revenue?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Physical 
Experience

The member 
experience: 
what they see, 
smell, feel, 
taste, or hear

7

• What does a “hybrid experience” look like for 
your organization?

• What methods do you use to make virtual events 
engaging and memorable? 

• Can you offer benefits of association membership 
or events packaged digitally?

• Are your virtual events visually engaging and 
exciting?

• Do your virtual events have an easy-to-use 
platform for all ages?

• Does your virtual platform have an effective virtual 
exhibit hall and networking section?

Processes
Your 
operations 
and processes

6

• What is your method for collecting and analyzing 
member and attendee data to personalize the 
customer experience?

• Does your organization have a strategic plan to 
ensure everything it does connects back to its 
mission, vision and values and tactics?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people. 
Our values.

4

• How have you invested in improving remote work 
systems?

• What cloud-based tools do your teams have 
access to for collaboration?

• Are you including effective culture-building 
activities and systems for your virtual team?

• Does your cloud-based remote working system 
have effective data security?
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• “Holoportation” is expected to grow and allow 
thought leaders to present themselves at 
conferences at a fraction of the cost (Source).

• Microsoft Mesh is a collaborative technology that 
allows users to have shared virtual experiences 
on a variety of devices, including VR, PC, and 
HoloLens (Source). Presenters can beam their 
avatars into a presentation space. Technology 
captures eye movements, facial expressions, 
and gestures (Source). 

• Attendees are able to see, hear, and interact 
with the presenter while the presenter feels that 
they are in the physical space.

• Determined that their membership model was 
outdated. Dues were based on duration of 
membership, not how members interacted with 
the association. 

• The group conducted qualitative and quantitative 
research to get to know their audience and 
the expectations that members have for their 
membership. They also interviewed potential 
members and found that they resisted joining 
because they did not have the necessary 
qualifications. By the time they gained those 
qualifications, they no longer needed the 
membership offerings. 

• After the study, they shifted to a three-tiered 

• A virtual events platform and video software 
startup valued at $5.65B (Source).

• Hopin has become one of the fastest-growing 
software-as-a-service (SaaS) companies by 
capitalizing on disruption and redefining how 
virtual events operate. (Source).

• Hopin Founder and CEO, Johnny Boufarhat, 
considers using Zoom to be the equivalent of 
having an event in a conference room. Hopin 
wants to be an immersive, video-first platform 
for engaging virtual and hybrid events, especially 
for groups with more than 20 participants. 
(Source).

• The platform, designed to feel like an in-
person experience, provides opportunities for 
networking and one-on-one conversations. 
Other offerings include virtual roundtables, 
keynote stages, backstage areas for speakers, 
and expo breakout rooms. (Source).

OUTTHINKERS

model, which is treated as a progression. In the 
“Learn” stage, potential members can access 
a number of resources for free. When they are 
ready to join, they move to the “Subscribe” 
phase, which includes additional resources, 
a digital magazine, and monthly speaker 
recordings. When a member commits to the 
“Join” stage, there are three membership levels 
to choose from, based on how they want to 
engage with the group (Source).
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CONTEXT

• Ten million people in the United States live in 
counties with low physical access to healthcare 
facilities, providers, and limited or no broadband 
access (McKinsey).

• Telehealth has skyrocketed—not just due to 
COVID-19, but also to treat patients in hard-to-
reach areas with a lack of healthcare providers 
and facilities. Telehealth also saves on hospital 
overutilization costs when patients avoid 
coming to the hospital or ER for every issue.

• During the COVID-19 pandemic, revenues 
in the healthcare industry fell 50 percent due 
to patient uncertainty over visiting healthcare 
facilities (Forbes).

• Global healthcare funding reached $31.6B in 
Q1 2021.

• COVID-19’s effect on minority groups has 
revealed significant inequity in outcomes 
for them: racial inequity, healthcare access 
disparity, social and behavioral health, and 
physical wellbeing (McKinsey).

