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Innovation Realized 17
It’s amazing how much has changed, even in the last 
12 months. This is the thought that seemed to be on 
everyone’s mind as more than 250 corporate executives, 
chief innovation officers, chief digital officers, chief 
strategy officers, disruptors and thinkers representing 
more than 20 countries and 20 sectors, came together 
for Innovation Realized 2017. Technology is now 
embedded into how everyone thinks about their business. 

Yet, what we heard over the course of this two-day, 
invitation-only corporate retreat was an overwhelming 
need for the duality that integrates seemingly opposing 
forces — automation with human capacity, technology 
with human creativity, and the businesses we are in today 
with the businesses we will need to be in the future.

Taking the lead on disruptive 
innovation
In this period of rapid transition, the world can be 
an uncomfortable place, filled with uncertainty and 
confusion about how to move forward. But clarity can 
emerge from confusion as we learn to lead through 
the ambiguity and manage in an environment that 
is unknown.

Here are just some of the key takeaways from this 
year’s event:

• To not only survive, but thrive 10 years from now, 
companies will need to adopt dual strategy that 
simultaneously addresses present needs and the 
transition to the future business.

• We’ll want to consider how we go from organizations 
to permeable “organisms” that allow us to bring ideas 
from the outside in and serve as good hosts for an 
extended ecosystem.

• We should be asking ourselves how we can drive 
closer connections between supply and demand and 
create new value for customers when markets become 
superfluid. 

• We need to think about going beyond listening to 
our customers and instead observe their behavior to 
identify the patterns in anomalies that could signify 
disruptive opportunities. 

• We’ll want to drive innovation through a framework 
that is organized, structured and deliberate.

• We need business and government to work 
closely together to develop new regulatory and 
policy frameworks.

• Progress is about people as much as machines. We 
have to build the right mix of talent (new and old) and 
digital technology to help us pivot to new business 
models and respond faster in a quickly changing 
environment. 

Throughout, we’ll need to beware the dangerous 
disconnect. In leveraging disruptive innovation to drive 
radical growth, as leaders we have to get out of our 
comfort zones, connect with our people and get closer to 
what is really happening on the ground. 

Driving radical growth 
in a digital world
We’re pleased to share the key themes and takeaways 
from this unique event. We’d also like to thank those who 
participated. We encourage you to explore the actionable 
insights and provocative points of view on our EYQ hub 
as we continue to ask: What’s after what’s next?

Uschi Schreiber
EY Global Vice Chair — Markets and 
Chair of Global Accounts Committee 



Bots are providing information to customers and helping them make decisions about 
what to buy. The digitization of physical goods is better matching supply and demand. 
Blockchain solutions are establishing built-in levels of trust among market participants. 
Start-ups continue to disrupt existing industries and create altogether new markets. 

Disruptive technologies are driving more frictionless paths between buyers and sellers 
much the way superfluids flow without friction in physics. They defy gravity and take 
unexpected new shapes.

From competing on efficiency to competing on 
value creation
Companies were once configured to reduce the frictions inherent to market 
participation. The Internet made markets more fluid. The route between buyers and 
sellers became shorter and easier. When competition was no longer about reducing 
inefficiencies, it inevitably turned to value creation. Superfluid market conditions will 
supercharge this evolution. 

As disruptive technologies reduce market frictions, 
organizations can no longer compete by reducing inefficiencies. 
In an age of superfluid markets, survival will depend on finding 
and creating new value.

How do companies create 
value when markets 
become superfluid?



The path to success in the age of 
superfluid markets
So what can companies do to reposition themselves to 
create value? Here a few key steps: 

1. Build a different leadership profile. Successful 
organizations will be those that are helmed by leaders 
who can steer through ambiguity. Leaders must be 
comfortable with taking risks and rethinking proven 
business models. At the same time, they must avoid 
innovating for innovation’s sake. Innovation should 
be closely aligned to a coherent strategy. But even 
strategy is not as simple as it once was. Given the 
exponential pace of digital change, organizations 
cannot develop strategies sequentially. Superfluid 
leaders must create and implement a dual strategy for 
operating in a digital world — one that addresses the 
challenges of today while transforming the company 
based on a vision of the future.

