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HOW THE 
CONVERGENCE OF 
IDEAS IS SHAPING 

THE NEW 
ECONOMY 

ÅIndustry convergence is not a new concept; it may actually be 
one of the oldest.  As markets interact, they naturally exchange 
ideas, processes, and technologies, which makes them grow 
more intertwined.  

ÅAgriculture and trade collided to create banking.  

ÅMore recently, the overlapping potential of healthcare and 
consumer electronics created wearables.  

ÅOur globally connected society is only increasing the speed and 
scale with which convergence opportunities present 
themselves. 

ÅConvergence at its core is centered around idea sharing. The 
concept of leveraging and learning from other industries to 
avoid wasting time and effort on creating something that 
already exists is often discussed in the context of product 
innovation, but the same can be applied across the board.  

ÅMulti-industry resource pooling is an obvious benefit of 
convergence.  As industries move closer together, their 
functional needs align more closely. This allows vendors that 
serve these industries to increase investment because the 
market for that need is now larger.  





CAN YOU SEE THE 
COMPETITION 

COMING? 

 
ÅA few years ago, CEOs could see the competition coming. The 

biggest risk was the advent of a new rival with a better or 

cheaper product or service. And you could fend off the threat 

by improving or expanding the range of products and services 

you offered, or getting to market more efficiently and 

imaginatively. Today, the competition is often invisible until itõs 

too late.  

Å The ôUber syndromeõ ð where a competitor with a completely 

different business model enters your industry and flattens you. 

Å òDisruptive innovationó ð new entrants target the bottom of a 

market and then relentlessly move up market, eventually 

ousting established providers.  

ÅWhat was once a relatively rare phenomenon has now become a 

regular occurrence. Innovations that harness new technologies or 

business models, or exploit old technologies in new ways, are 

emerging on an almost daily basis.  

ÅThe most disruptive enterprises donõt gradually displace the 

incumbents; they reshape entire industries, swiftly obliterating 

whatever stands in their way. 

òThe boundaries of competition 
are becoming more ambiguousó.  



STRATEGIES TO 
PREPARE FOR THE 

NEXT LEVEL OF 
COMPETITION 

UNDER  
INDUSTRY 6.0  

 

ÅPrepare for digital invaders  

Å Technology as the main game-changer with uncertain/ unknown impact 

ÅChange in the way organizations engage with customers ð creating more 
digital, individualized experiences 

ÅGetting to a segment-of-one understanding of the customer base 

ÅExploring the opportunities in adjacent spaces and stripping out 
bureaucracies so that organizations can move swiftly 

ÅPut more scouts on the front line ð Delegate all but the most 
important decisions to the people who are closest to your 
customers. With decentralized decision-making, youõll have more 
scouts with greater freedom of action on the front line. 

ÅShare to shine ð Ratchet up your plans to form new partnerships 
and be ready to òreciprocateó by sharing key resources with your 
allies so you can grow together. 

ÅSeize the middle space ð Disruptors like Alibaba, eBay, Spotify 
and WhatsApp have each become the linchpin in a virtual network 
other companies use to reach their customers. Building an online 
forum where buyers and sellers can trade, share information and 
swap insights, and stimulating the development of a healthy 
ecosystem, can be a highly profitable strategy.  

 



STRATEGIES TO 
PREPARE FOR THE 

NEXT LEVEL OF 
COMPETITION 

UNDER  
INDUSTRY 6.0  

 

ÅCreate a panoramic perspective  

ÅòThe more nebulous your enemies and the faster the pace of change, the 
wider and further you need to lookó. 

ÅòThe hardest thing is working out whether whatõs happening is hype, 
trend or tsunami.ó 

ÅCloud computing, mobile solutions and the Internet of Things (IoT) are 
the technological elements of todayõs òwaveó and will continue to 
dominate. Cognitive technologies (systems that understand natural 
language and are not programmed but learn) are rising on the horizon as 
the bridge to new levels of personalization and insights from exploding 
volumes of data. 

ÅCultivate your organizationõs cognitive capabilities ð Using 
predictive and cognitive analytics to scrutinize the real-time data 
you receive from the marketplace and your partners will help you 
forecast the future with a greater level of confidence. 

ÅForm your own futures squad ð Set up a specialist forecasting 
team, equipped with the right technologies and skills, trained to use 
probabilistic reasoning techniques and to recognize and eliminate 
bias. 

ÅTake an eco-centric view of the world ð Assess the caliber of all 
the enterprises in your ecosystem. Are you leveraging all their 
contacts, skills and assets? Are there any weak links? Are there any 
missing skills? Does your ecosystem have the right expertise to 
exploit new trends and technologies and boost its power to 
compete. If not, where should you look? 



STRATEGIES TO 
PREPARE FOR THE 

NEXT LEVEL OF 
COMPETITION 

UNDER  
INDUSTRY 6.0  

 

ÅBe first, be best or be nowhere  

ÅòThere are no rules or prior case studies on what weõre trying to do 
with our business and business model. We feel like weõre operating on 
the edge of the marketó. 

Å The trickiest issue is choosing the right new business model; concerns 
about investing too much too soon or cannibalizing current revenue 
streams crop up regularly among todayõs CEOs. It is hard to test new 
models within the existing corporate frameworks; however, in order to 
survive organizations need to be turned into òliving laboratoriesó.  

