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A billion hours ago, 
modern homo sapiens emerged.
A billion minutes ago, 
Christianity began. 
A billion seconds ago,
the IBM PC was released. 
A billion Google searches ago...
was this morning.

Ajay Agrawal 

A. Dal Fuoco | N. Germiquet | M. Raschke | L. Zimmermann



3Research paper | The Future of Data | February — March 2019

Table of Contents
4 About
4 Structure
5 Glossary
6 Human & Data
8 Business & Data
11 Trends & Data
13 Future & Data
17 Conclusion
18 Sources

3Research paper | The Future of Data | February — March 2019



4 A. Dal Fuoco | N. Germiquet | M. Raschke | L. Zimmermann

This is not another 
paper about how 
“data is the new oil!” 
It would be bringing owls to Athens to write another lengthy and 
general discourse about how data will be in the centre of every- 
thing in the future. We think by now this point has been made 
more than enough.

It is the goal of this work to accurately depict in depth parts of a 
possible future, in such a way that it helps shape action plans for 
companies in the Swiss market.
     
We are an inter-company group of four people who spent six 
weeks in Silicon Valley to dig deeper into the “Data Economy”. 
Each one of us bringing their own unique perspective to the topic: 
business analysis, business architecture, and business develop-
ment. 

“The Valley”, as it is called by its inhabitants, is one of the world's 
epicentres of innovation. A huge think tank of inspiration, where 
global trends emerge, major players have their headquarters, and 
the most money is invested in new ideas and startups. It was our 
mission to understand how what we saw will dramatically change 
established habits and standards, which are still in the centre of 
business models back home in Switzerland.

This paper is an account of what we have learned in these six 
weeks, compressed into ten pages full of information, anecdotes, 
and insights into a possible future.

Describing parts of a future, in which Swiss companies like ours 
will have to learn to survive. It was created to give back to a 
community that has allowed us to gain these valuable insights, 
experiences, and know-how.

Have fun reading,
Lisa, Mariana, Nicolas, Alice

About We have structured this paper 
into five main parts
Human & Data
This chapter brings together information on user behaviour 
gathered during our various interviews with experts, professors 
of renowned universities, and managers of large companies and 
startups.

Business & Data
This chapter focuses on the business models of companies and 
startups encountered during our study trip. In order to better 
visualise our research, we we used the IBM Framework for Data 
Economy.

Trends & Data
In this chapter we have consolidated the information from the 
two previous chapters and identified eight trends that will influ-
ence our companies in the near future.

Future & Data
We combined the findings of the previous chapters into two 
scenarios. Their deduction and description can be found in this 
chapter.

Conclusion
In this chapter we offer recommendations on how to act upon the 
scenarios previously described.

Let’s begin! 

Structure
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Data Aggregation 
Data aggregation is a type of data and information mining 
process, where data is searched, gathered, and presented in a 
report-based, summarised format in order to achieve specific 
business objectives, or processes, and/or conduct human analy-
ses. Data aggregation may be performed manually, or through 
specialised software.

Data Analytics
Data analytics is a systematic method of discovering, analysing 
and interpreting data in a multi-dimensional field, which helps 
make the best data-driven decisions.

Data Economy 
The Data Economy (in brief):

 — describes business models around data-driven value creation;
 — is a digital ecosystem in which data is gathered, organised, 
and exchanged, as well as, used as a basis for AI and informa-
tion services.

Data Literacy 
Data literacy is the ability to deal with data correctly, interpret 
related information, and identify potential and risks of data-dri-
ven products and services.

Data Mining 
Data mining is a process to search for right data sets and con-
vert raw data structures into actionable insights by formulating 
or recognising various patterns of data through computational 
algorithms and logics.

Data Refinement 
Refining data consists of cleansing and shaping it. When you 
cleanse data, you fix or remove data that is incorrect, incomplete, 
improperly formatted, or duplicated. And when you shape data, 
you customise it by filtering, sorting, combining, or removing 
columns, and performing operations.

Differential Privacy 
A mathematical concept used by Apple and Google to analyse 
aggregated data without compromising user privacy by injecting 
noise into the dataset.

Opt-in
Express permission by a customer to allow a marketer to send 
merchandise, information, or more messages. This is the method 
generally used by most direct marketing firms, subscription or 
non-subscription periodicals, information suppliers, etc. Following 
the opt in, the marketer will keep on sending the material or 
messages until the recipient chooses to opt out.