2. Balance what’s human with what’s automated. 
Companies are investing in various intelligent 
automation solutions to meet key business objectives. 
As these technologies take root, company operating 
models will change. But the challenge is more nuanced 
than replacing humans with machines. Companies 
must consider how to integrate the work of humans 
and machines, to the benefit of both the individual 
and the organization. Optimally, artificial intelligence 
should free humans from routine work and provide a 
powerful tool that augments human creativity, insight 
and imagination. This requires an environment where 
investments in culture are as important as those in 
technology.

3. Data is the engine, trust is the lubricant. Alec 
Ross, author of the New York Times bestseller The 
Industries of the Future, suggests that harnessing the 
power of data will be what moves companies from the 
fluid to the superfluid age. But he also highlighted the 
challenge; 90% of the world’s data has been created in 
just the last two years. At the same time, according to 
IDC, the total amount of digital data created worldwide 
will explode from 4.4 zettabytes in 2013 to more than 
180 zettabytes (the equivalent of 180 billion terabytes) 
by 2025.1 More than anything else, the ability to 
get the right inputs, extract meaningful insights and 
translate outputs to action will drive tomorrow’s 
winning companies. But even as data is put to work, 
privacy concerns and trust remain major sources 
of friction for most marketplaces. From improved 
cybersecurity to blockchain solutions that verify 
transactions without a central authority, companies 
must put trust at the center of superfluid strategies.

4. Customer-centricity. As expectations of seamless 
interactions rise and traditional value chains 
become increasingly obsolete, maintaining focus on 
customers becomes a greater challenge. Who are your 
customers? And which customers do you listen to? 
Listening only to your core customers may mire you 
in stagnating business lines. That’s why it’s important 
to establish responsive customer networks that can 
quickly provide a diversity of feedback. Relentless 
focus on customers requires good data strategies 
and innovation excellence. This will help you not only 
understand who your customers are today, but who 
they might be tomorrow. 

5. Build your ecosystem, find the right partners. 
In a superfluid market era, no company can go it alone. 
Bringing the outside in has become the minimum 
requirement for businesses to compete. Determining 
what is core and non-core to your business is an 
imperative. From an innovation perspective, large 
incumbents need exposure to speedy thinking. 
Corporate venturing and agile, low-risk pilots with 
start-ups in your ecosystem are ways to accomplish this. 

6. Learn from the industries that went first. Industries 
are moving into the superfluid era at different rates. 
Those markets whose products were easily digitized 
became superfluid first. Now that the Internet of 
Things (IoT) is allowing physical goods to assume digital 
identities and become connected to the internet, new 
industries will be able to take advantage of superfluid 
market opportunities. Players in these sectors can 
learn from the early birds who have pioneered new 
ways for buyers and sellers to connect through private 
and open marketplaces, real-time bidding and auctions 
and exchanges.

1 Kanellos, Michael, “152,000 Smart Devices Every Minute In 2025: IDC Outlines The Future of Smart Things,” 
Forbes.com, 3 March 2016.



“ We’re a consumer products company. 
Retailers are our customers. Consumers are 
our end users. We struggle with how to deliver 
value to both.” 

Participant, EY Innovation Realized 17

“ Your strategy must be aligned to the path 
of least friction. If not, you have a flawed 
strategy. And that’s where start-ups can 
help. They have laser focus on customers 
and many big companies have lost this.” 

Participant, EY Innovation Realized 17



Action agenda

Now Next

• Determine the status of superfluidity in 
your markets and learn from the industries 
that have already transitioned.

• Have the courage to make changes, even if 
the information you have is incomplete.

• Devise a dual strategy — one that 
encompasses the digital imperatives of 
today and the opportunities embedded 
in tomorrow.

• Put data at the heart of your strategy with 
the goal of understanding your customers 
both today and tomorrow.

• Bring the outside in — run agile, small 
innovation pilots in collaboration 
with partners and customers in your 
ecosystem.

• Balance investments in technology with 
investments in people; the skills, training 
and culture that prioritize human insight 
and innovation.

• Plan to shift from controlling your value 
chain to acting as a customer-centric 
ecosystem orchestrator.

Maturing technologies, like artificial intelligence, robotics, IoT and blockchain, are ushering in an era of superfluid 
markets. However, companies need to be aware of the potential challenges, the primary source of which is human. 
These include political discontent, nativist economy policy, regulatory constraints and backlash to technology, all of 
which could impede the reduction in market frictions. Still the genie is out of the bottle. Companies should prepare for 
a superfluid future.



