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About EdgeVerve

EdgeVerve Systems Limited, a wholly owned subsidiary of Infosys, is a
global leader in Al and Automation, assisting clients thrive in their
digital transformation journey. Our mission is to create a world where
our technology augments human intelligence and creates possibilities
for enterprises to thrive. Our comprehensive product portfolio across
Al (Infosys Nia), Automation (AssistEdge) and Al enabled Business
Applications (TradeEdge, FinXEdge, ProcureEdge) helps businesses
develop deeper connections with stakeholders, power continuous
innovation and accelerate growth in the digital world. Today
EdgeVerve’s products are used by global corporations across financial
services, insurance, retail, consumer & packaged goods, life sciences,
manufacturing telecom and utilities.

Visit us to know how enterprises across the world are thriving with the
help of our technology. https://www.edgeverve.com/
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The 2X Enterprise

Volume 6, May 2021
Wishful thinking, you say? Not a pie in the sky anymore!

Al & Automation — seemingly the greatest technologies ever
— are the essence of today's digital enterprise. What was
inconceivable only a few years back is now possible twofold!
As the digital revolution takes shape, Al & Automation are
bound to become indispensable, accelerating innovation,
scale, and growth in endless ways, thus shaping The 2x
Enterprise down the road.

In this edition, we will look at practical application of Al and
Automation in enterprises and how they are transforming
businesses in unpredictable ways, enabling them to thrive in
the disruption.

The Edge Quarterly was conceived to share practical
leadership ideas and best practices with enterprise leaders.
We hope that you will like the articles and share ideas,
thoughts, and comments. You can also view the online
version of the magazine for access to other cutting-edge
white papers in addition to blogs on Al and Automation at
edgeverve.com/the-edge-quarterly. To feature your
enterprise story or transformation journey in our next edition,
please write to us at contact@edgeverve.com

The Editorial Team
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Driving Paradiﬂm Shiftin
Financial Services %

Women at the Helm

Deepa Surendran

Finance Controller, Societe Generale
Global Solution Centre

Summary

Evolution means change, and today, the Financial Services sector can deliver unexplored possibilities
by deploying automation and Al capabilities unheard of in the past decade. And women leaders are
indisputably driving that change.

Introduction — Automation and Al technologies transforming the
BFSI industry beyond years

Twenty years ago, there was much hype surrounding the BFSI industry; it was one of
the hottest industries to pursue. It's now 2021. Has the industry hit a roadblock? The
truth is in order to remain relevant, organizations need to challenge traditional ways of
functioning, going above and beyond what’s expected.

Today, emerging technologies like Al and Automation are fully harnessed by
organizations across all industries to succeed in the new age of digital. The Financial
Services sector is one such industry where technology implementation into specialized
banking areas is not a novel phenomenon. But, are financial institutions adopting new
technologies to meet the evolving landscape? Does it see Al & Automation as a threat
or an opportunity?

“Robotic Process Automation in BFSI Market Size, Share
Valuation to Reach USD 3,457.8 million By 2026.”

The BFSI industry needs to evolve into being technologically savvy to maintain a
competitive advantage, avoiding the fear of becoming defunct. One of the fastest-
growing industries globally, the BFSI market is undergoing a paradigm shift in
customer expectations, competition from fintechs, and the launch of new, digital tech
innovations. The coming century will see banking companies play the role of
technology platform providers to their customers, and it is inevitable if they have to
stay relevant.

In India, where most banking captives or GCCs are housed we have witnessed a move
up the value chain in the last two decades. This move up the value chain has been
triggered to a significant degree by technology playing the role of a catalyst.
Automations, deploying Al for processes have increased, rendering process-driven
activities obsolete.

The Finance function is overwhelmed with mundane activities during the month-end or
quarter-end, despite having ERP and other technologies. Moreover, interfaces require
manual interventions and are characterized by complex systems, and the lack of a
seamless financial tool can cost the organization big. This is particularly so in
organizations that have had inorganic growth. Multiple systems that come with
acquisitions take time to decommission, leading to manual interventions resulting in
loss of productivity and increasing errors. Implementing technologies like RPA and Al
can help simplify or transform these interventions across the banking value chain.

Apart from automation, GCCs also have to look at their delivery model. Third-party
providers are going strong post the pandemic as they deliver value for money. In such
a scenario, GCCs have to stay relevant and benchmark themselves to these players.
The right mix of outsourcing and insourcing can help meet the cost targets that their
group has set for themselves.