Surveillance Capitalism 
A term used and shaped by US sociologist Shoshana Zuboff, 
which describes a new economic order, in which the human 
experience, especially the data produced within that experience, 
is used as free raw material for hidden commercial practices.

Glossary
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1
Human & Data

“I want more convenience 
when I buy complex 

products.”

“I want more control over my 
data but I feel overwhel-

med with its management.”

“If I share my data, 
I expect a much better 

user experience.”

“I would love to have 
a digital safe space.”

“I am impatient. 
When I buy something
I want it immediately.”

“My data is mine!”

Figure 1: Latent human needs, desires, and expectations 
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As conversations around personal data and privacy increase, 
many focus on how businesses are affected by new privacy laws. 

Few have put the consumer in 
the centre, asking how people 
feel, and what they actually 
want and expect. 
While in Switzerland we are still speculating on how customers 
will act in the future, Silicon Valley, due to its high digital adoption 
rate, allows for a glimpse into the future and exhibits many new 
customer needs live and in action. Furthermore, we used our 
experience from the Swiss market to blend what we saw with 
“Swissness”. 

“I want more control over my data but I feel overwhel-
med with its management.”
Data privacy is of increasing concern to the public. Individual 
users, however, rarely make use of the control mechanisms in 
place. As a general statement, consumers do not want to concern 
themselves with lengthy privacy declarations. Managing one’s 
personal data should be easy and provider independent. Existing 
control options are interrupting the digital experience and are, in 
some cases, simply bothersome. Privacy needs to become more 
user friendly (Auf der Maur/Bosshard 2017).
     
“If I share my data, I expect a much better user expe-
rience.”
Consumers expect services to fit their desires: proactive ser-
vices, personal interactions, and connected experiences across 
channels. In addition, it becomes easier for consumers to switch 
from one brand to another. As a result, they begin to expect a 
superior experience from any business they engage with. They 
will form their expectations by the best experience independent 
of the service, i.e. across industries and ecosystems, any service 
will be measured by the “best experience” not the “best service”.  
     
“I want more convenience when I buy more complex 
products.”
Consumers are ready to invest money to have more convenience 
with increasingly complex buying processes and products. They 
want to choose easily from a large set of products, or select a 
complex product like an insurance, that fits their needs. To achie-
ve this, consumers will let companies “listen” to their behaviour 
and use their personal data to make their lives better, and in turn, 
they expect companies to accurately perceive and seamlessly 
deliver their services.

 “I would love to have a digital safe space.”
People increasingly want to connect privately in the digital equi-
valent of their living room. This gives people the freedom to be 
themselves and connect more naturally. Many people prefer the 
intimacy of communicating one-to-one, or with just a few friends. 

At the same time, people are becoming more cautious of having 
a permanent record of what they have shared. Today we already 
see that private messaging, ephemeral stories, and small groups 
are by far the fastest growing areas of online communication. 
People want to be confident that what they say to each other 
remains secure, and that their messages and content will not 
stick around forever (GDMA 2018). 

"My data is mine.”
The GDPR and other legislation is giving the power over their 
data back to the people. Many consumers might rather take 
control themselves than leaving it to governments or businesses 
to protect their personal data. On average, one in four consumers 
(26%) have little concern about how their data is collected and 
used – in Germany (34%) and the Netherlands (35%) this group 
rises to over one third (GDMA 2018).
     
From our experience in the Valley
LinkedIn pioneered by taking nearly two years to become 
GDPR-ready on time and to fully implement the regulations in 
their data management processes. Even Facebook started feeling 
the pressure and has focused its activities in Europe on the TTC 
Labs and on an innovation garage in Paris for regulation techno-
logy alone. Facebook is aiming at an interdisciplinary dialogue to 
solve the challenges at the interface of privacy, user-experience, 
policy-making, and permission management. 

In conclusion, we found that 
consumers, not only in Europe, 
but in the US as well, are no 
longer willing to accept their 
passive role as data providers.

From this data, big companies generate billions of dollars of pro-
fit. With the new regulation, consumers have to be able to control 
their data in a transparent and automated way. The term “perso-
nal data management as a service” comes to mind when listening 
to what regulators and consumers have to say. Thanks to GDPR, 
Europe has put substantial pressure on companies to innovate. 
In an attempt to keep up, California has passed the “Consumer 
Privacy Act”. It would not be the first time when regulations push 
companies to do better, as has been shown by the “Clean Air Act” 
and the development of catalysts. 

