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Transform or get left behind

Business disruption is a reality today and comes in many forms
and sizes. The well-known Darwinian quote, “it is not the
strongest species that survive, nor the most intelligent, but the
ones most responsive to change’, seems to ring true to ASEAN
businesses and reinforces the critical need for transformation in
a fast changing business landscape. Sundara Raj, chief
executive officer, PwC's South East Asian Consulting Services,

Ripe for transformation

Technological disruptions,
changing demographics of con-
sumers and growing affluence in the
ASEAN region are amongst the key
factors driving the need for transfor-
mation. As a growing business in
ASEAN, you cannot rest on your
laurels and say, “Let’s wait for a
while.” Because information flows
so quickly via multiple channels,
consumers in the region now don’t
have to wait for new trends from
other markets to physically arrive on
their shores before reacting.

Another driver for business
transformation in ASEAN is
premised on the fact that the ‘expe-
riences’ of consumers are not always
dictated by the specific industry that
they interact with — they are often
even agnostic to industry. So if as a
consumer, you have a good experi-
ence dealing with a telco’s call cen-
tre, you expect a similar favourable
experience with a bank’s customer
service centre. The ‘experience’ also
becomes universal, with no bound-
aries across geography. This adds
another impetus for urgent change in
the way businesses interact with
their customers and in turn drives the
need to transform ways of working

outlines the way forward.

within these organisations.

The urgency for ASEAN busi-
nesses to transform is further driven
by factors such as rising urbanisation
and the increasing trend toward smart
cities, growing expectations for crit-
ical services like accessible health-
care and education, and the
ubiquitous adoption of smart con-
nected devices.

However, the most influential
driver for business transformation
today is digital disruption, which pro-
vides a dynamic environment where
consumer interaction across plat-
forms, services and products be-
comes seamless and instantaneous.
The changing face of e-commerce,
the advent of intelligent automation,
and analytics as well as major strides
in payments via blockchain technol-
ogy are also key factors influencing
companies to transform to be rele-
vant to a fast-changing business
environment and consumer base.

Embracing disruption to stay rele-
vant

The dynamic ASEAN landscape
provides our clients with various op-
portunities to differentiate them-
selves. While PwC’s clients are at
different stages of maturity across the

region, they are all looking for ways
to drive faster growth, greater pro-
ductivity and stay relevant to their
changing consumer base.

For example, progressive finan-
cial institutions across ASEAN have
similar end goals today — they want
to have a strong digital presence with
the common objective of capturing
new segments of customers and
revenue streams.

However, the means to achieving
these desired goals may be totally
different. For example, these institu-
tions may need to take very different
routes towards achieving a similar
outcome, depending on the maturity
of their infrastructure, people, and
processes.

PwC uses a ‘BXT’ methodology to
assess and drive digital transformation
across three critical and interrelated di-
mensions: B — business strategy; X —
user experience; and T — emerging
technology. At the heart of the BXT
methodology is the fact that effective
digital transformation does not happen
in silos. Through these three lenses,
PwC helps our clients to view
their digital transformation challenges
holistically.

The BXT philosophy is also scala-
ble for growing businesses and small-

and medium-sized enterprises (SMEs).
For example, an SME can leverage its
customer-centric business strategy to
create amazing user experiences for its
customers with the right emerging
technology at lower cost today, thus
hugely differentiating itself from the
rest of the pack.

Workforce fit for the future

Given the current landscape,
where adoption of new technologies
and automation of operations are in-
creasingly becoming the new norm,
there is a critical need to also trans-
form the workforce. The findings of
PwC’s 2017 APEC CEO Survey
show that business leaders clearly
recognise this need.

Many of the business leaders sur-
veyed feel that they must take the
lead on worker training and up-
skilling, stating that greater invest-
ment in continuous learning above all
else will help accelerate digital work-
force readiness. Continuous learning
covers various aspects, from in-
house training and apprenticeships to
expanding policies that provide ben-
efits or incentives for people to
upgrade their skills.

Companies in ASEAN will need to
adapt to change and identify the fun-
damental skills that will sustain them
into the future. Some jobs of the future
may not yet exist today and con-
versely, many jobs of today may not
exist in their current form in the near
future. For example, according to
PwC’s 20th Global CEO Survey, most
of the skills that will continue to be rel-
evant are the ones that can’t be fully
performed by machines; they involve
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strategic thinking, adaptability, and
certain types of problem solving, lead-
ership, creativity, innovation, and emo-
tional intelligence. However, one must
admit that the daily advancements in
artificial intelligence will continue to
blur the lines between what is machine
and what is human.

Additionally, the age of advanced
predictive analytics is here today and
businesses also need to look at ways
to use data innovatively to better un-
derstand customer preferences and
become proactive to changes in con-
sumer trends. ASEAN companies
should therefore accelerate the
process of enabling their workforce
to harness the benefits of data for
greater business productivity and
differentiation.

A clear purpose to drive
transformation

So the dilemma is always where
to begin? At the outset, businesses
should ask the following salient
questions prior to any transforma-
tion: how does it view and conduct
itself in the market and what is its
purpose amidst an increasingly com-
plex and disruptive business land-
scape. The answers to these
questions will determine the desired
end states and pave the way for a
clearer transformation roadmap that
will increase the relevance and sus-
tainability of the business into the
near future. With strong and commit-
ted leadership at its helm to drive
transformation, we feel that busi-
nesses of all sizes and scale in
ASEAN are definitely poised for
growth amid disruption.m

Vu Thi Thu Nguyet, Marketing & Communications Manager, Tel: +84 24 3946 2246, Ext: 4690, Email: vu.thi.thu.nguyet@pwec.com