“McKinsey sees a second wave of automation and Al
emerging in the next few years, in which machines will do up
to 10 to 25 percent of work across bank functions, increasing
capacity and freeing employees to focus on higher-value
tasks and projects.”

) I

Here are a few use cases where automation plays a key role in
digital transformation in the BFSI Industry

> Customer Service
Automation helps provides a hassle-free customer experience as they are available
24x7 by supporting digital self-service. The bots automate routine work, freeing up
staff to focus on building customer relationships. From driving personalized
engagement to drastically reducing errors, automation is the way forward to
enhance customer satisfaction.

> Financial Planning & Reporting
RPA bots can be leveraged to update budget forecasts, run validation checks based
on historical data, leading to error-free reports and accurate financial planning.

> Debt collection
Automation can be deployed to eliminate manual collection operations, thus
streamlining the process and improving debt recovery time and efficiency.

> Reconciliation
Automation of time-consuming financial reconciliation processes helps eliminate
errors and the risk of fraud. Automating general ledger banking & month-end
reconciliation is a breeze, allowing the team to focus on more value-added tasks.

Due to the data-driven nature of the banking and financial sector, RPA undoubtedly
helps them to capitalize and gain from growth opportunities, thus providing a
competitive edge that’s responsible for the overall market growth.""

With digitization growing leaps and bounds, employees are embracing change,
deploying workplace automation than ever before. The desire to contribute to more
value-added work is higher, transforming the way some sectors like BFSI operate.
What do banks and financial institutions require to transition to the new world of work?
With high automation potential in the banking sector, can the new, evolved workforce
become the “agents of change”?

Leading and shaping the future workplace

The workforce has evolved substantially; with the millennials entering the workforce,
they are questioning obsolete ways of working, and women are leading the way.

For instance, an employee from my team resumed work after her maternity break. She
wanted to adapt to the new world of work to bring about enterprise-wide
transformation. She identified repetitive tasks that could be automated using bots and
wished to focus on more value-added and complex responsibilities.

This is an example of how automation can augment and amplify human capabilities in
the workplace. Undoubtedly, organizations have no choice but to adopt cutting-edge
technology; the new generation is asking for it; they know where to use their grey
matter and what can be left to the machines. With automation and Al technologies, this
is not a pie-in-the-sky goal anymore!

“Fifty percent of women say that feeling like the work they do
makes the world a better place is the most important factor
when deciding their future careers.” 'V

It’s time we challenge the perception that there is a dearth of women pursuing tech.
It’s time women participate in technological disruption in some of the most
competitive industries by shattering the glass ceiling. In a world constantly shaken by
new technologies, the very root of suffering is the inability to accept change and create
promising avenues.

Women leaders indisputably spearheading change in these
unprecedented times

We need more women leaders to revolutionize the way we work and think, laying the
foundation for a new digital world. For instance, amid COVID-19, BFSI companies had
to make a complete shift to the new concept of working from home, especially on such
a large scale.V

In my conversation with one of the leading women's network vendor, they pointed out
that post-pandemic and switch to WFH, they have seen a significant rise in women
interested in joining the workforce. Flexibility is here to stay, and it allows every
organization to tap into the talent that otherwise would have been wasted. The leap
that technology took in the last 12 months to facilitate the new ways of working is
unprecedented, and the momentum is here to stay.

With the pandemic transforming the way we work, live, and think, women leaders in
tech are capitalizing every bit on the opportunity to determine the best path forward
by adopting innovation at scale.

“The pandemic can be an opportunity for change and catalyst for growth for women in
fintech, as indicated in Deloitte's research.”V! As remote working is the de facto norm,
women are making the best use of automation technologies to free up their staff to
focus on higher-value tasks, in the process, ushering in transformative change.

“According to an analysis, women outscored men on most
leadership competencies, from taking initiatives and inspiring
and motivating others to building relationships.” V!

Conclusion

Achieving gender diversity in technology areas will not only activate a flexible
workforce but also help organizations, especially the BFSI sector, navigate these
uncertain times. As mentioned in the example, overcoming resistance to change will
ultimately transform the way a process functions. Faster technology adoption is the
need of the hour; the question is, “How many things can we automate?”