Some startups are already designing their business models 
around these latent consumer needs. In the process, they are not 
shying away from the complexity of consumer needs, catering 
not only to consumers willing to share their data but also to those 
who prefer to conceal it and keep it to themselves. Read more 
about this in the following chapter. 
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2
Business & Data
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Figure 2: Startups in the Ecosystem Framework (inspired by IBM 2018)
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We used IBM’s Framework 
for Data Economy to create 
a common language on how 
to look at, categorise, and 
evaluate the startups we 
encountered.
This way we were able to condense our accumulated expertise 
into one simple figure. The framework was developed to charac-
terise companies and their roles, capabilities, and overall trends 
in how they act within the Data Economy. In total, there are six 
roles a business can play in a data ecosystem, which are descri-
bed as follows:

Data Presenters are the the interface to the end consumer 
and responsible for designing the experience and encouraging 
engagement. They also help with the investigation and discovery 
of new information. Data Presenters make complex and large 
datasets easy for consumers to use. They allow users to have 
intuitive access to the underlying data and its derivatives.

Insight Providers generate value from advanced analytics, 
such as machine learning algorithms and statistical models. 

Platform Owners provide a standardised development environ-
ment with APIs for connectivity and device discovery. They are 
the central orchestrators of the ecosystem. 

Data Aggregators/Data Custodians collect heterogeneous 
data from disparate devices and normalize it for common trans-
mission. Automation is a big deal for this role, as extracting data, 
formatting and combining it is one of the central functions of this 
role.

Data Producers are companies that assess, control, and 
produce data. New data sources from IoT devices are one of the 
driving forces behind the shift to the Data Economy. As the num-
ber of “smart things” increases, data will grow exponentially.

Enablers for the ecosystem are networks that provide a com-
mon protocol, standards, and denominations, as well as, sensors, 
cloud technology, and different types of analytics engines.

After looking at the business models of the 30 startups we met 
and how they responded to consumer needs, we categorised 
them by the layer at which their main value proposition lies. We 
also attempted to do the same with the Big Techs (Facebook, 
Google, Apple, Amazon). 

In the following paragraphs, we describe seven startups, explain 
their business models, and show how they provide value in their 
distinctive layers. We have picked startups that are only active in 
one layer to show that for some businesses, it might be sufficient 
to provide value in one layer. 

Mostly.ai is active in data anonymisation. It explicitly does not 
use pseudonymisation, because this method destroys the value of 
the data and does not ensure 100% anonymisation. Owing to its 
"AI generated Synthetic Data" process, it creates synthetic data 
on the go from the company's source data, either for internal 
tests or for specific use-cases outside the company. Simulta-
neously, it ensures the relevance and anonymity of the data and 
thus is GDPR compliant. Mostly.ai has its core value in only one 
layer of the ecosystem framework. It produces new data from 
existing data using the so-called synthetic data approach.
 
Sedicii offers identity management solutions enabling citizens 
to consume digital services while protecting their private data. 
By matching identity attributes from different parties, data can 
be verified in real-time without the need to disclose or share the 
underlying information. Sedicii targets business customers offe-
ring SaaS (license-based or per usage). All solutions are based on 
a patented blockchain-based technology called ‘Zero Knowledge 
Proof (ZKP). Sedicii’s main values appear in the platform layer, 
where it brings together individuals and enterprises by securing 
identities and real-time authentication.
     
Other startups follow a multiple layer approach from the begin-
ning. Vertical integration is just one approach in this context, as is 
shown by the following four startups:
 
Liveramp is a San Francisco based, 7-year-old startup that 
provides its business customers with an identity-graph. Their 
marketing middleware can be used to identify prospective 
customers, even if these are not yet part of the customer base. 
Liveramp offers the option to also address these customers in a 
one-on-one dialog, enabling businesses to have meaningful and 
relevant engagements with customers. Liveramp aggregates 
customer data from different sources. Finally, it provides insights 
by allowing the platform members to analyse their prospective 
customers, grouping them, and, ultimately, talking to them.

