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Never in my life can I recall a time 
when business and enterprise 
operations seemed so ripe for 
the new – new processes, new 
structures, new talent, and new 
ways of thinking about, and 
creating, the future.
 Well it ’s about time.
 We’ve now endured two full years 
of a global pandemic. What began 
with office closures and quarantining 
gave rise to digitally enabled remote 
work, increased use of self-service 
tools across industries, and ingenious 

automated solutions for tackling customer service and supply  
chain challenges.
 The stage is now set to build on these wins.
 It ’s in that spirit of embracing change that I asked my 
editorial team to tap into the minds of business and operations 
leaders around the world, to f ind out how they plan to adapt 
and lead, what their workforces will look like, what skills they 
need. I think you’ll f ind the insights we uncovered fascinating.
 Our cover story, “The future of ops,” f inds most of the 
750 business and operations leaders who took our Future of 
operations survey expect automated technology, cybercrime, ESG 
(environmental, social, and governance) pressures to intensify, 
requiring fresh technology and organizational approaches. 
 Several of our features show how organizations are 
deploying emerging technology in fresh, novel ways. Express 
Scripts, the pharmacy benefit management company, is 
using artif icial intelligence (AI) and machine learning (ML) to 
let its members get their medications painlessly, ef f iciently, 
and cheaply. Then there’s John Huehn, our general manager 
of customer service and sales, explaining how automated 
customer service gives back precious time to call center 
workers as well as to customers themselves.
 I hope you’ll also appreciate several perspectives on 
the growing importance of ESG and diversity. We have an 
enlightening infographic on the technologies that are winning 
(or losing) the sustainability race. For a smart perspective on 
diversity and inclusion, we asked AI ethics expert Elizabeth 
Adams to weigh in on how organizations can avoid bias and 
other complexities in AI. We also asked pro golfer Mel Reid to 
tell us about her leadership role driving inclusion and equality 
for women in the sport.
 Finally, if you’re feeling stressed about the future, spend 
some relaxing time with our guide to well-being and the sage 
words of healthcare expert Dr. Claire-Cecile Pierre, associate 
chair and a vice president at Brigham and Women’s Hospital, 
Boston, USA. And if you still need future-proofing guidance, see 
our back page horoscopes.
 The GO! staff will continue to chronicle what business and 
tech leaders are thinking and how they ’re preparing to crush 
complexity in these challenging times through innovation 
and business process modernization. I hope you f ind all this 
information useful in your efforts to think, lead, and succeed.

Rachael Kinsella 

John Huehn  

A two-hour phone call with a customer service line got 
John Huehn thinking about time. As general manager 
of customer service and sales automation at Pega, 
Huehn explains how technologies like intelligent virtual 
assistants – which deliver fast, self-serve customer 
service – help customers and companies reclaim this 
most precious resource.

When iResearch set out to survey tech and business 
leaders about their sustainability practices, they were 
looking to learn about greenwashing – false claims 
companies make about their sustainability. Rachael 
Kinsella, Editor in Chief of iResearch, helps break down 
some crucial findings.

“A driving force,” Page 6

“Healthcare equity meets operational efficiency,” Page 19

“Green with envy,” Page 24

“Change management in healthcare takes a human touch,” Page 20

While interviewing professional golfer Mel Reid, 
writer Kristin Burnham learned about courage and 
authenticity. “Mel is a very open person,” she said of 
her conversation with Reid, who came out as gay in 
2018 and has since become a force for inclusion and 
equality. Among her leadership tips: “Teach others to 
be comfortable with themselves.”

One way to address healthcare inequities is to sup-
port healthcare entrepreneurs. “We want them to 
focus on this not just from a medical perspective,  
but from a business-minded perspective,” says  
Claire-Cecile Pierre, vice president of community 
health at Brigham and Women's Hospital. Among the 
tech she envisions: low-energy ultrasound machines 
and virtual stethoscopes for rural communities.

Editor’s LETTER2 GO!

“The gift of time,” Page 3
THE FUTURE IS 
UNWRITTEN.

Navigating change is hard, notes Ramandeep Kaur, 
software engineering director at Express Scripts, the 
pharmacy benefit management company. The compa-
ny uses computer vision and automation to streamline 
workflows. But it ’s the people who are key to better 
patient outcomes.