KAIHAN’SKAIHAN’S

HEALTHCAREHEALTHCARE
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Rise of Telehealth

• It has been estimated that there were over 1 
billion virtual care visits during 2020, with 900 
million related to COVID-19 (Forrester). As of 
January 2020, only 24 percent of healthcare 
organizations had implemented infrastructure 
for virtual care (Forrester). 

• In areas like India and China where there are 
a limited number of doctors, remote medicine 
allows for greater density of and access to 
patients. 

• The convenience of having healthcare at our 
fingertips changed the service model in 2020, 
leading to the closure of 8 percent of physician 
practices. But there has been an explosion of 
telehealth options through companies such 
as Teladoc and Doctor On Demand (Fast 
Company). Weeks after the onset of COVID-19, 
98 percent of community health centers made 
shifts to telephonic health services (NACHC). 
Doctor On Demand, for example, capitalizes 
on convenience through digital appointments, 
effectively reducing patient attrition on follow-up 
appointments (Fast Company).

2. Smart Health

• While a trusted physician-patient relationship 
remains the most important factor in consumer 
healthcare behavior, the rise of health tech, 
consumer health literacy, electronic medical 
records, increased consumer healthcare 
monitoring and other factors have changed the 
patient care landscape. 

• Quality metrics for telehealth and smart health 
innovation and care are still being developed. 
Beyond access to care, the quality of care 
should be benchmarked against in-person 
care. Factors such as unplanned emergency 

room visits, medication adherence, patient 
satisfaction, and diagnostic accuracy are all 
crucial factors to consider. 

• With the increasing data collection functions of 
mobile devices come numerous opportunities 
for HealthTech innovators. App developers 
have capitalized on smartphones, tablets, 
and wearables as opportunities to expand 
healthcare access and health data collection. 

• Health apps have an opportunity to improve 
public health, prevent illness, and strengthen 
healthcare literacy. ResApp is an application 
that utilizes a smartphone’s microphone to 
analyze cough sounds to diagnose respiratory 
diseases. The K Health app applies AI to give 
users potential diagnoses based on symptoms 
entered (Fast Company). A research team at the 
Centre for Eye Research Australia developed 
an app for tablets that can recognize signs of 
Alzheimer’s through patient eye scans (Fast 
Company).

• Consumer fitness technology has the potential 
to dramatically save healthcare costs and 
prevent chronic disease. Obesity accounts 
for approximately 21 percent of annual US 
healthcare spending (National League of Cities). 
Eighty percent of people are willing to wear 
fitness technology, and 75 percent of users 
agree that wearables help them engage in their 
own health (Business Insider). 

• Apple, through its Apple Watch and Health app, 
tracks and stores data on heart rate, blood 
oxygen saturation, and sleeping, and provides 
helpful systems for users to track their nutrition, 
mobility, and mental health.
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3. AI and Automation

• As of this writing, 44 percent of healthcare professionals have not been involved in the “development 
or deployment” of AI systems in their organization (McKinsey), but AI is quickly growing within the 
healthcare industry. 

• AI applications are expected to relocate primary care from the hospital to the home, decentralizing 
primary healthcare access and providing the opportunity for AI-based data gathering, analyzing, and 
patient monitoring (AHA). 

• AI and automation capabilities show promise in reducing time spent on routine administrative tasks, 
which currently require up to 70 percent of healthcare professionals’ availability (McKinsey). 

• Partnering AI and automation in the healthcare supply chain is vital for agile production and delivery of 
care to patients; predictive analytics and delivery optimization are just two areas of strong potential for 
AI and automation implementation.

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The patients 
you care for 
and their 
needs that you 
seek to fulfill.

5

• What technologies do you control that can help 
you tap into market segments that you previously 
thought unreachable?

• What set of untapped patients do you have the 
ability to serve?

Product

The healthcare 
products and 
services you 
offer.

3
• Is the care you offer personalized to each 

patient? How can you explore personalization 
with your care or products?

Promotion

How you 
connect, 
communicate, 
and follow-up 
with current 
and potential 
patients.