Wibson is a recently founded, Spanish startup. It creates a 
personal data marketplace that provides individuals a way to 
securely and anonymously sell validated private information 
in a trusted environment. Wibson uses blockchain to create a 
decentralised network for data transactions and never stores the 
data. Once an offer is accepted, data is transferred directly to the 
data buyer. Wibson is organised over three layers: They provide a 
platform for data selling and buying; insights into which personal 
data have the most value; and a way to visualise what type of 
personal data you have.
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Sightline Innovation, with its SID product, connects the cus-
tomer and the data owner, while guaranteeing a chain of trust. 
The data owner creates rules and can thus retain ownership or 
benefit from associated monetary gains. Sightline Innovation ope-
rates over two layers of the data ecosystem. Sightline Innovation 
is an artificial intelligence (AI) platform that provides insights 
from data and, at the same time, enables trusted data transfers.

Gyant is a US-based telehealth startup, offering virtual diagno-
ses and treatments for individuals with non-urgent illnesses. 
The AI empowered hybrid service model includes patient history 
collection, case review by medical experts, and patient engage-
ment through messaging and a “digital front door”. Patients pay a 
usage fee; the pricing for business solutions is based on individual 
service contracts with providers, payers, and employers. Gyant 
operates in three layers aggregating symptom data, providing a 
platform for diagnostics and management, and providing insights 
into the kinds of non-urgent illnesses you have.

DemystData aims to offer access to curated and carefully 
aggregated external data. Instead of trying to gather insights 
from internal data only, companies can benefit from hundreds 
of different data sources through the startups’ marketplace. 
Their diversified data source portfolio ranges from use cases in 
the areas of consumer fraud, commercial marketing segmenta-
tion, and property risk. As a platform owner, to offering insight 
provision services up to their core ability for data aggregation, 
DemystData offers services across different dimensions of the 
IBM framework.

In conclusion, we have seen 
that companies increase their 
presence and potential value 
in many ways in the Data 
Economy. It is not necessary 
for a company to stay within 
one of these layers; leading 
companies are, in fact, in 
multiple layers or in the 
entire stack. 
If a company is located in only one layer of the framework, we 
expect them to be able to scale their business model across diffe-
rent industries and ecosystems, as Sedicii might be able to. 

If a company spans over more than one layer, it will operate in 
one ecosystem or industry and will be able to scale its business 
there. Lastly, there might be companies that can do both, grow 
horizontally and vertically across industries and ecosystems. 

From interaction with experts and from the IBM paper we have 
learned that the layers are not equally attractive. From what we 
have read and understood, in the long term, we expect dimi-
nishing marginal returns of several Data Economy participants. 

Data Aggregators will be affected by increased connectivity 
and increased data standards, which will make most of their 
functions, like the normalisation of data, obsolete. Platform 
owners will further be weakened by more APIs, data standards, 
and open source options, which will enable data producers to 
connect directly. Automation and advances in mathematics and 
cognitive computing will weaken insight providers, as most 
of the value they create can be automated. Once an algorithm is 
created, it has a definitive shelf life in which either A) it is copied, 
b) a better algorithm replaces it, or c) an open source or crowd 
sourced algorithm becomes available.

Outside the data producer 
and data presenter layers, 
the Data Economy players 
will experience diminishing 
marginal returns. 
The startups we have talked to are mostly in the less profitable 
layers of the data ecosystem framework. We stipulate that a 
critical size is necessary to be able to produce data in a coherent 
way and achieve a critical mass in order to generate enough 
reach to be relevant in the market. As for ways to delay dimi-
nishing returns most of them include vertical or horizontal 
integration. 
     
The innovative activity generated by startups not only in the US 
but all over the world will further intensify some of the existing 
trends, but not all of them will be relevant for our respective 
companies. Read about what we perceive the most important 
trends will be in the next chapter.
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3
Trends & Data
Why dedicate another chapter on trends if there are so many 
trend reports out there? 

From our perspective, and for 
this paper, it is necessary to 
select only a few of the 
multitude of trends that are 
highly relevant for the futures 
of our respective companies. 
The selection we provide are inspired by the startups we met, as 
well as, from our own experience in Silicon Valley. The following 
eight trends meet these conditions:  

Disappearing Verticals
Given the customer centricity of tomorrow’s marketplace (dis-
cussed in the chapter on human & data), businesses will operate 
in increasing closed ecosystems. The approach popularised by 
tech-firms such as Apple and Amazon will migrate to non-tech 
sectors. This locks in customers and will become crucial in order 
to manage value chains more holistically. As more and more 
ecosystems emerge, we expect a further consolidation and 
accumulation of (data) power in future markets.