Today, women leaders are questioning stereotypes, rising above the unconscious bias,
and are being the catalysts of driving change in organizations. They are thinking of
ways to eliminate mundane jobs such as updating excel sheets and collating data;
instead, focusing their time on identifying opportunities for automation that will enable
organizations to create digital experiences.

How can we make life much easier for our team and customers? How can we focus on
tasks that provide intellectual stimulation? These are some of the pressing questions
that we need to address, besides tackling the elephant in the room: How can we make
the BFSI industry more inclusive and adaptive to change?

Disclaimer Any opinions, findings, and conclusions or recommendations expressed in this material are those of the author(s)
and do not necessarily reflect the views of the respective institutions or funding agencies
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Transforming
Entertainment

Management

Shweta Jain

APAC Head of Business
Development, M&E, at Amazon
Web Services (AWS)

Summary

The media and entertainment (M&E) industry has been growing at a staggering pace,
with the global pandemic having further accelerated the digital transformation that
was already underway. The pandemic has also created pressure on content creators as
well as content distributors, due to spikes in demand from increased consumption,
delays in fresh content supply, and a significant reduction in advertising spend as
businesses look to cut costs.

M&E companies around the world are taking on the challenges with technological
innovation, accepting that rapidly evolving consumer behavior, competition from
players across levels of scale, and the need to deliver exceptional experiences
consistently, are all crucial factors for success in this highly competitive industry.
Furthermore, trends such as device-agnostic consumption coupled with the need to
deliver high-quality content at scale require a robust backend infrastructure capable of
managing such demands.

N

Navigating the Maze

According to PwC's Global Entertainment & Media Outlook 2020—2024i, the global
revenue from over-the-top (OTT) video is projected to grow at an annual rate of about
15% through 2024. The markets for many other media segments— including virtual
reality (VR), video games, internet and out-of-home (OOH) advertising, music, radio,
and podcasts, and digital books—are also all expected to grow. The report mentions
that global revenue from traditional TV, cinema, and print publications is expected to
further decline in the coming years. It also highlights how in only a few short months,
COVID-19 accelerated ongoing changes in consumers’ behavior, pulling forward a
series of digital disruptions that would have occurred in future years.

As the M&E players strive to capitalize on the new growth opportunities with
technology-driven and innovation-led media products, there are still challenges that
they must face.

The Need for Innovative and Responsive Business Models

In an environment where consumer behavior keeps shifting, it is key that enterprises
continuously offer new and more refined customer experiences. Businesses can no
longer rely solely on traditional broadcast business models, making it essential for M&E
businesses to continually innovate and have a diverse product portfolio. The focus on
consumer experience means that enterprises need to build brand new growth
strategies for a direct-to-consumer dynamic. M&E brands need to focus on reinventing
themselves with sustained efforts to innovate, while finding ways to bring products to
market faster.

Democratization of enterprise technology means that competition is fiercer than ever
before. Competition has come from disparate sectors, disruptive digital-native start-
ups, and even established media companies that have reinvented themselves to focus
on digital. Enterprises cannot be complacent and need to transform digitally - or risk
becoming obsolete.

In Intelligence We Trust

With so much to do, where do M&E businesses begin to reinvent themselves? A
Deloitte!"" perspective paper on the 2021 outlook for the telecommunications, media,
and entertainment industry in the US outlines the following strategic opportunities for

business leaders in these sectors to future-proof their growth plans:

> Renewing the focus on customers’ needs by taking a more nuanced approach to
customer engagement.

> Converging and remixing entertainment experiences through new service offerings
and entertainment bundles—and adopting new strategies that can enable business

agility.

> Repositioning to monetize advanced wireless networks through new products,
services, and business models.

These insights hold true in Asia Pacific, and technology leaders must align their
transformation strategies with these priorities and develop roadmaps to drive business
value.

Cloud technology addresses the challenges M&E businesses face on two levels -
allowing seamless content delivery and management at scale, and hyper-
personalization at the individual user level, both of which are crucial to success.

Furthermore, integrating cloud-based machine learning and Al services can help M&E
businesses streamline and automate processes, including advertisement insertion,
transcription, conversion between video formats, and more. In our e-book, “Engage
Your Audience with Machine Learning Powered Experiences,” we discuss the )
transformative effects of machine learning on the media and entertainment industry',
focusing on how Al and ML interventions can make M&E businesses more efficient,
more responsive, and ready to tackle a digital environment. The following section
explains those ideas and provides a context for IT leaders to chart their intelligence-led
transformation pathway.