Kristin Burnham

Claire-Cecile Pierre 

CONTRIBUTORS

Ramandeep Kaur

Tom Libretto 
Chief Marketing Officer
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he other day, the 

light on my Wi-Fi 

router started 

blinking an ominous yellow 

and I lost internet connec-

tivity. From my phone, I went 

to our telecom provider’s 

online self-service portal, but 

couldn’t find a solution that 

got me back online. When I 

called, the automated atten-

dant warned me that it would 

be over an hour to speak with 

an agent. On chat, I was 146th 

in line.

 I understand. The pan-

demic and the “Great Resigna-

tion” have left contact centers 

and the whole service industry 

short-handed. I am one 

of the people who is grateful 

to those who continue to 

show up. Corrine, the agent 

I eventually connected with, 

was kind and she skillfully re-

stored my service. My contact 

center experience took an 

hour and forty-five minutes.

 In today’s fast-paced and 

virtual meeting-packed world, 

our days are busy. None of us 

have an extra two hours to 

resolve a service issue – and I 

can’t see how that will change 

in the near term. Likewise, 

we are two years into the 

pandemic and hold times 

in contact centers are still 

running long. 

 

Companies simply cannot 

cost-effectively hire the 

number of employees 

required to deliver timely 

service. But there are ways 

that companies and their 

customers can take back 

their time.  

 Over the past few years, 

we’ve seen tremendous 

advances in automated cus-

tomer service. Messaging 

channels like chat, iMessage, 

and WhatsApp let us con-

nect with companies on our 

mobile devices. They even 

let us start a conversation, 

step away to take a meeting, 

then pick it up again later, 

when it’s best for us. Not 

only that, but artificial intel-

ligence (AI) also lets us self-

serve on those channels via 

intelligent virtual assistants 

(IVAs), aka smart chatbots. 

In many cases, these capa-

bilities deliver effective (and 

fast!) customer service.

 Today, AI is also helping 

contact center agents them-

selves support customers 

more efficiently. Operating 

as helpful co-pilots, voice 

and messaging AI solutions 

listen to calls or read chats 

in real time and perform 

tasks for agents, like filling 

in forms, directing them 

through workflows and 

screens, and finding them 

important information. 

These AI-powered co-pilots 

enable agents to serve 

customers faster and move 

to the next in line sooner.

 Additionally, the most 

data-driven companies I 

know have started using AI 

to proactively identify and 

resolve issues before their 

customers experience a 

service interruption, often 

eliminating the need for 

contacts altogether. 

 Since adopting Pega’s 

workflow automation and 

AI-powered platform, our 

own clients have seen the 

benefits of these results:

• Insurance company 

VIVAT has had an 80% re-

duction in average handle 

time and a 12% increase in 

customer satisfaction.

• Healthcare insurer 

Anthem has seen a 

100-second decrease in 

average handle time and 

an 11-point increase in 

customer satisfaction.

• First Tech Credit 

Union’s time spent by 

agents handling calls has 

fallen by 40%.

 For companies, the time 

they save can be turned 

into cost savings, reinvested 

into even better customer 

experiences or redirected 

to revenue generating 

activities that yield higher 

quality interactions, deeper 

loyalty, and improved cus-

tomer satisfaction scores. 

Some companies further 

use their data-driven AI to 

bring new products and 

services to their customers’ 

attention, showing features 

that might be of interest 

to them. For Pega client 

Commonwealth Bank, 

this has led to a threefold 

increase in the bank’s offer 

conversion rate.

 For customers like me, 

though, the recovery of time 

that would have otherwise 

been spent resolving service 

inquiries is the greatest gift 

of all. Companies that proac-

tively address my issues save 

me from contacting them, 

while companies that offer 

AI-powered self-service 

provide me convenience 

while saving me time. 

Ultimately, companies that 

support their agents with 

AI-powered co-pilots provide 

me with a more efficient 

service experience and save 

me from waiting on hold for 

my call to be answered.

Advances in customer service, AI, and automation 
deliver the most valuable commodity of all.

T

Illustration: Nick Matej

By John Huehn

Illustrations: Paddy Mills
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By Joseph V. Amodio

YOUR GUIDE TO MINDFUL WELL- BEING, 
FROM MEDITATION CUSHIONS AND  
MA SSAGE C ANE S TO JUS T TAKING A 
BR ISK DAILY WALK .