How can responsive organizations drive inclusive growth?
Artificial intelligence (AI), automation, Internet of Things (IoT) and blockchain — these 
are some of the disruptive technologies that are changing the world as we know it. 
They are reducing the friction and inefficiencies in markets. They are fostering new 
innovations that help people live longer, better lives. They are helping under-served 
parts of the world gain access to microfinancing. And they are allowing companies to 
develop new products and services that delight their customers. 

But for all of the opportunities these new technologies offer, there are also 
consequences. In the race to innovate, automate and streamline their operations, 
organizations need to be mindful of the human implications. For organizations — 
and people — it is no longer business as usual.

Automation may create fewer jobs than those being lost
Automation has already challenged the traditional roles filled by customer service 
representatives, factory workers and data entry clerks. Now jobs long considered 
immune from displacement by globalization and technology, including journalists, 
lawyers, stock traders and radiologists, are being disrupted. As a 2016 article in 
The Economist suggests, “what determines vulnerability to automation is not so much 
whether the work concerned is manual or white-collar but whether or not it is routine.”1 

According to a widely-quoted 2013 study about the probability of computerization for 
more than 700 occupations, 47% of workers in the US had jobs that were at high risk of 
being automated over a ten to twenty year time period.2 

We hear a lot about the tremendous demand for STEM (science, technology, 
engineering and mathematics) jobs. But how quickly will the rapid advance of AI 
change that? Chris Devaney, Chief Operating Officer of DataRobot may give us a clue. 
He told ZDNet in a recent article that while it could take weeks or months for a data 
scientist to look at a set of data, prepare the data and then come up with an algorithm 
to make predictions, AI can do it in a matter of minutes.3 However, this requires defining 
the task itself, and sometimes this is nontrivial. New technologies create immense opportunities — and 

consequences. When innovating and automating we need to be 
mindful of the human impact.

How can responsive 
organizations drive 
inclusive growth?

1  “Automation and anxiety,” The Economist, www.economist.com, 25 June 2016.
2 Ibid.
3  Bindi, Tas, “Automated machine learning company DataRobot raises $54m,” ZDNet, 
www.zdnet.com, 24 March 2017.



Of course, as jobs of the past recede, new jobs 
will emerge. AI and other digital technologies may 
replace routine work, but it will empower designers and 
innovators and those willing to create disruption and 
their own opportunity. 

However, those new roles are yet to be fully defined or 
realized. “We will see significant job displacement as 
well as job creation,” said Neil Jacobstein, Chair, Artificial 
Intelligence and Robotics Track, Singularity University, 
and a panelist at EY’s recent Innovation Realized 17 
retreat. “What matters is the ratio of jobs created to 
jobs lost. It’s important to be realistic and proactive 
about this. For instance, we can provide free education 
and job retraining, and consider a universal basic income.” 

Governments are challenged to 
address escalating citizen needs 
Governments are considering how to respond to the 
potential social consequences of automation. As 
Jeff Wong, EY Global Chief Innovation Officer, pointed 
out at Innovation Realized 17, regulators are seeking to 
understand and embrace change and to figure out how 
to reinvent themselves in the face of digital disruption. 

Indeed, regulators have been challenged to respond by 
numerous developments in recent years. Gig economy 
platforms, such as Uber and Airbnb, have tested existing 
regulations in areas ranging from hotel safety to taxicab 
licensing to overtime pay. The disruptions now looming 
on the horizon — blockchain contracts, driverless cars, 
medical algorithms and more — will strain regulatory 
paradigms further. 

Jacobstein argues that regulation should only be one of 
many tools in the government’s toolbox. Governments 
will also need to consider policy changes, such as a 
universal basic income — something already being 
piloted in some countries around the world, including 
Kenya, Finland, Utrecht, the Netherlands, Oakland 
California, and Ontario, Canada are experimenting with 
some form of basic universal income — as well as free 
education and job retraining for displaced workers. 
Jacobstein also argues that increased taxation and some 
redistribution of the vast increase in wealth generated by 
automation will help improve the quality of people’s lives.

Organizations need to make the 
shift from “automation or human” to 
“automation and human”
Regulation and policymaking, of course, are two pieces of 
the puzzle — maintaining a level playing field and protecting 
the quality of lives of displaced workers. However, they 
cannot go it alone. Increasingly, voices in the business 
community will have to rise up and ask: “How can I, as a 
responsible organization, drive inclusive growth?”