Prioritizing the Customer

Cloud-based ML services can help businesses delight customers by creating unique
experiences for them to enjoy through personalized recommendations and intuitive
searches, ensuring customers spend more time on the platform, engaging with the

select pool of content curated just for them.

For example, NASCAR uses AWS ML-powered tools like Amazon SageMaker, Amazon
Rekognition, and Amazon Transcribe to power content indexing. Viewers benefit from
shorter search times, and can spend more time enjoying content on the platform.

Likewise, TVNZ, New Zealand’s state-owned, commercially funded broadcaster, uses
Amazon Personalize to quickly generate and evaluate show recommendations, which
drove significant improvements to key viewer engagement metrics on their online on-
demand TVNZ OnDemand platform.

Moderation, Compliance, and Control

With a global audience, companies must often manage legal, regulatory, and
compliance requirements, which can be a mammoth task requiring huge investments
in human and IT resources. With ML, businesses can moderate various forms of
content, including user-generated content at scale, to make detecting and censure
simpler. Information security, recognition-driven applications such as blurring out
faces to preserve privacy, and compliance with local legal requirements are just a few
of the use cses.

India-based video sharing app MX TakaTak IV aims to provide a safe environment to
more than 150 million monthly active users. The app uses Amazon Rekognition, an
image and video analysis service from AWS, to check whether the avatar content
uploaded by users complies with community guideline requirements. Earlier this year,
MX TakaTak won Amazon’s Enterprise Al Award for extraordinary innovation in the
Media & Entertainment category at the Amazon Al Conclave 2021.

Media Subtitling and Localization

Localization and hyper-localization will be the next frontier for competition in the M&E
industry. Consider the case of India, where over 65% of its 560mn+ internet users
stream or download video content once a month.V

In 2020, a Media Partners Asia study Vi found that 90% of video content consumed in
APAC is in the local language of the respective country the content is consumed in.
Localizing not just content, but also experiences in these geographies remains a
substantial opportunity for M&E businesses to ensure customer satisfaction.

For example, Korea-based beNX’s Weverse fan engagement platform leverages
Amazon Translate and Amazon Comprehend services from AWS to allow chatting
between Korean pop singers and millions of their global fans, in their preferred
language - a great example of how Al can play a role in breaking the language barrier
and bring people closer together.

Smarter Advertising

Under greater pressure to deliver revenue, companies are looking to make the most of
their advertising spend. With advertising budgets reducing across industries, greater
efficiency and measurability are crucial to driving returns. ZEE5 inserts millions of ads
in live and VOD content without sacrificing broadcast-level quality-of-service. Using
AWS Elemental media services, ZEE5 delivers live and on-demand content with video
streams that combine content with ads personalized to viewers. ZEE5 uses AWS
Elemental MedialLive to encode and deliver 80+ live channels to viewers, AWS
Elemental MediaConvert to transcode hundreds of hours of video on demand, and
AWS Elemental MediaPackage to perform just-in-time packaging of 20+ channels with
AWS Elemental MediaTailor performing ad insertion.

Innovation Begets Innovation

As businesses move to the cloud to innovate, they also gain access to a wide range of
pre-built cloud-based solutions that already have the relevant Al services integrated
within the solution. By building off these solutions, M&E businesses can bring their
offerings to market quickly, without the need to worry about infrastructure or creating
a solution from scratch. These time savings enable developer teams to repurpose their
time into even more projects to drive innovation faster, and at lower costs to delight
their customers.

As global regulation catches up with innovation, companies must be prepared to
respond swiftly and effectively to any fresh developments. The past year has shown us
that uncertainty is an element to be navigated and managed, not avoided or feared,
and the businesses and technology leaders capable of recognizing this idea will earn
an edge in the future. However, it is their ability to harness intelligent technologies to
chart their growth that will determine how well they translate that edge into actual
business performance.
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The Intelligent Evolution of
Content Delivery and

The media and entertainment sector is growing at a staggering rate, accelerated by the rise in
consumption due to COVID-19. This segment is also at the frontline of innovation. How are intelligent
technologies like Al and automation defining the future of this dynamic industry?
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Smartness Guaranteed

How Al is Building a Digital and Data-driven
Insurance Industry

Hema Prem Raina
)
".A; AVP - Group Manager - Client Services,
) Infosys Ltd.