8

• What systems do you have in place for 
personalized communication with current 
patients?

• How can you decrease patient attrition with 
follow-up appointments?

• How can you make your practice more visible to 
new patients?

Price

How patients 
pay to have 
access to 
your care or 
products.

7

• How do you seek to understand the cost of care 
to the patient? 

• Are you exploring patient payment options 
outside of the conventional methods?

• Can you document quality of care metrics to 
support pricing?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Placement

Where and 
how patients 
can learn 
about and 
receive care.

6

• How can you increase your patients’ proximity to 
physical care?

• Which medical services can you offer remotely 
and which services need to be provided in 
person?

• How can you effectively reach patients in various 
geographic locations?

• Do you understand why patients within your 
market do not seek care, and can you develop a 
solution?

Physical 
Experience

How and 
whether 
your care or 
products meet 
the needs and 
expectations 
of your 
patients.

8

• How do you track patient satisfaction before, 
during, and after care?

• How do you track patient satisfaction?
• How do you track patient quality outcomes?
• How do you use patient feedback to continually 

improve your practice?
• How can you include the patient more fully in the 

care process?
• Does your care process consider the holistic 

needs of patients?

Processes

How you 
manage your 
supply chain.

How you 
store, manage, 
and apply 
the data and 
information of 
your patients.

How you 
measure 
success of 
patient care.

9

• How can you utilize technology such as mobile 
applications on smartphones and wearables to 
gather more useful patient data?

• How can you empower patients to use healthcare 
technology to improve quality outcomes?

• How can you adjust your supply chain capabilities 
to be more agile and flexible to react quickly?

• How are you pivoting towards telehealth and 
virtual care?

• In what aspects of your practice could AI and 
automation increase productivity and patient 
satisfaction?

• Are you leveraging your practice team to provide 
the essential patient care services that can 
only be provided in-person, and maximizing 
technology for all other services?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture.

5

• How can you optimize your practice team’s work 
assignments in conjunction with AI integration?

• How can you reduce redundant tasks through 
automation? 

• How can you drive positive customer experience 
and satisfaction through both well-integrated 
technology and staff?

OUTTHINKERS

• TytoCare is a telehealth company providing 
medical screening technology to patients.

• Their target market is parents of young children, 
but the technology can be used by anyone.

• Their primary product is a $299 modular kit that 
enables individuals to examine their heart, lungs, 
mouth and throat, skin, and eyes. It comes 
equipped with a stethoscope, otoscope, and a 
high-resolution camera (Fast Company).

• TytoCare’s kit allows patients at home to self-
screen and submit their symptoms to doctors 
through a remote network.

• TytoCare is developing multiple branches: 
TytoClinic, which will enable schools, offices, and 
nursing homes to transform into remote clinics; 
TytoPro, which will target clinical professionals 
with higher-grade equipment; and TytoHome, 
aimed at patients with chronic issues such as 
asthma, COPD, or those with disabilities (Fast 
Company).

• The company is currently working on developing 
new attachments and sensors to increase the 
functions and capabilities of the home health 
kit.

• Seventy-five percent of Americans are open to 
the idea of seeing a doctor virtually instead of 
an in-person visit.

• Virtual visits cost $40-$50 USD, half the cost of 
an in-person visit.

• Offers a comprehensive virtual care solution, 
which covers telehealth, expert medical, and 
licensed platform services for organizations and 
individuals.

• Manages a network of over 3,100 board-
certified doctors licensed to see patients in 50 
states, as well as international locations. 

• Doctors have access to a patient’s medical 
records and test results. They can see more 
patients and become more efficient as 
paperwork becomes digital (Source).
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CONTEXT

• Projections for 2020 estimated $77M in light 
vehicle sales, with an 8 percent rise in 2021, 
and the automotive industry finally “catching 
up” post-pandemic in 2023 (Forbes).

• In the six years leading up to 2019, carbon 
emissions increased by 33 percent.