Getting up and moving is a good idea. Kind of a no 
brainer, really.
 In fact, medical studies have long shown that stress 
(say, the kind busy tech and business leaders get when 
navigating personal life and business disruptions) can 
shorten your life. It can even kill you, thanks to stress- 
related illnesses. 
 The flip side to those dire findings: Practicing 
wellness can improve your quality of life and  
extend it. Wellness comes in various forms, 
including health, fitness, nutrition, beauty and 
grooming, sleep, and – the latest entrant in our 
self-care culture – mindfulness.
 Researchers recently found a link between 
mindfulness and enhanced cognitive function 
(improving attention, memory, and self-control). It’s 
little wonder that the $1.5 trillion wellness market is 
doing quite well – with 79% of consumers ranking it 
as important and 42% considering it a top priority, 
according to a 2021 McKinsey survey. You can work 
on your mindfulness and well-being indoors or out. 
And you don’t have to spend a penny. You can take a 
brisk walk. Or, if you like technology like we do, you can 
check out some of these helpful tools.

Smart Garden’s 3 Self Watering Indoor Garden   
can grow herbs and veggies, thanks to an LED lamp and 
a month’s supply of water in its automatic watering tank; 
$139.95 at nordstrom.com

Apollo Stress Relief Wearables are the brainchild of 
neuroscientists at the University of Pittsburgh and work by 
creating rhythmic vibrations (actually low-frequency sound 
waves you don’t hear but feel) to rebalance the nervous 
system, promoting better sleep, focus, calm, and more; 
$349 at apolloneuro.com

Walden Meditation Cushion + Mat Set, perfect for 
your “om sweet om,” is antimicrobial, moisture resistant, and 
comfy – thanks to memory foam and natural, hypoallergenic 
buckwheat fill; $295.00 at walden.us

NEOM Wellbeing Pod is a diffuser that works at the 
touch of a button, utilizing all-natural essential oil blends to 
help you de-stress, energize, lift your mood, or snag some 
shut-eye; $122 and up at us.neomorganics.com 

Lusso Cloud x MOPQ Pelli super-soft, waffle-knit slides, 
made of memory foam and recycled bamboo, are a collab 
between sneaker makers Lusso Cloud and chill California 
brand Museum of Peace & Quiet; $135.00 at lussocloud.com 

Core Premium Smart Meditation Trainer  
with biosensors that track stress levels works with an 
app to deliver guided meditations, breath training, and 
soundscapes; $219 at bloomingdales.com 

FEEL BETTER

A

INDOORS

C E

B D F

TriggerPoint AccuCurve Massage Cane boasts an 
ergonomic handle that can zap muscle knots and alleviate 
soreness in those hard-to-reach spots on your neck, 
shoulders, and back; $21.98 at amazon.com 

Cloudstratus running shoes for men and women  
go double duty on cushioning by protecting your feet  
vertically and horizontally for sprints or long hauls or,  
hey, just traversing that shopping mall parking lot – all 
through recycled poly uppers and rubber-grip soles;  
$169.99 at on-running.com 

Bowflex SelectTech 552 Dumbbells is perfect for 
those who like to kick it (or in this case, lift it) old school; 
$399.99 at dicksportinggoods.com

PlantWave turns the whole talk-to-your-plants thing on 
its head; now the plants sing to you, courtesy of botanic 
biorhythms detected by sensors on a plant’s leaves and 
translated into music via an app; $299 at plantwave.com

Pega does not receive payment or other compensation from the manufacturers of products mentioned in this article. Pega does not make any representation or warranty concerning any of the products. They are described for informational purposes only.

HidrateSpark STEEL smart water bottle is a sci-fi-worthy 
chugger that syncs to an app on your phone, tracking your 
fluid intake, alerting you when too much time has passed 
between sips, and ratting you out by glowing till you gulp 
some more; $60 at amazon.com

Hiking or walking briskly for just 30 minutes a day, 
or even at a leisurely pace for 4,000 steps a day or more, 
improves fitness, cardiac health, and posture; alleviates 
depression and fatigue; and boosts your mood and creativity. 
So what are you waiting for? Lace up and head out.

A C E

B D F

OUTDOORS

Well-being  GUIDE4 GO!
Illustration: Nick Matej
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“Sharing my story in hopes it will help someone else share theirs.” 

 After typing those words to her Twitter followers on Dec. 