Trust & Transparency
Facing growing instances of data misuse, particularly by big 
Silicon Valley tech companies, consumers become more aware of 
how their data are traded. Action on a federal level is claimed in 
order to ensure a better protection of individuals’ privacy. The 
introduction of the GDPR had a tremendous impact on Europe 
and its citizens. It is clear to us that it is not a question of if there 
is a next leak, but when and how big. As more leaks happen, 
consumers and governments will increase pressure on compa-
nies and organisations to act accordingly.

Hyper-Personalization
Even though personalised customer experiences have already 
been around for more than a decade, it was not until machine 
learning entered the world of marketing that marketers started 
to create truly personalised experiences based on purchasing 
habits, digital preferences, and histories of interactions. These 
technological enhancements holistically allow for the sending of 
personalised communication at the right time and through the 
right channel. In the future, these functions will be expanded and 
more pronounced in a world of predicting customer needs and 
desires as mentioned in the chapter on human & data

Datafication
Datafication is the visibility of previously invisible information/
activities/processes, allowing for real-time tracking and predic-
tive analyses. Data has become a new asset, however, it has not 
yet become the gold it was expected to be. Only specific data can 
be turned into commercialised business models, as not all data is 
meant to be marketed.
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Commoditisation
Commoditisation occurs when consumers perceive products to 
be interchangeable. Commoditisation may have many sources – 
one that will become particularly prevalent in the context of our 
companies is that consumers simply may no longer pay attention 
to brands. In order to show this trend in relation to data, the 
example of Uber is useful. Since we arrange our travel via the 
Uber app, we care more about the driver being punctual or the 
ride being smooth, and less about the brand of the car. 
 
Technological Disintermediation
Companies are already experiencing disintermediation via search 
engines and online retailer algorithms that determine which 
products are presented to consumers and in what sequence. 
This trend will become even more pronounced when algorithms 
replace consumer emotions as the prime force for buying 
decisions. On the one hand, in a future of automated replenish-
ment we might go back to a system where brand selection was 
simpler and more limited. On the other hand, people will continue 
to like to shop. We usually want to make the purchase decisions 
ourselves. 

Online Private Space
This trend does not proclaim the absence of taking responsibility 
for our own actions, but hints more towards the fact that in the 
analogue world we fiercely protect the privacy of people. We re-
quire special permissions for the police to open up homes, private 
letters, and diaries. Currently these protections do not extend to 
digital space. Pressure will increase to further regulate the digital 
space.

Quantified Self
People will be able to learn from their own data. Technologies 
such as fitness trackers and other sensors will encourage more 
data collection and sharing for personal gain. Currently, these 
personal tracking services are limited to the realm of fitness. 
These technologies are currently descriptive summaries of past 
activity. Next generation technologies will be predictive, identify-
ing potential issues before they arise. Self-quantification trends 
will expand into non-health areas.

In conclusion, from what we 
saw, “Trust & Transparency”, 
“Quantified Self” and 
“Digital Safe Space” are the 
major trends in Silicon Valley. 
As the world globalises, so does regulation. Surprisingly, we have 
found several startups concerned with what we imagine to be 
future Swiss consumers’ needs and expectations. This makes it 
especially important to look as startups more globally to respond 
to the aforementioned trends. Let us look at four examples that 
underline this conclusion: Firstly, Mark Zuckerberg’s note shows 
that Facebook is working towards becoming a more trusted and 
transparent platform (Zuckerberg 2019). Secondly, Google Lens is 
another strong indication of how data manifests in our everyday 
lives. Thirdly, Amazon first made its way into the food sector, 
now it is in the insurance market, and the home delivery market 
(Insurance Up 2017). Fourthly, Apple similarly has been providing 
a closed ecosystem for years and is now moving into health 
care, and at the same time trying to differentiate itself by being 
especially privacy-concerned, as shown by the new Apple login 
providing online anonymity (Apple 2019).

These trends provide the 
playground on which we have 
developed our two scenarios.
Read more about these customer-centric scenarios “Me, my data, 
and I” and “Digital Convenience” in the next chapter. 
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Future & Data
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Based on the insights and 
trends we identified, we 
created two human-centred 
scenarios that exemplify in 
which direction the future 
of data might lead us in 
our daily lives. 
These scenarios are not meant to be extremes such as best or 
worst case scenarios. We strongly believe that the two would 
happen simultaneously, and in the near future might even overlap.