ÅòWe live in a moment where individual creativity and continuous 
innovation are essential. We should be thinking in terms of ôreturn on 
inspirationõ.ó 

ÅInvestigate unfamiliar territory ð Concentrate on building 
broader networks and look at what companies in unrelated 
industries are doing to get completely different ideas. 

ÅGo offline to test for the best ð Set up an innovation center 
outside your current organizational structure for incubating and 
piloting new business models and offerings. Give it the latitude to 
experiment properly. Including sufficient time and resources.  

ÅCreate and capture the moment ð Once youõve decided to 
launch a new business model, product or service, move fast and be 
prepared to bet big. Itõs difficult to triumph as a market pioneer 
when technological advances are appearing so rapidly they can 
render even recent innovations obsolete.  



ORGANIZATIONAL 
RESTRUCTURING IN 

LIGHT OF  
INDUSTRY 6.0 

ÅOpening up to customer influence  

ÅBusinesses are becoming not just customer-centric but customer-
activated. 

ÅEstablishing Customer Advisory Boards to get direct input on 
strategic issues ð Customer influence should not be confined to 
activities in which customers have traditionally participated, such as 
developing new products or services. Instead, CEOs stand ready to 
relinquish absolute power of what is typically considered their 
domain ð developing business strategy. 

ÅPioneering digital -physical innovation  

ÅDigitization of front offices to sync with customers more effectively 

ÅReconfiguration of businessesõ offerings to capitalize on social 
networks and mobile connectivity 

ÅReshaping of operating models to inject customer input into every 
aspect of the buying and selling chain 

ÅCrafting engaging customer experiences  

ÅA shift to social and digital interaction 

ÅUnderstanding and engaging the customer as an individual rather 
than as a category or market segment 

 

I n  a n  e r a  o f  a b u n d a n t  c o n n e c t i v i t y  
a n d  i n f o r m a t i o n ,  a n d  u b i q u i t o u s  
d i g i t i z a t i o n ,  t h e  n e w  e c o n o m i c  

e q u a t i o n  f a v o r s  t r a n s p a r e n c y .  I n  
s e a r c h  o f  i n n o v a t i o n ,  b u s i n e s s  

l e a d e r s  o p e n  u p  t h e i r  e n t e r p r i s e s  
b r i n g i n g  d o w n  b a r r i e r s  t o  e x t e n d  
c o l l a b o r a t i o n  i n s i d e  a n d  o u t s i d e .   



ORGANIZATIONAL 
RESTRUCTURING IN 

LIGHT OF  
INDUSTRY 6.0 

ÅChief Financial Officers step up to help create new business 

models 

 

ÅChief Human Resources Officers take up social and analytics to 

rework work  

 

ÅChief Information Officers look outward to generate new 

value 

 

ÅChief Marketing Officers have big aspirations about enabling 

transformational change and face big hurdles.  

 

ÅChief Supply Chain Officers embed customer analytics to 

advance operations. 

 

 



WHAT DO THE 
òTORCHBEARERSó OF 

INDUSTRY 6.0  
LOOK LIKE?  

 

 

ÅScope 

ÅForward-looking and boulder about exploring opportunities in related 

industries 

ÅClear understanding that they compete as part of a bigger ecosystem of 

interdependent entities, which greatly enhances their potential impact on 

the market 

ÅStrong ability to define where they want to play, while keeping their options 

as open as possible in an era of discontinuous change 

ÅScale 

ÅBrave about investing in emerging technologies with high risks and returns 

ÅVery aware of the need to preserve their competitive advantage and scale 

their expertise. 

ÅSupportive of their ideas to the hilt because they know the biggest slice of 

the economic pie will go to just a handful of enterprises 

ÅSpeed 

ÅAgility, strong will to experiment and confidence about taking the lead 

ÅRecognition of the pace at which the economy and technology are evolving 

and the importance of dominating the market before the competitors do. 

 

 



Å T h e  conve rgen ce  o f  i deas  rep resen ts  t h e  mos t  

f undamen ta l  g row th  oppo r tun i t y  fo r  o rgan iza t i ons  and  

wi l l  rede f i ne  i n du s t r y  b ou n dar ies  by  sh i f t i n g  t h e  focu s  

f rom in d i v idua l  p rodu c t s  t o  c ross- i n du s t r y  va lu e  

ex p er iences , b ased  on  d ig i t a l  b u s in ess  p r i n c ip les . 

Å On  th e  o th e r  h an d , t h e  conve rgence  i s  a l so  a  t h rea t  

s i n ce  o th e r  comp an ies  can  ab so rb  t h e  o rgan i za t i on ' s  

co re  b u s iness  t o  f u l f i l l  t h e i r  own  i n du s t r y  conve rgence  

ob jec t i ves . 

Å T h e  su ccess  o f  c ross- i n du s t r y  va lu e  ex p er ien ces  

dep en ds  on  a  t h o rou gh  ecosys tem s t ra teg y, se lec t ing  the  

r i gh t  p a r t n e rs  w i t h in  i t  an d  execu t i ng  an  i n du s t r y  

ex p ans ion  s t ra teg y. 

CONCLUDING REMARKS 