10, 2018, professional golfer Mel Reid – a six-time champ on 

the Ladies European Tour – quickly became one of the most 

visible, authentic, and admired voices for the LGBTQIA+ 

community and the many obstacles it faces. Since coming out 

that day, Reid has led the fight for equality in the male-dominated 

sport of professional golf, where men are paid more for 

competitions and from sponsors and are given more media 

attention. The discrimination extends beyond professional 

golf, with Reid noting that if she as an elite golfer is made to 

feel unwelcome at certain golf courses, what hope is there for 

other women? Reid spoke to GO! about those issues, how she 

makes the choices that define her, and how she hopes to lead 

her sport – and those who watch it – into the future.

A driving force
AN ADVOCATE FOR EQUALITY IN SPORTS, GOLFER 

MEL REID IS ON A LEADERBOARD ALL HER OWN.

BELOW ARE HER THOUGHTS ON LEADERSHIP.

What I care most about is... f ighting for higher 

pay and more visibility in women’s professional 

golf. We do the same job as men. We sacrifice 

just as much as men. But we’re paid a tenth 

of the prize. Unfortunately, that ’s the way it is 

for women in many sports – not just golf. We 

deserve more respect because we’re tremendous 

athletes. We should have equal opportunities.  

When I was growing up... I saw only men 

representing brands in the pro shop – Adam 

Scott, Tiger Woods, Ernie Els. There wasn’t 

one woman. Marketing, advertising, and social 

media have a big opportunity by appealing to 

more women. That ’s one way to start to move 

the needle toward equality. If it ’s in front of 

you, you’re going to watch it and you’re going to 

respect it.

I came out because... I was at a point in my 

career where I thought, You know what? Why am 

I hiding this part of me? I can’t help who I am. I ’m 

very proud of who I am. And others should be 

proud of themselves too. It ’s very important to 

me to be authentic. I wanted the people around 

me to know who I am, particularly the companies 

that represent me. It was important to me to 

work with sponsors that would be proud to 

represent me as my authentic self. There’s only 

one you in the world and you want to be your 

best version of you and proud of who you are.

I try to teach others... to be comfortable with 

themselves. I ’ve been the shy rookie on a team. 

I was very fortunate to have great mentors who 

made me feel comfortable. I feel like it ’s my role 

to do the same as a more senior player. When I 

see someone who looks a bit uncomfortable, I feel 

for them and want to make them feel welcomed. 

That ’s something I ’m proud of. If I make a bit 

of dif ference to a couple players, I ’ve done my 

job. Golf is a place where everybody should be 

welcome, and I'll always f ight for that.

Professional  PROFILE6 GO!
Illustration: Edgar Garcia

By Kristin Burnham
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The corporation as a social activist

Truly conversational AI

 Customers will continue to expect companies to play a 
bigger role in society across economic, social, environmental, 
and political domains. This started during the pandemic, 
particularly with the social justice and equity movements. 
But there are also climate control issues. These things have 
all fused together, and customers are seeing themselves as 
global citizens. And for the f irst time, they ’re saying that 
business is the most trusted institution, more trusted than 
governments and the media.
    Customers f irst started wanting brands to look after their 
people and their suppliers. But now they want brands to 
step up and exercise agency on their behalf. They say, “I ’ll 
spend my money with companies that lobby, invest, and 
take stands on political issues that align with my values.”  

It ’s like a dollar is a vote. It ’s democratic capitalism.
  Take a global brand like Patagonia. It keeps pushing 
the boundaries around how it sources its material, how it 
encourages people to keep things for longer to reduce, repair, 
reuse, and recycle. It becomes about the buyer’s journey. It ’s 
not just about consumption. It changes their relationship, but 
it ’s not just about more, more, more, more, more.

 I’m old enough to remember the 1980s 
TV show “Knight Rider,” in which David 
Hasselhoff had full on conversations 
with his sports car, KITT. It was a Trans 
Am with artif icial intelligence. At some 
point during the next decade, natural 
language processing is going to mature 
enough to produce those types of 
natural exchanges. That will be a huge 
differentiator in call centers.  
  Here’s one way that calls will work. 
When a Spanish speaker calls customer 
support today, they get routed to a Spanish- 
speaking agent. Within the next 10 years, 
that call will connect to an English speaker, 
or any other language, and an AI will 
translate between them in real time.  
So, the caller gets answers from the best 
person able to help them, and not just 
someone who speaks their language.  
On top of that, you’ll have an AI listening 
to the conversation, in whatever different 
languages are being spoken, giving advice 
or guidance to the call center agent to  
help the customer.
  In addition, conversational AI will 
transform the employee experience. So, if 
I ’m a worker and want to know how much 
PTO I have left, I don’t have to email HR 

We asked two leading 

tech influencers to 

describe the biggest 

disruptors companies will 

face in the next 10 years. 