• AI in transportation is estimated to grow to a 
$3.5B market in 2023 (PSI).

• Sixty-five percent of goods globally are 
transported by truck (McKinsey).

KAIHAN’SKAIHAN’S

AUTOMOTIVE AUTOMOTIVE 
& TRANSPORTATION& TRANSPORTATION
INSIGHTS AND PERSPECTIVEINSIGHTS AND PERSPECTIVE
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TRENDS

1. Digitally integrated, Frictionless Mobility

• Cities, communities, and companies are looking 
towards developing digital infrastructure for 
transportation to enhance travel.

• Personal identification and wallets are migrating 
to the digital space, opening opportunities for 
ticketless travel and biometric recognition in 
private and public transportation (Deliotte).

• AI augmentation in mobility, which is currently 
being pursued by the San Diego Association 
of Governments (SANDAG), can reduce 
travel times, increase fuel efficiency, manage 
congestion, and even improve air traffic control 
efforts (Deloitte).

• Connecting vehicles, cameras, sensors, 
computers, and other devices through IoT 
shows promise in drastically enhancing travel 
in terms of efficiency, mapping, planning, and 
safety (Forbes).

2. Mobility-as-a-Service (MaaS)

• The automotive and transport industries are 
seeing shifts in MaaS in terms of vehicle 
ownership and usership, changing modes of 
transportation and automation (Forbes). 

• By 2026, subscription-based vehicle usership 
could own 10 percent of all new vehicle sales 
(Forbes). Companies such as Ford, Porsche, 
and Jeep have explored opportunities in the 
vehicle subscription category. 

• Bringing new vehicles to customers’ doorsteps 
enhances personalization and creates new 
venues for customer interaction. 

• Kyte is a rental car company that delivers 
vehicles via hubs in city centers to customers 

who can order through their app or online 
(TechCrunch). 

• Automation is entering MaaS, with AutoX in 
Shenzhen, China offering driverless “robotaxis” 
to the general public (Forbes). 

3. Harm Reduction

• With increasing awareness of environmental 
and humanitarian responsibility, automotive and 
transport are taking steps to reduce the most 
impactful effects of their industries.

• Sweden has published its “Vision Zero” which 
aims to reduce road fatalities to zero by 2050 
(Science Direct). 

• Continental, a transport systems company, 
is striving to innovate to zero through its 
“#SafelyThere” campaign and focus on 
developing automotive safety technology 
(Forbes). 

• Moves in the electric vehicle market aspire to 
reduce the environmental impact of carbon 
emissions while innovating on travel strategies. 
The Tesla Semi is touted to outperform fuel-
based competitors while reducing the carbon 
footprint of the trucking industry. And even 
more recently, NASA has announced its aim to 
phase-in electric flight as a commercial option 
in the next 15 years (The Guardian).
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4. Rescaling Production

• With consumer preference moving towards personalized experiences and customizable products, 
the need for flexibility, agility, and locality in production matters more than ever. Rescaling production 
design to meet the needs of customers in a shorter window, while still increasing customization, is a 
growth point. 

• Microfactories, such as those being constructed by Arrival, a UK-based, EV company, are built upon 
the benefits of localized, flexible vehicle production (Kaihan.net). Smaller production models allow for 
more agility and flexibility for customization and personalization. These microfactories can accomplish  
standardized and customized tasks simultaneously on a smaller scale (FutureBridge).

 

8PS

Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

The core 
customer you 
serve, what 
need you 
meet with 
what brand 
attributes

4

• What customers are you currently serving? How 
can you position your organization to pursue a 
new customer base?

• How do you evaluate your success in meeting 
the needs of your target customer?

Product

The offerings 
and packages 
you deliver; 
where you 
outperform, 
and where you 
underperform

8

• How are you exploring personalization and 
customization in your product lineup?

• How can you incorporate MaaS into your 
offering? Can you blend your product line 
with MaaS to create a holistic experience for 
customers?

• How can you incorporate AI or IoT systems into 
your product lineup?