One option will involve working closely with 
governments and regulators. As Vanessa Colella, 
Head of Citi Ventures and Chief Innovation Officer at Citi, 
points out, “the opportunity for business in working with 
control functions is not going from ‘no’ to ‘yes,’ but rather 
getting from ‘no’ to ‘how.’” In other words, this isn’t 
about viewing control functions as opponents from whom 
companies want only one thing (an approval), but rather 
as partners with whom to build a more sustainable and 
relevant approach and mindset. 

Within their own organizations, leaders will want to 
consider changes to internal policies, such as the 
length of the average work week or the number of 
days in a work week. Further, organizations need to 
create a culture shift from “automation or human” 
to “automation and human.” The evolution of digital 
technology should not always be about replacing 
humans, but about potential partnerships in which 
humans and automation work collaboratively toward 
a common goal. As Dr. Jeff Welser, Vice President and 
Lab Director at IBM Research — Almaden suggests, 
“fears of job losses have to be seen in context. People 
should think about AI augmenting the human ability, 
not about AI replacing jobs.” 

Welser suggests that companies would also do well to 
remember that humans have one thing that technology 
never will: an enormous capacity for imagination. The 
next wave of evolution won’t be about processes or 
technology, but about human design, and the imagination 
and creativity that produces the “next big thing.”



“ Fears of job losses have to be seen in 
context. People should think about AI 
augmenting the human ability to work, not 
about AI replacing jobs.” 

Dr. Jeff Welser, Vice President and Lab Director, 
IBM Research — Almaden

“ You have to start framing the questions less 
about what tactics I use and much more 
around, what is the human value that I’m 
creating with my business/Does it matter? 
If it doesn’t matter, then do something else.” 

Tim Kobe, Founder and CEO, Eight Inc.



Action agenda

Now Next

• Understand the likely impact of 
automation in your sector.

• Engage with regulators to build a 
constructive approach to the challenges 
and opportunities inherent in disruption.

• Make the shift from automation or human 
to automation and human.

• Consider human-centered design that 
exploits the creativity and imagination of 
your people.

• Work with governments to play a more 
active role in education and job retraining.

• Take responsibility for creating a narrative 
about how automation can change 
people’s lives for the better. 

Commit to human-centered growth
The backlash from people who have been left behind by technology is growing. The key for organizations will be to 
drive their businesses forward with a purpose beyond profit, where they can contribute something of differential value 
to both customers and society. “You have to start framing the questions less about what tactics I use and much more 
around what is the human value that I’m creating with my business,” says Tim Kobe, Founder and CEO, Eight Inc. 
“Does it matter? If it doesn’t matter, then do something else.” 



“ AI can eliminate the meaningless 
tasks or the tasks that can be 
automated and really have the 
team focus on new things”

“ The challenge is not a technology 
one. More often it’s a cultural one”

“ I loved how actionable it was with 
a constant focus on takeaways”

“�The�operational�efficiencies�
that blockchain creates pose 
greater potential for disruption 
than bitcoin”

“ This is not normal for a typical 
corporate space or learning 
environment. What’s powerful 
about that is, we ask different 
questions when we’re in strikingly 
different places”



“ Amazed at the venue, creativity 
and quality of conversation”

“ Machines can do linear thought 
very well, better than people. But 
it’s�very�difficult�for�machines�to�
have imagination”

“ Technology is impacting every company 
in every industry, and it’s rewriting the 
value chain”

See you at 
Innovation Realized 18 
in Amsterdam! 



Change can be terrifying. And for the most part humans are ill-equipped to deal with it. 
But the days of maintaining the status quo are over. Now more than ever before, leaders 
and the organizations they lead must be prepared to navigate uncertainty and embrace 
experimentation to thrive in an environment of intense, change-driven ambiguity.

This ambiguity, in part, is a result of the advent of superfluid markets and the global 
flow of innovation enabled by digital technologies. These trends challenge traditionally 
structured innovation practices. In superfluid markets, the democratization of data 
and decision-making capabilities empowers customers and erodes the control of 
incumbents who act as digital intermediaries. The confluence of IoT, artificial intelligence 
and blockchain will directly connect everything to everyone. Machines will transact 
autonomously with other machines, as well as directly with people, to request services, 
trigger inventory replenishment or bid for goods.