The trends “quantified self”, “online anonymity”, “datafication”, 
and “trust/transparency” are combined in the first scenario we 
named “Me, my data, and I”. 
 
Scenario “Me, my data, and I”
One of the two customer-centric scenarios, which we think is a 
distinct opportunity for our companies in the future, has to do 
with the way personal data will be used, stored, and managed. 
Personal data will be saved in different personal data lockers, 
sorted by the topic they cover, i.e. purchases, home, financial, 
health, or mobility-related data. Through an authorisation mana-
ger, the consumer will give stakeholders access to specific data. 
In this way, control will go back to the consumer, and access 
will be regulated by their preferences. This allows for a certain 
degree of online anonymity and transparency. 

With the rise of the quantified self, who tries to auto-improve 
through health trackers on a daily basis, we not only generate but 
also collect more data about ourselves. Everything is measured – 
from the first step in the morning until the ascent up the stairs to 
reach our bed. 

The datafication of our reality will not extend the “health 
tracker idea” to other realms of our daily lives, i.e. mobility. Our 
daily movements with different means of transportation will be 
perceivable and also analysable. 
     
This scenario might not be as far-fetched as it sounds. The foun-
ding activities with bitsaboutme or spoud are weak signals in this 
direction, also in Switzerland.  
     

On the business side, this scenario gives way to solutions for the 
provision of personal data lockers where personal data is stored. 
There will be a need for personal data analytics either through 
the data locker providers themselves, or through a third party; 
broadvision and sedicii are startups we have seen in this area. 
Another example would be a digital medical file, where provi-
ders, who create value in the market, not only offer storage but 
analytical services as well. The access management will in turn 
drive solutions that offer personal data management as a service, 
like the startup Wibson does. Finally, we will see opportunities 
for personal data stores, where a certain monetary incentive may 
motivate people to share their data for innovation, analyses, and 
other purposes, as we have seen with Dawex. 
     
On the consumer side, we presume that even in a post-GDPR 
world, we will be able to segment consumers into two types: Data 
sharers and data hoarders. Data sharers will be people who are 
willing to share their data with others in exchange for more con-
venience, more value, or a better user experience. Data hoarders 
are people who will not be willing to participate in part of the 
Data Economy, and therefore, do not share their data. These two 
groups are not mutually exclusive categories. Some consumers 
might be data sharers in some areas, but not in others. The type 
of behaviour people exhibit will be strongly rooted in their values 
and personal preferences. 
     
In conclusion, we believe that in the very near future, personal 
data, the digital raw material from which information and other 
insights are extracted, will not be free of charge anymore. This 
means that the traditional data management model will change 
entirely. Users will take back control of their own data. Taking 
control means deciding how and for what reasons their data will 
be used based on an informed consent. It will, however, also bring 
completely new revenue streams with regard to data usage. The 
years of unpaid data will end.
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Scenario “Digital Convenience”
Currently, human decision-making is highly influenced by one’s 
values, personal network, or through classical marketing. For 
companies the relationship to their customers through direct 
interfaces/relationships was always key because of the direct 
influence on their customers’ behaviours.
     
In our second scenario “Digital Convenience”, many buying decisi-
ons we have been taking actively will be automated (technological 
disintermediation). This responds to the desire of people to have 
more convenience in their everyday lives. This will give rise to the 
so-called age of “silent commerce”. 

Thus, at a certain point in the future, individuals will be in a 
position to focus their attention solely on critical transactions. 
Algorithms - capable of predicting our needs and behavioural pat-
terns better than ourselves - will take care of the rest, therewith 
creating a sense of “hyper-personalisation”. Automated 
ordering and automated payments without manual human inter-
vention bring the “Digital Convenience” into our lives. 

Envision, for example, a smart fridge automatically ordering food 
items it senses are running low. That is not common yet, but ever 
since consumers were offered the option to shop online from 
home, rather than having to go to a store, technology has been 
rapidly removing friction from commerce.

Returning to Switzerland, we realised this scenario is not as 
far-fetched as we thought. Companies like LeShop may re-
brand to show you your top 100 items in your “digital shopping 
cart”, which are extracted from your cumulus card; or bring, an 
app that enables us to directly order our shopping list (see pilots 
with brack.ch). We believe there might be many incremental 
steps towards the final “vision” of frictionless commerce. In the 
ultimate manifestation of frictionless commerce, purchases will 
be automatically initiated on behalf of consumers (with their 
advanced consent) using real-time, integrated data from known 
preferences, past behaviours, sensors, and other sources.