Promotion

How you 
communicate 
with 
customers, 
including 
marketing, 
sales, and PR

6

• How can you promote your product or service to 
new targets?

• What competitive appeal does your offering have 
to customers—where they are?

• Have you expanded into social media marketing? 
What opportunities can your organization 
capitalize on by using it?
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Leverage 
Point

“8Ps” of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Price

How much 
you charge for 
services, how 
you monetize

4

• What is your pricing structure? How could you 
move towards subscription-based pricing in a 
MaaS model?

• How does your pricing structure differentiate you 
from competitors in your space?

Placement

How you 
deliver on 
your value 
proposition, 
and through 
what channels

9

• Do you have an opportunity to implement 
localized production to increase proximity to 
customers?

• How can you reach customers where they are 
utilizing a MaaS model?

• What channels is your product or service 
available through? How can you challenge 
conventional automotive sales models?

Physical 
Experience

The customer 
experience, 
what they see, 
smell, feel, 
taste, or hear

5

• How does your business model appeal 
to customers’ desire for environmental 
responsibility? 

• Are you innovating on automotive safety and 
wellness technology?

Processes
Your 
operations 
and processes

7

• Are you prepared to implement MaaS in your 
organization?

• What opportunities do you have in exploring 
localized production models?

People

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people; 
your values.

4 • Are you positioned to implement or coordinate 
with MaaS in terms of mobility of staffing?
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OUTTHINKERS

• Arrival is a UK-based EV company focused 
on providing electric vehicles from scratch to 
individual and corporate clients.

• Arrival focuses on localization and customization, 
allowing customers to purchase personalized 
vehicles with a shorter build and delivery 
window than typically expected.

• The company completes its production in 
“microfactories” which are built in or near city 
centers—and increases the flexibility and agility 
of the manufacturing process.

• Arrival plans to construct 1,000 microfactories 
by 2026.

• In 2020, Arrival and UPS reached a $1.2B 
agreement for the production of 10,000 
electric, customized delivery vehicles (Kaihan.
net, Forbes).

• Care by Volvo is a subscription-based vehicle 
usership program which charges a flat monthly 
rate to customers who want to personalize their 
driving lifestyle.

• The monthly payment for Care covers the car, 
insurance, tires, maintenance, and other fees 
(CNET). 

• Customers of Care by Volvo were previously 
given the option to switch cars after a year of 
usership, but they are now given the option to 
re-personalize their vehicle every four months.
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CONTEXT

•

KAIHAN’S

AGRICULTURE
INSIGHTS AND PERSPECTIVE

• “The world’s population is growing, while 
available farmland is decreasing inside and 
outside of the United States. The global 
population is predicted to be at 9.8B in 2050, and 
farmers are expected to feed the world with fewer 
and fewer resources (Fast Company). 

“The agriculture sectors comprise establishments 
primarily engaged in growing crops, raising 
animals, and harvesting fish and other animals 
from a farm, ranch, or their natural habitats.” 
(EPA) For the purposes of this analysis, 
companies whose products or services are 
primarily focused on integrating with or innovating 
upon agriculture are included.

• Farms around the world will need to increase 
global food production by 70 percent in the next 
40 years to keep pace with population growth 
(Forbes).

• The agricultural innovation market focuses heavily 
on biotechnology, which is a market projected to 
grow with a 7.07 percent compound annual 
growth rate (CAGR) between now and 2025 (Fast 
Company).

• Between 2018 and 2020, venture capitalists 
invested around $7B into AgTech (Crunchbase).
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While plant-based meat makes up just 1 
percent of the overall meat market as of this 
writing, it is predicted to grow to 11 percent 
of the market by 2035; with possible changes 
to regulations on conventional meat or better 
support for farmers producing ingredients for 
plant-based meats, alternative proteins could 
grow to 22 percent of the market in the same 
time (Forbes). 

2. Alternatives to Conventional Food:

• 

The economy is expected to reach “peak 
meat,” the year that animal protein 
consumption begins to decline, by 2030. 
(Forbes). It was estimated that the meat 
supply chain lost $20B in 2020. 