Here’s what they say the 

future will look like. 

QQQ
The past two years of enterprise 
challenges seem ripped from 
a Hollywood plotline: a global 
pandemic, surging cybercrime, 
environmental calamity, 
and the rise of the robots. 
Here’s how to be a hero.

THE

FUTURE
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NEXT UP

Resilience against disruption is becoming the  
key phrase for business and operations leaders. 

Elizabeth Adams is on a mission to help  
enterprise leaders create fair and impartial AI.

10
The future of ops

16
Creating a fair AI future
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Adrian Swinscoe 
Customer Experience Advisor and 
Author of “Punk CX” and “How to Wow” 

Brent Leary
Partner, CRM Essentials 

or read a manual. I ’ll call the employee chatbot and say, “Hey, 
I want to take a week off. Do I have any time left?” These bots 
will be able to handle abstract questions based on my role 
and performance. I could say, “Yeah, I want to know what my 
opportunities are to grow in this company.”
  So, instead of having all this information locked away 
somewhere, and having to type in a request and follow a link 
or even speak to someone – and you may not want to share 
some of these questions at this point – you’ll be able to have a 
conversation with the AI. Being able to talk like a regular person 
and get the answers you need quickly and seamlessly will be a 
game changer.

  This is a 21st-century mindset. 
It ’s driven by a younger generation 
that wants companies to be activists. 
This will continue to be a disruption 
and challenge for senior executives, 
boards, shareholders, and pension 
fund investors, who are generally 
conservative and whose primary 
objective is f inancial returns. They see 
risk in taking political positions. They 
worry that, “Hey, we’re gonna upset 
customers who disagree with this and 
they will never buy from us again.”
  Guess what? They ’re right. There’s a 
proportion of customers who will push 
away. But there will also be people in 
the middle saying, “Whatever. I get value 
from the brand’s product or service. I 
don’t care about what they say.” And 
then there’s other people who will say, 
“Right on. I ’m totally with you.”

Illustrations: Paddy Mills
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Organizational disruption – from automation, cybercrime, regulatory 
change, and the drive for environmental, social, and governance 
initiatives – means ops is in for a bumpy ride. Here’s how to navigate.

In fact, the list of enterprise challenges seems like it was ripped 

from a Hollywood superhero plotline: a global pandemic, 

surging cybercrime, extreme weather, environmental calamity, 

the rise of robots and automation, and a tangle of bureaucratic 

compliance and data regulations that seem to thwart all action.  

 What’s a hero to do?

 If you’re Amit Dixit, head of operational excellence at London- 

based QBE European Operations (one of the world’s largest 

insurers), you stay focused on customers. “For us,” he says,  

“the key to success is developing the right technology that fits 

the needs of our customers and our business, while ensuring 

that people and technology work alongside each other to deliver 

the best result for the customer.”

 To maintain operational resilience in the face of disruption, 

QBE has used robotic process automation (RPA) to automate 

some 30,000 customer claim tasks per week. In a time of great 

staffing difficulty, the bots enabled the global insurer to save 

about 50,000 person-hours a year – the equivalent of 25 full-

time employees who are then freed up to focus on more high 

value work – and build a more agile organization for the future.

 Increasing resilience in the face of relentless disruption is top 

of mind for a majority of operations professionals these days. 

That’s according to Pega’s 2022 “Future of operations” survey 

of 750 industry leaders across several industries, including 

financial services, insurance, healthcare, manufacturing, the 

public sector, life sciences, and telecom. Most survey respon-

dents seem to be expecting a bumpy road in the next three 

to five years as rising automation, cybercrime, environmental 

sustainability, and government regulatory compliance (GRC) 

pressures continue to rock their worlds.

 “I sense chief operating officers in just about every industry 

fear what could come next, and they want to be ready for it,” 

says Pega CTO Don Schuerman. “COVID-19 was just the tip of 

the iceberg. Most business leaders know more costly financial 

challenges could be lurking around the corner.” 

 Indeed, organizational disruptions – and the costs associ-

ated with them – are becoming more frequent and expensive 

concerns. Companies report that one or more months of 

disruptions now occur every 3.7 years, according to McKinsey. 