Summary

The transformation of the insurance industry requires a strategic combination of Al and smart data-
driven technologies that will help continuously innovate, build competitive advantage, and adapt to
the evolving digital landscape. Let’s take a closer look into the future of insurance.

The insurance industry is at an inflection point in its evolution. As a highly regulated
sector focused on robustness over innovation, insurance has typically been quite
resistant to any significant changes, but technology is changing that rapidly. As with
virtually every industry today, the potential for intelligence-driven transformation is
seismic.

With insurance, we are witnessing a seemingly serendipitous intersection of
technologies set to drive its future. The rise of connected devices and the consequent
explosion of data, the proliferation of open-source systems, developments in cognitive
technologies, and advancements in physical robotics are coming together to act as a
catalyst for systemic reform.! Machine learning, deep learning, neural networks,
computer vision, and natural language processing can power various innovations such
as document processing, chatbots, affective computing, and even integration with [oT
and smart devices." It is no surprise that there is palpable excitement for Al in
insurance in my conversation with prospects, clients, and peers.

Reinventing the industry one process at a time

Some processes are readier than others to be optimized, while others may have a
longer lead time, but could generate more value once adopted. Let’s look more closely
at some of the insurance use cases for Al-led transformation.

> Claims Processing
Claims processing is a task fraught with manual intervention on both sides of the
fence - the insurer and the customer. Customers frequently submit claim
applications in various unstructured data formats, which insurance executives then
sift through and process, making for an unwieldy and error-prone system. Through
different document capture technologies that are miles ahead of OCR and other
recognition alternatives, Al can change that by injecting intelligence into a
traditionally manual process. Customers are usually in a position of discomfort
when making claims, and any improvement to their experience can drive a
substantial improvement in the experience and consequently in their loyalty.
Insurance organizations are also always keeping up with changes in regulations and
compliance, requiring staff training and system updates. Still, with Al, simple
modifications can mean that documents are analyzed in line with the latest
regulations, ensuring a seamless, secure, and compliant claims process, not to
mention the exponential increase in speed.

> Quote and Bind
Extensive manual intervention remains a theme in the insurance sector, and
besides the unnecessary costs and inefficiency, it also risks error. Usually, quotes
are sent over email (and sometimes even fax) after being calculated manually.
Policies are again bound manually with endorsements requiring additional manual
effort. In an intelligent ecosystem, however, algorithms compute a quote based on
a wide range of factors, including real-time external data. Additionally, Al-based
systems can offer multiple quotes and product options, generating upselling
opportunities for the provider and even creating all documentation. With the
benefit of continuous learning, intelligent systems can also learn which products
and price points to recommend to specific customers, increase conversion rates,
enhance customer satisfaction, and improve the bottom line.

> Underwriting
The data explosion | refer to earlier in this piece is the exact reason why
underwriting could use a facelift. While the skill and experience of underwriters
remain essential, access to intelligence could help them make better decisions.
Consider the case of data from connected vehicles being used to alter the risk
profile of the insured dynamically based on choices of route, driving settings (self
or manual), or even weather. Equally, the rise of wearable technology offers a whole
new paradigm in intelligent healthcare insurance, motivating users to reach goals
such as lower premiums and helping companies make more intelligent pricing and
policy approval decisions.

> Document Creation
Documentation is of paramount importance in the insurance industry, given the
need for the highest governance standards. Using intelligent tools to create
documents doesn’t just eliminate manual effort but creates an indexed and
searchable repository of information that users can find at speed. Today, Al and
automation technologies can generate complex policy documents without error,
reducing costs, increasing efficiency, and ensuring security.

> Customer Service
Unlike the other use cases in this list, customer service is not specific to the
insurance industry. Still, perhaps it is even more critical given the consumer’s
situation during most interactions. Intelligent analytics can give providers access to
a wide variety of insights that can empower customer service teams to deliver
exceptional experiences. Although some providers may cite legacy systems as a
challenge for adopting intelligent platforms for customer service, the market offers
a great range of thin intelligence layers that sit on top of existing systems with no
need for rip-and-replace, instantly creating an intelligent organization capable of
better service.