From a business perspective, this scenario will bring a lot of dis-
ruptive potential in the ordering, payment and delivery layers. 
We will see many new players that have not been part of the 
(e-)commerce landscape in the past. Players like home appliance 
producers, smart contracts and payments from non-banks, and 
in-house/in-apartment delivery from new non-local carriers. 
Amazon has already made great strides in convenient home shop-
ping with its dash buttons that let customers reorder specific 
products and brands with just a push. 

At the same time, existing business models will thrive under 
these new circumstances. The automated-buying processes right 
from the beginning will create a lock-in situation with producers/
providers. Certain companies now more than ever will lose direct 
contact with their clients. Classical Marketing strategies will 
prove to be without consequence, which in turn will lead to the 
repurposing of marketing budgets. 
     
With the consumers’ perspective showing a rising desire for 
more convenience in their everyday lives, consumers will be com-
fortable with technology making decisions for them. Consumers 
will produce even more behavioural and consumption data, which 
makes the question of data leaks an even more pressing one. We 
strongly believe that through automated decision-making (by 
intelligent machines), brands will become less important in the 
near future. Consumers will use their personal decision power 
and attention for things they truly care about. For the rest, they 
will train their digital assistants. 
     

In conclusion, we think that this 
scenario will have substantial 
disruptive power in the early 
stages. Even in its incremental 
steps, it will change the way in 
which we do business. When 
machines learn the buying 
patterns of users, and help 
them to automate basic 
decisions based on their 
preferences, companies are 
forced to find new ways how to 
engage with their customers. 
Relationships that have been 
built and maintained over 
decades will become subject 
to the “digital-convenient” 
way of life.
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The glimpses of the future we have presented are rooted in the 
here and now, and they are emblematic of the shifts underway in 
most sectors of the economy – most likely including our own. The 
two scenarios we have developed do not show two alternative 
realities but one, looking at the future from different angles.

1. In which areas should 
    we invest?
We strongly believe that in time, some of the ecosystems will 
develop naturally into global and local systems, where the global 
ecosystems will be worldwide, and local ecosystems will stay 
within national borders. It is in responding to and predicting this 
landscape where our respective companies will find their positio-
ning for the future. Ideally, investing in ecosystems, which in the 
long-term will turn out to be local. 

2. Which position should we
    take in the data ecosystem?
Companies need to position themselves as data producers and 
presenters. They need to think about ways how their current 
business operation might provide unique data, and try to capture 
it, and make it available in a sensible way; either for their own 
operations, to service providers, or to the consumers themselves.
Data producers will devise their strength from collecting and 
controlling large quantities of exclusive data. This is why we 
foresee many larger companies expanding into the Data Econo-
my to become a data producer. Data producers are able to 
differentiate themselves from the rest if the data they host is 
exclusive. This position will become even more interesting once 
more products have transitioned into smart products. The better 
data describe the physical world in a digital way, the higher its 
value is. Data presenters are also the critical interface to the 
consumer. Owing to customer loyalty and content, strong user 
interfaces, digital experience, and data discoveries, this role has a 
lot of potential for the future.

Conclusion
3. How should we use 
    our customer data?
Use data to understand customers on their terms, and prepare to 
offer consumers meaningful value in exchange for their proprie-
tary data. Demonstrate through examples the use of their data to 
enhance their lives. Build trust. 

4. How to engage the
    future consumers?
Rely on listening and translating more than on broadcasting. Stra-
tegically redirect resources away from understanding channels, 
towards deeper understanding of consumers. Challenge the 
complacency that stems from having an abundance of consumer 
data. Build a markedly more sophisticated ability to identify and 
anticipate customer needs. Redefine the way you look at your 
target market. Traditional demographics are no longer sufficient. 

Last but not least, we want to leave you with something all of us 
realised along our trip:

We need to embrace the fact 
that not only data scientists 
and related data jobs will have 
to know how to work with data 
in the future. We strongly 
believe that every single one of 
us will have to become a data 
enthusiast not only in our 
professional but also in our 
private lives.
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We have to become data scientists. 
Well, actually no. We have to 
become data enthusiasts.

Tania Philip, Shutterstock
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