Over the course of a decade, these issues can add up to losses 

equaling nearly 45% of one year’s profits. 

 Automated technologies, for instance, are seen as one of 

the main disruptors that organizations will have to address. As 

technologies like artificial intelligence (AI) and machine learning 

(ML) become mainstream, respondents see general-purpose 

jobs disappearing. In their place, they expect more specialized 

and technically skilled positions to emerge. At the same time, 

they predict AI and ML will cause operational functions to 

shrink and, quite possibly, merge into other departments.

THE PAST TWO YEARS 
HAVE BEEN TUMULTUOUS 
FOR EVERY INDUSTRY. 

11



Cybercrime is another major disruptor. In 2021, 

cyberattacks against corporate networks leapt 50% 

compared to the previous year, according to Check 

Point Research. Not surprisingly, most Pega survey 

respondents (59%) ranked cybercrime and fraud as 

their top challenge, and 43% say it’s their highest 

priority for future operating models. 

 Environmental sustainability and corporate 

responsibility also rose to the top of disruptors, 

concerning 68% of respondents worldwide. The 

study suggests investors, shareholders, employ-

ees, regulators, and even the general public are 

likely to put more pressure on organizations to deal 

with these issues in the years to come. 

 Regulatory changes will cause significant 

bottlenecks in several industries, with insurance 

and financial services feeling it the most, accord-

ing to Pega’s survey. Overall, 64% of respondents 

expect the need for greater corporate gover-

nance to weigh heavily on operations over the 

next several years.

 To get on top of these disruptors, respondents 

to the Pega survey expect to embrace entirely 

new business models. For example, rather than 

relying on a plethora of tools, technologies, and 

processes that can assist them in the moment,  

organizations will look more and more to platforms 

and other scalable solutions that simplify and set 

them up for ongoing, long-term, company-wide 

resilience.

      As a result, they’re more resilient. Their 

data accuracy has risen to 95% from 55%. Their 

average time to prepare a product for launch has 

been cut in half, to 16 weeks from 32 weeks.

 In the next three to five years, such organiza-

tional preparedness, according to the Pega sur-

vey, will no longer fall solely to an organization’s 

chief operating officer’s team. Instead, multiple 

departments will be responsible for enterprise 

resilience – helping the organization comply with 

cybersecurity best practices, sustainability and 

diversity commitments, and GRC.

 The makeup of operations teams is also 

expected to change quite dramatically as part 

of this, according to the survey. For example, 

with AI and ML taking over routine and manually 

intensive jobs, 51% of respondents say future ops 

professionals will need more specialized skill sets 

(see: “The rise of the ops specialist,” next page). 

Similarly, 42% say professionals will need to be 

more tech savvy to make use of important tech-

nologies like AI, ML, and RPA, as well as business 

intelligence and analytics.

 Operations departments will look radical-

ly different too, respondents say. Many could 

even disappear. With the need for resilience 

rising across organizations, 61% of respondents 

foresee operations, IT, and business strategy 

becoming more joined at the hip, and 28% think 

departments will consolidate and merge. As 

this happens, about 20% of respondents expect 

operations-type decisions to be made by non-ops 

leaders as digital technology provides access to 

organizational and departmental data.

 “Around organizational structure, digital 

transformation has brought the business closer 

together,” says a financial services operations  

director who participated in Pega’s survey. 

“You’ve now got better visibility. Everyone’s work-

ing more closely together.”

 A huge part of that collaboration will involve 

organization-wide efforts to deliver differentiated 

customer experiences. Automated technologies 

will undoubtedly help with this. But respondents 
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seem to be warning organizations against putting 

too much stock in AI and ML for these efforts. 

Instead, they recommend striking a hybrid balance 

between technology and human touch.

 Indeed, Pega’s survey respondents see an oppor-

tunity for companies to differentiate by emphasizing 

their people over and above their cool technology. 

That would be a big and welcome shift. Many compa-

nies have been enamored with technologies like AI 

and ML for the past few years and haven’t been shy 

about touting those deployments. But respondents 

say automation should augment human touch – not 

replace it.

 “[Should] operations move towards zero human 

touchpoints?” asks one healthcare COO from the 

Pega survey. “For healthcare, the answer is abso-

lutely ‘no.’ But I would say that easily 50% of the 

traditional healthcare processes can be digitized and 

need not have that human touch.”