Superfluid markets also erode fundamental company structures by allowing core 
functions to be outsourced efficiently.

As markets become superfluid, and the evolution of digital technologies continues to 
accelerate, companies need to be disruption-ready.

Think organism rather than organization
What does this mean? Tim Kobe, founder and CEO of Eight Inc., argues that it’s time to 
think of the company as an organism rather than an organization. Like an organism, 
companies must have a number of receptors to sense their market environment. 

Vanessa Colella, Head of Citi Ventures and Chief Innovation Officer at Citi, extends 
the metaphor by saying that a company should actually be viewed as multiple 
organisms. Just as humans rely on the billions of bacteria in each of us to create our 
unique functioning physiological ecosystem, companies must be permeable to outside 
innovations and innovators. As traditional institutional structures evolve, “the question 
is how you become a good host organism to innovation,” she notes.

Focus on human capabilities 
For the past 10 to 15 years, large organizations have focused on customer-centricity. 
However, many still find it challenging. Start-ups that are disrupting incumbents, on the 
other hand, seem to have it mastered. 

Organizations spend so much time and energy on the tools or the content of change 
(e.g., AI or blockchain) that they sometimes lose sight of what’s actually important. 

What are the ingredients of 
disruptive innovation?

As markets become superfluid and the evolution of digital 
technologies continues to accelerate, what can organizations 
do to become disruption ready?



To effect the change that will allow them to thrive in 
uncertainty, they need to focus more on shifting mindsets 
and leadership principles to cultivate human capabilities. 

After all, what’s disruptive is not just technology; 
it’s having the imagination and creativity to connect 
the seemingly unconnected. Key to making these 
connections is fostering “productive collisions,” 
interactive cross-functional conversations at scale within 
the company.

As automation and ecosystem partners increasingly 
supply the “exploiting” functions (manufacturing, 
operations, sales, etc.) in superfluid markets, the value 
of work that focuses on “exploring” (ideation, creation, 
innovation) will grow.

The focus on the human also extends to the customer. 
This entails employing design thinking at the front end 
to identify customer needs and not jump too quickly 
to solutions. “You have to start the process with an 
understanding of the human outcomes you want,” 
observes Kobe.

Develop a new talent and 
leadership model
Where knowing more used to be a differentiator in 
career progression, today it is about how effectively you 
can collaborate and connect knowledge internally and 
externally to create value for the organization.

Middle management is a potentially rich source of 
ingenuity that remains untapped. People tend to emulate 
the qualities that got their leaders promoted and middle 
managers are no exception. However, the middle 
management qualities that were typically valued in the 
past—execution, incrementalism, risk management— are 
inadequate for the demands of the future. To unlock 

their innovative potential, middle managers need 
leadership that models risk-taking and rewards disruptive 
innovation initiatives. 

You also have to have the right talent mix — both people 
who can operate the core business now and those who 
can ultimately disrupt it. 

Move from “no” to “how”
Becoming disruption-ready also means working closely 
with regulators, as well as internal compliance functions, 
such as legal, risk and internal audit. It is important to 
engage these stakeholders to understand their needs and 
help them tap into the knowledge and diversity of thinking 
required to address new opportunities. Companies need 
to help them move from the more conditioned position of 
saying “no” to saying “how,” says Colella.

Act now and prepare for the future
Fear can either be a motivator, or it can be paralyzing. 
The key is to embrace it, says Kobe. Jeff Wong, EY Global 
Chief Innovation Officer, adds that “companies need to 
shift from reacting to creating.” They also need to have 
an iterative mindset. Things are moving so fast that what 
we think is different today may not be what we think six 
weeks from now. Wong advocates by staying focused on 
customer problems, companies will be able to find the 
answers they need.

Create open workspaces. Foster imagination. Make 
space for productive collisions. Put business thinkers 
and creative thinkers together to have productive 
conversations that move things forward. And continue 
to think about the human outcomes that we frame 
everything against. These are some of the actions 
leaders can take to make their organizations ready for 
the disruptions ahead.



“ You have to start a process that understands 
the human outcomes you want.”  

Tim Kobe, Founder and CEO, Eight Inc.

“ Companies need to shift from reacting 
to creating.”  