Moving ahead with intelligence

The idea of intelligent transformation is not without its challenges. Leaders cite manual
business processes and legacy systems as roadblocks. Other obstacles include:

> The lack of skilled talent (internal and with vendors).
> The absence of proven successes in the insurance industry.

> Inadequate planning that leaves digital initiatives further down the priority list in
favor of other work.

The problem, equally, is one of mindset, where people see digital as an end as opposed
to a means, setting projects up for failure. Adoption remains the first step, but it is
doomed to fail without specific use cases in mind.""

Enterprises looking to begin their journey should work with partners capable of
demonstrating sectoral expertise and consulting capabilities. They must also complete
an honest assessment of their organization’s maturity and readiness for such change.
Perhaps the time is ripe for introducing a new leadership role with the mandate of
spearheading Al and automation projects substantiated by business cases.

References
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Forward Together
Why Technology Needs Inclusion

Aruna C Newton

AVP - Head - Diversity &
Inclusion, Infosys Ltd

Summary

We often speak of inclusivity in technology as a social good. An act that's good for conscience and
better for the marginalized, but what about the business case? By building products and services with
inclusivity at the core, we are not just doing what’s right, but we are also doing what’s right for
business. Are social responsibility and commercial success mutually exclusive?

To say technology has transformed every aspect of human life is in some parts an
overstatement and others an understatement. While progress through technology has
been nothing short of incredible, it also falls staggeringly low on the scale of fairness and
equitability. Technology carries the implicit attitudes and values of those that build it. Our
most ubiquitous technologies continue to be developed by a small segment of society',
intensifying exclusion just as much as they promote effectiveness. Frequently,
marginalized populations face the brunt of this issue, specifically those with disabilities. A
deeper look at the relationship between technology and inclusivity reveals that designing
for inclusion is usually an afterthought or a bolt-on, one that’s often padded with messages
about ‘doing the right thing” or ‘making a difference.” Well-intentioned as these may be,
they also carry connotations of condescension and sympathy, which may often be
detrimental to genuine inclusivity. Why exactly is this problematic? Read on.

By treating disability as an anomaly, product and service creators treat accessibility as an
additional feature, not part of the core value proposition. This approach is riddled with
biases and errors in thinking. For any event to be seen as exceptional, it must be rare.
Disability is anything but that. In the US alone, over 61 million adults live with a disability.
With issues ranging from mobility and vision to self-care and cognition, this segment
represents no less than 26% of the adult population in the country.! The global figures are
equally intriguing. According to WHO estimates, close to 15% of the worldwide population,
over a biII.i.c.)n people, falls under this category, making it the world’s largest minority
segment.! It is no surprise that the Disabled and Elderly Assistive Technology market is
estimated to touch US 31.5 billion in the next six years at a CAGR of 6%.'Y Assistive
technology is but one way to serve these valuable customers.

®
B

The Case for Inclusivity

Going by the numbers above, building inclusive technology is not just a tool for social
good but also business growth. By leaving out people with disabilities at the product
conceptualization and development stage, companies miss out on a tremendous market
opportunity of customers eager and willing to be served. Why do companies exclude such
a large customer base from their business plans? The problem is one of mindset as much
as it is of the method. The conversation needs to move away from a matter of purely social
conscience to one of shared growth. Simply put, the industry needs to swap its
condescension for collaboration.

Disability at birth is merely one segment of the people living with such challenges. Others
could experience disability because of accidents, lifestyle issues, and age. This change has
an effect on their needs, but not so much on their preferences, a fact that current design
processes find easy to confuse. For instance, in the developed world, the size of the aging
demographic and age-related disability is substantial. Their challenges are significant and
should feature at the inception of an idea and not as an additional feature. Disability should
not be a driver of marginalization but of inclusion and growth. The proliferation of
technology should drive products and services designed for people across the ability
spectrum. For any technology to be genuinely successful, ubiquitous, it needs widespread
adoption, and that scale requires a broadening of the user base. Ignoring an entire
demographic does not accomplish that goal. Conversely, building a process, culture, and
philosophy with inclusivity at the core could help companies convert the incredible
opportunity that lies dormant even today. So, where can they start?