• 

American demand for plant-based protein 
grew tremendously during the COVID-19 
pandemic, with sales up by a staggering 264 
percent at the beginning of May 2020 (CB 
Insights). Conventional meat giants JBS, 
Tyson, Smithfield, Hormel, and Cargill have 
all begun to offer their own lineup of 
plant-based alternatives. Oat milk sales 
showed a 347 percent increase in 2020 over 
2019, while dairy sales were on the decline 
(CB Insights). Overall, the retail food market 
in 2019 grew by 2.2 percent, but plant-based 
foods saw an 11.4 percent growth spurt. 
Plant-based alternative companies such as 
Beyond Meat, Impossible Foods, and Good 
Catch Foods are receiving serious funding 
from private and corporate investors. 

•
 

Two billion people around the globe have a 
diet including insects; more than 1,000 insect 
species are consumed for food in 80 percent 
of countries. (CB Insights). The 
insects-as-food industry is expected to see a 
CAGR of 43.5 percent between 2020 and 
2026, with an expected market valuation of 
$710B. (Global Market Insights). 

•

 

 

 

 

Overall employment in the agriculture sector 
has dropped over 30 percent since 1950, 
and food demand is expected to increase by 
50 percent by 2050. The AgTech industry is 
full of need and opportunity. Tech startups in 
the agriculture sector see the best 
opportunity in building tools and platforms for 
private and corporate farms that enable 
farmers to do more with less (Fast Company). 

1. Smart Farming:

•

Drones are increasingly utilized in seeding, 
and it is estimated that 80 percent of drone 
sales by 2025 will be for agricultural purposes 
(Fast Company). 

•

With consumers increasingly desiring 
proximity to the food they consume, 
blockchain technology is making its way into 
food production to allow for transparency in 
food production. Companies utilize IoT in their 
technology to assist farmers in analyzing their 
crop yields (Business Insider). Other IoT 
applications allow farmers to measure 
temperature, soil properties, air quality, and 
even monitor the wellbeing of livestock. 

•

The use of data and analytics at the 
individual plant level and “precision 
agriculture” are growing quickly. Those using 
precision technology have seen a 15 percent 
average cost reduction and a 13 percent 
average growth in yields. Innovation in 
precision farming is expected to be a $43B 
market by 2025 (Fast Company).

•

Automation technology like self-steering and 
driverless tractors, automated irrigation, 
planting, and seed spraying was already a 
$400M market in 2018.

•

 

IBM’s Food Trust created an “ecosystem” of 
producers, suppliers, manufacturers,and 
retailers which utilizes blockchain technology to 
unite aspects of food production in permission 
based, permanent, shared record of food 
production systems and supply chains (IBM).

•

TRENDS



Climate change is driving innovative change 
in agriculture. Eighty-six percent of 
consumers want food that is “good for the 
world and good for me”; that is, organic, 
fair-trade, and ecologically responsible 
(BCG). 
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3. Regenerative Agriculture:

•

By 2050, harvests are projected to see an 
average loss of 17 percent; arable land will 
decrease by 20 percent per capita; and 5.7 
billion people may be threatened by water 
scarcity (Bayer). 

•

PepsiCo is investing in regenerative 
agriculture in partnership with tens of 
thousands of farmers on 7 million acres of 
farmland in its supply chain to reverse the 
effects of its agricultural footprint (Fast 
Company); the investment is estimated to 
eliminate 3 million tons of greenhouse gases. 

•

The growth of vertical farming, as well as 
hydro-, aero-, and aquaponics have resulted 
in reduced water consumption, increased 
crop production, lowered emissions, and 
increased food quality (Babylon Micro 
Farms). 

•

Biotech companies such as Inari are 
reengineering gene-editing technology to 
develop new varieties of the most widely 
consumed crops in the world, like corn, 
soybean, and wheat, to grow efficiently and 
sustainably (Forbes).