Jeff Wong, EY Global Chief Innovation Officer

“ The organization is like the body that is 
host to billions of bacteria that interact with 
physiological systems and make you what you 
are. From an innovation perspective, what’s 
the permeability to the outside? How do you 
become a good host organism?” 

Vanessa Colella, Head of Citi Ventures and 
Chief Innovation Officer, Citi



Action agenda

Now Next

• Deploy multiple receptors to the outside; 
increase your permeability to innovation.

• Invest in changing mindsets and leadership 
models to unlock innovative behaviors.

• Secure the talent to operate the current 
business and disrupt it at the same time.

• Embed design thinking into innovation 
processes.

• Foster productive collisions across 
the company.

• Understand how your company can 
integrate with its innovation ecosystem 
more organically. How can it be a 
good host organism to innovation and 
innovators?

• Develop a view on how your value creation 
will shift from “exploiting” functions to 
“exploring” functions. 

• Focus on developing disruptive human 
imagination and creativity.

• Align your institutional investor base to 
your innovation ambitions. 



As disruptive technologies strip away the frictions and efficiencies and markets become 
superfluid, organizations struggle to address both the impact and implications. Leaders 
are boldly driving new changes within and outside their organizations. However, they 
are doing so without knowing what the future holds or whether they are on course.

Traditional organizations have mostly built their strategies for a world that was more 
stable. It’s time now to reimagine these strategies for an environment that is being 
driven by disruptive technology and geopolitical change. As Tim Kobe, Founder and 
CEO of Eight Inc. suggests, sometimes we have to “break the existing system to build 
a new future.” 

Due to the unprecedented pace and magnitude of change, organizations need to 
shift their thinking from having a single strategy to thinking about a dual strategy; 
one that will focus on transforming the organization based on today’s technological 
advancements and preparing it for a digital era; another that positions the organization 
so that it is fit for the continuous rapid change and the challenges of tomorrow.

How can a dual strategy approach work for you? Here are some thoughts.

In an age of change-driven ambiguity, organizations need to 
consider a dual strategy approach — one for today and another 
to prepare for the challenges of tomorrow.

How will disruptive 
innovation fuel radical 
growth in a global, 
digital world?



Create value in a superfluid market
Now Next

• Determine the status of superfluidity in 
your markets and learn from the industries 
that have already transitioned.

• Have the courage to make changes, even if 
the information you have is incomplete.

• Devise a dual strategy — one that 
encompasses the digital imperatives of 
today and the opportunities embedded 
in tomorrow. 

• Put data at the heart of your strategy with 
the goal of understanding your customers 
both today and tomorrow.

• Bring the outside in — run agile, small 
innovation pilots in collaboration 
with partners and customers in your 
ecosystem.

• Balance investments in technology with 
investments in people; the skills, training 
and culture that prioritize human insight 
and innovation.

• Plan to shift from controlling your value 
chain to acting as a customer-centric 
ecosystem orchestrator.

Drive inclusive growth
Now Next

• Understand the likely impact of 
automation in your sector. 

• Engage with regulators to build a 
constructive approach to the challenges 
and opportunities inherent in disruption.

• Make the shift from automation or human 
to automation and human.

• Consider human-centered design that 
exploits the creativity and imagination of 
your people.

• Work with governments to play a more 
active role in education and job retraining.

• Take responsibility for creating a narrative 
about how automation can change 
people’s lives for the better. 



Find the right ingredients for disruptive innovation
Now Next

• Deploy multiple receptors to the outside; 
increase your permeability to innovation.

• Invest in changing mindsets and leadership 
models to unlock innovative behaviors.

• Secure the talent to operate the current 
business and disrupt it at the same time.

• Embed design thinking into innovation 
processes.

• Foster productive collisions across 
the company.

• Understand how your company can 
integrate with its innovation ecosystem 
more organically. How can it be a 
good host organism to innovation and 
innovators?

• Develop a view on how your value creation 
will shift from “exploiting” functions to 
“exploring” functions. 

• Focus on developing disruptive human 
imagination and creativity. 



Ultimately, planning for disruption offers unique challenges for every 
organization. By equipping people to think differently about the 
challenges and opportunities, both now and in the future, organizations 
can position themselves to adapt and excel in an environment of 
constant change. 



What’s after what’s next?



You can find an 
extended, digital 
version of this 
magazine and more 
in-depth insight on 
topics affecting the 
future of business on 
the EYQ hub.
Learn more at 
ey.com/EYQ
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