Redefining Processes for Inclusive Outcomes

> The Importance of Design to Inclusive Technology

The first step for companies is to earn skin in the game and develop more inclusive
technology. This journey begins with their design process. Enterprise can modify
individual products and services for better accessibility, but real change lies in shifting
the design process's vantage point. The best way to learn is to make. By creating
inclusive products designed to service users across the spectrum of abilities,
enterprises can gain valuable insights to inform future iterations. Over time,
enterprises must endeavor to build inclusivity-first products and services just as they
develop mobile-first or desktop-first products. Accessibility must be just as essential
and intuitive as any other function.

> Developing organizations capable of nurturing a wide variety of talent

For enterprises to instill diversity into their design process, they should begin by
building diverse teams. Also, it is essential to review the design process and establish
where the user blind spots lie, so teams can then engage with people who can offer
insights from experience. It is crucial to ‘design with and not just for’Y the people often
ignored. A team with diverse underpinnings will also improve the creativity and quality
of discourse in the creation process, potentially leading to more innovative, relevant,
and scalable products. Further, engaging with diverse perspectives and viewpoints will
inevitably lead to more accessible products capable of driving exceptional experiences
across the spectrum of users.

> The features of inclusive technology

Once you decide to shift your design approach, how can you identify that a product or
service is inclusive? One way is to check the legislation for your location, such as the
Americans with Disabilities Act (ADA) in the US. Frameworks like the Web Content
Accessibility Guidelines (WCAG) provide location-agnostic accessibility guidelines for
all web design. Compliance is just one part of the accessibility paradigm, and
enterprises need to view accessibility-led design as part of a better user experience. It
is the definition of users that needs broadening and not just the idea of accessibility.
The Infosys Center For Emerging identified this need and developed the Infosys
Accessibility Testing Tool (IATT), which uses built-in intelligence to assess websites for
accessibility and generate comprehensive web accessibility and visual consistency
reports. The tool is now recommended by W3C (World Wide Web Consortium).

A Shift in Philosophy

Building for inclusivity is a fundamental shift in philosophy. Enterprises are doing
themselves a favor by serving a customer base eager to use and pay for high-quality
products and services. The relationship is one of mutual growth and benefit. When
companies are hard-pressed to grow in a highly competitive and fragmented world,
building more usable products is an effective route to scale. We are moving towards a
world that celebrates diversity. Businesses must make the changes that help them
understand that inclusivity and accessibility are about commerce just as they are about
conscience.
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S Summary
/ ;\\\{\g Over the past half a dozen years, shared services have — initially, cautiously — experimented with and
then enthusiastically embraced process automation technology. In the early days, this took the form of
robotic process automation (RPA), which served to knit together disparate tasks, acting as a band-aid
to connect different systems or applications. Today, this trend has morphed into a sophisticated
movement, embracing the concept of the “digital enterprise” as it drives smart automated solutions

through “platform” thinking.

Over the last 20 years, most of us have witnessed a significant change in our
workplace. And, while “newer” generations have grown up as digital natives, most of
the leadership teams in global enterprise came up through the ranks before
digitalization was the noun we now know it to be.

However, despite the legacy workforce, operational infrastructure, and processes that
characterize most organizations, there is an undeniable force, rightly described as the
fourth industrial revolution, that is currently rebooting the modern enterprise.

This change goes far beyond software “enabling” human workers. That language itself
is very yesterday. The imperative today is to re-define organizations as digitally enabled
and data-driven. This, and this alone, will ensure that products and services are
customer-centric and reflect the real-time changes in customer needs as well as the
marketplace. This ability to react quickly requires agility to be built into enterprise
operations. And this is not possible under the old architecture.

IA CAPABILITIES & COVID-19

Select Question:

ACCESSING IA CAPABILITIES FROM CAPABILITY TO IMPLEMENTATION IMPACT OF PANDEMIC ON ADOPTION

Will the impact of COVID-19 and any subsequent downturn accelerate the adoption of
automation technologies?

80%

70%

50%

40%

30%

20%

10%

Yes No

Source: Global Market Review: Intelligent Automation in Shared Services - SSON Analytics i

First: the new reality

We are operating in a “new reality” driven primarily by the change enforced upon
organizations over the past 12 months, but building on an underlying shift that has
been making itself felt for years. Digital transformation has been the rallying cry in
every enterprise, but its focus to date has been siloed: data digitization; process
automation; skills enhancement; a hybrid workforce; etc. These piecemeal approaches
are not enough. What’s required is nothing less than a holistic review of cultural
change and Intelligent Automation that places customer and employee experience
under the spotlight.