•

With demand for arable land increasing year 
after year, individuals and organizations have 
sought ways to maximize land, even in 
unexpected places. Indoor farming in urban 
environments creates new opportunities.

•

Plenty, a pioneer in indoor farming, grows 
greens in an indoor facility in southern San 
Francisco (Fast Company). The indoor, 
vertical footprint allows Plenty to produce 150 
to 350 times as much as a conventional farm 
would in the same ground area. 

•

 

4. Urbanization of Agriculture:

AeroFarms commandeered a former steel 
factory in Newark, New Jersey to grow 
greens vertically at a rate 70 times higher 
than a conventional farm, and using 95 
percent less water (Fast Company). 

•

 

 
Gotham Greens, based in Queens, New 
York, grows food just minutes from the 
homes of New Yorkers in an effort to 
decentralize food production and increase 
urban proximity to fresh food (The 
Washington Post). 

•

 

 

 

In Westbrook, Maine (and Chicago and 
Philadelphia soon), Vertical Harvest 
combines urban farming with affordable 
housing by employing residents in the 
building to tend to crops growing in the same 
building (Fast Company). 

•
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8PS

Leverage 
Point

"8Ps" of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

Position

3

Product 8

Promotion 8

 

 

The farmers, 
individual and 
corporate, 
that you are 
targeting. The 
need of the 
agricultural 
industry that 
you seek to 
fill.

The products 
you offer, and 
the 
characteristic
s that affect 
their value to 
customers.
The 
technology 
you develop 
for producing 
those 
products. 

How you 
connect with 
farmers and 
consumers 
across a 
variety of 
locations and 
industries.

What technologies do you control that can 
help you tap into market segments that you 
previously thought unreachable?

What are the potential business alliances you 
could think about with key players in the 
segment to serve your customers with 
integrated solutions? (Serving customers with 
more integrated solutions example: serving 
farmers with fertilizers, crop protection and 
other).

•

What moves are your organization taking to 
implement Big Data and analytics to your 
operations? What IoT and blockchain 
applications can you use?

What tools and technology could you utilize 
or develop to improve food quality, 
traceability, and production?

How can you develop a more sustainable 
production model to accommodate 
constraints on arable land?

What is the future business model needed to 
serve new differentiated products to your 
customers?

•

•

•

•

How are you connecting your product with 
individual and corporate farms who could 
utilize it?

•

•
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Leverage 
Point

"8Ps" of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

8

 How to make 
consumers, 
producers, 
and other 
stakeholders 
aware of your 
products and 
services.

How could you anticipate market and 
customer needs to make customers 
interested in accessing your differentiated 
products?

•

Promotion

8

 
How food 
products 
reach 
consumers. 
How the 
technologies, 
data, and 
services 
reach 
stakeholders 
in the supply 
chain. 

What new paths might exist for helping 
consumers access the food they desire?

How are you adapting your operations and 
supply chain to accommodate consumers’ 
desire for proximity to the food they eat?

How could you anticipate customer 
expectation to make products more 
accessible to customers/agile supply chain?

Have you considered urbanization as a part 
of your growth strategy?

•

 •

 
•

•

Placement

7

 How 
consumers 
and other 
members of 
the 
agricultural 
supply chain 
pay for 
access to 
agricultural 
products. 

What elements of value comprise your 
pricing? How do each of those elements 
satisfy the varying needs of your customers?

•
Price
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Leverage 
Point

"8Ps" of 
Strategy

Opportunity 
for Disruption Recommended Leverage Points

8

How your 
food satisfies 
the needs 
and desires 
of your 
customer.
How the 
services you 
provide to 
agribusiness 
fulfill their 
needs.

 
Where does your food rate on a taste, 
appearance, and freshness scale?

Could the services you provide to companies 
and farms in the agriculture industry be 
expanded to meet more needs?

What senses does your food affect besides 
hunger? How does your customer extract 
value from your food in addition to 
consumption?

•

•

•

Physical 
Experience

8

 

Guiding your 
food 
production 
operations in 
a manner 
cognizant of 
social 
pressure.