Second: the new workplace

What's been proven over the past year is that most people can work from home very
effectively, and that the office spaces we relied on in the past are no longer critical to
getting work done. In fact, the Shared Services and Outsourcing Network’s (SSON)
Q12021 survey on the impact of the pandemic on service operations tells us that
employees are now more effective than ever: 50% of staff are operating at a higher
level of productivity than they were a year ago.

What's missing, or still in progress, is embedding work from home into how work is
done. And while the hardware issues were easily resolved, many of the challenges
around engagement, transparency, and isolationist or wellness concerns are still very
much a factor today. But they can and will be resolved.

As a result, we can look forward to operating with a hybrid workforce, hybrid offices,
and embracing virtual. Neither time zones nor country boundaries will create a barrier
to operations.

Third: the opportunity provided by automation-driven processes

Within shared services and global business services around the world, automation had
already been driving effectiveness and efficiencies. The advantages lay very much in
optimizing human involvement by shifting human workers from transactions to value-
add for knowledge-based activities. This trend will only continue with the plethora of
solutions, like process discovery or process mining, that makes it easier than ever to
identify processes for automation.

« #1223 456789101
IA OVERVIEW

Select Question:

COE/BUSINESS
DRIVERS OF IA IAMATURITY OWNERSHIP TRANSEORMATION

What drives Intelligent Automation in your organization?
(choose best option)

40%

37~

30%

20% 20

10% 10

. ﬁ
0% & &
Increasing process Optimizing Improving Driving cost Improving quality  Minimizing risk / Other (please
efficiency workforce customer reduction and compliance  vulnerabilities as a specify)
productivity/ experience result of relying on
focusing on high- humans for work
value tasks {e.g. COVID-19)

Source: Global Market Review: Intelligent Automation in Shared Services - SSON Analytics i

But it goes further than that. Today, enterprises recognize a platform-based approach
that allows combining a best-of-breed technology stack as the way forward. The
advantages of accessing digitized data throughout the process flow cannot be over-
emphasized: all the blockages that previously prevented seamless service orders are
being removed, and tasks are combined within a seamless and automated application
that straddles the entire process.

IA CAPABILITIES & COVID-19

Select Question:

ACCESSING IA CAPABILITIES FROM CAPABILITY TO IMPLEMENTATION IMPACT OF PANDEMIC ON ADOPTION

What is your preference as far as accessing |A capability goes?

50%

40%

30%

27«
20%
10% 10x
0% 0:
A single provider for the  Relilance on RPA vendor to Integrating the best N/A Other (please specify)
entire |A stack: RPA integrate relevant technology components
through to Al technology to the platform in-house via a multi-

vendor stack approach

Source: Global Market Review: Intelligent Automation in Shared Services - SSON Analytics i

Fourth: the acceleration driven by digitized and structured data

For a long time, even while automation solutions were becoming more sophisticated
and more capable, the constant stumbling block was lack of digitized or structured
data. The market was quick to react; there have been multiple intelligence document
processing type solutions that have recently emerged, with the ability to convert not
just text or images but even audio and video into a structured format that can be used
to feed automated processing. This is opportune, as “data extraction” is one of the
priorities cited by shared services. The insurance industry is just one example of an
industry that stands to benefit enormously as mobile applications drive more and more
visual or audio data towards claims.

INVESTMENT PRIORITIES

How would you rank your investment priorities below?

Automated decision making with Machine Learning (ML)
m Data extraction from emails using Natural Language Processing (NLP)
m Automated process discovery / process mining
m Customer engagements via conversational user interface, e.g. chatbots
m Computer vision to analyze images (pictures, etc.)
m Document extraction like text / pdfs via Intelligent Data Processing / Cognitive Automation
Predictive Analytics
m Voice to text and Speech Analytics
m Artificial Intelligence
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Fifth: the imperative of transparency

The right decisions are made based on complete transparency. Understanding external
market trends, customer behavior, changing demographics, and shifts in supply-side
dynamics are all critical to making the right decisions that help an organization
succeed. In the past, this kind of visibility required pulling various reports and didn't
reflect current data. Today, all this is much easier.

Where does this leave us?

Primarily, with little choice but to ensure you are not left beh