•

•

•

How can you manage the supply chain 
differently to improve traceability and reduce 
waste?

How can you innovate systems in production, 
processing, storing, shipping, retailing, etc.?

What are new capabilities to increase 
sustainability (impact on the environment, or 
ESG) components?

Processes

4

The choices 
you make 
regarding 
hiring, 
organizing, 
and 
incentivizing 
your people 
and your 
culture. 

•

•

•

How are you leveraging the agricultural 
experience of your staff bottom-up to achieve 
your vision?

How do you anticipate new organizational 
capabilities needed to perform your future 
strategy (innovation, exponential 
technologies needed, agile customer 
relationship, innovative supply chain)?

How do you manage your talents to assure 
suitable development with exposure in the 
agrifood main challenges/allowing a more 
sustainable view of the 
opportunities/cross-sectors?

People



Impossible Foods was founded as a 
producer of plant-based substitutes for meat, 
dairy, and fish in 2011 and has received total 
funding of $1.6B to date (Crunchbase).
The Impossible Burger, their top seller, is 
already positioned in supermarkets and 
featured in partnerships with Burger King 
and Disney (Reuters).
Using food science and engineering, the 
company uses soybeans and yeast in a 
process in which they extract genetically 
modified heme, a protein additive that gives 
the Impossible Burger its meat-like flavor 
(Green Matters).
The company presents that its food 
production generates 87 percent less 
greenhouse gas, uses 95 percent less land, 
and 75 percent less water than conventional 
beef operations.
The company has recently released 
plant-based substitute Impossible Sausage 
in a partnership with Starbucks (Impossible 
Foods), and is currently developing an 
alternative to pork.
Valued at $4B in 2020, the company now 
retails in over 20,000 stores, beyond the 150 
it initially sold in.

They innovated on the technology of 
microbially-treated seeds using a bio-coating 
which reduces or eliminates the need for 
chemical inputs that place a burden on the 
environment (The Counter). 
Indigo created a global data-gathering 
“apparatus” called Indigo Research Partners 
(IRP), or “The World’s Largest Agricultural 
Lab,” which harnesses one trillion data points 
per day from drones, satellites, and sensors 
around the world (The Counter). 
Their Terraton Initiative connects farmers with 
an eye on regenerative agriculture with 
corporations who seek to offset their carbon 
footprint with environmentally friendly 
investment. The company aims to sequester 
1 trillion tons of carbon dioxide in the next 
few decades through the initiative (Fast 
Company).

Freight Farms was founded in 2013 as a 
producer and designer of modular, scalable 
farming systems (Freight Farms).
Freight Farms released the first hydroponic 
container farm in 2013, and now offers 10 
different farm systems in its lineup.
Freight Farms developed the farmhand® 
suite, IoT-based farm management software 
that provides optimization and automation 
tools for container farmers.
In their new Greenery S model, Freight Farms 
uses IoT-connected sensors and cameras 
integrated with its farmhand® software to 
give farmers control over air, lighting, water, 
nutrients, and spacing (Freight Farms).AgTech company Indigo was founded in 

2014 as a microbiology and biotechnology 
company focused on increasing profitability, 
sustainability, and health in food production 
(Crunchbase).
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IBM Food Trust is a blockchain-based, 
shared record of transactions and data in the 
food supply chain.
IBM Food Trust, through blockchain 
trackability, can improve supply chain 
efficiency, increase brand trust, innovate on 
food safety and sustainability, and improve 
food freshness, eliminate food fraud, and 
reduce food waste (IBM).
The network provides users with permissions 
access to supply chain data, connecting 
farm to store, and store to consumer.
According to IBM, the “complete history” of 
singular food items with relevant information, 
such as tests, certifications, and temperature 
data, could be accessible within seconds of 
upload to the blockchain.
Clients can access data on food items in the 
store and track those individual items and 
their pertinent data points down the chain to 
the farm within 2.2 seconds.
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