 Operational resilience will also need to extend to 

manufacturers and supply chains, which have been 

hard-hit by the pandemic. Unable to consistently 

produce let alone deliver goods over the last several 

years, manufacturers have all but abandoned the 

lean, just-in-time manufacturing model, where items 

were created to meet immediate demand. Now, 54% 

of survey respondents say they are looking to apply 

automated technologies to supply chain and logistics 

operations to head off potential disruption.

 “Resilience against disruption is becoming the 

operative phrase for C-suites in every industry,” says 

Schuerman. “If the lessons of the global pandemic 

have taught the business world anything it’s that 

you’ve got to expect the unexpected – because it will 

inevitably come your way. Business and ops leaders 

have to do whatever it takes to crush complexity and 

remain vigilant against the unknown.”

With a record 4.5 million workers voluntarily quitting jobs last 

winter as part of “The Great Resignation,” AI was suddenly off 

the hook from being the next big employment killer.

 But in the world of operations, that is likely to change very 

soon as organizations tap the power of automated systems to 

all but eliminate manually intensive jobs and focus on more 

strategic priorities.

 In a new 2022 “Future of operations” survey from Pega, 

“more than a third (36%) of global operations and business 

leaders polled say they plan to reduce the number of 

generalists, or people doing manual work, that they employ.” 

Demand for data management analysis professionals, for 

example, is expected to all but disappear, the survey indicates.

 Meantime, nearly half (48%) of respondents say they 

need more operations specialists for work that cannot be 

automated or digitized. Leading the pack will be candidates 

with technical skills in: real-time data and intelligence (44%), 

customer self-service (43%), intelligent automation (42%), 

predictive analytics (42%), enterprise modernization (42%), 

cloud services (41%), and cybersecurity (40%). 

 With an eye on business growth, operations organiza-

tions are also prioritizing a variety of skills that generalists 

typically don’t possess. These include: business strategy (31% of 

respondents), leadership (26%), collaboration (26%), problem- 

solving (25%), adaptability (23%), and critical thinking (22%). 

 “The shift to operations specialists is happening, not just 

because automated technologies like AI make it possible, but 

due to the fact that every business needs a more highly skilled 

workforce to compete in today ’s highly complex economic 

environment,” says Pega CTO Don Schuerman. 

 The need for specialists applies to every industry but 

appears more pressing in certain fields, such as government, 

telecommunications, and manufacturing, where digital trans-

formation is happening quickly, according to the survey. The 

types of specializations also vary according to the specific 

needs of each industry. In manufacturing, for instance, 

there appears to be heavy demand for specialists with talent 

in applying technologies like AI and predictive analysis 

to address current and future challenges, such as supply 

chain disruption, environmental and regulatory compliance 

pressures, and cybercrime. 

Most operations pros readily admit that, although there will 

be an increased need for specialists, recruiting and hiring 

the right individuals will be tough. It ’s no secret that there 

is stiff competition for qualif ied talent underway across 

all industries – especially high tech. In fact, 58% of leaders 

surveyed by Pega ranked talent retention and hiring as their 

second biggest priority, second only to cybercrime and fraud 

at 59%. In addition, 37% admit they expect to struggle with 

talent retention and recruitment. 

 To get on top of this ongoing dilemma, many operations or-

ganizations recognize they will need to retrain willing generalists 

for new, more technically oriented roles as well as desired soft 

skills. A third of respondents say they will offshore or outsource 

certain jobs to meet their needs. – D.R.
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ECHNOLOGY AND INDUSTRY DISRUPTION DRIVE 

THE NEED FOR DEEPER TECHNICAL EXPERTISE.

Illustration: Paul Blow

The rise of the ops specialist
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D E S I G N  T H I N K I N G ’    R E A L  RO I : 
U N LO C K I N G  C R E AT I V I T Y

By Clay Richardson
CEO, Digital FastForward

few years ago, a large pet food maker 
had a problem: dog obesity. Scores of 
well-meaning pet parents had been 

overfeeding their dogs on the brand’s food, mostly 
because they didn’t know how much of it to give 
them. That led the frustrated parents to turn 
to competitor brands of diet dog food. The 
pet food maker’s goal: stop those brands from 
eating its lunch.
 To do this, the company’s research and 
development (R&D) wizards turned to technology. 
They designed a digital kibble scooper to tell 
customers exactly how much to feed their dog 
based on breed and size. Genius. But when they 
tested the slick gadget, they found that while it 
technically “worked,” it didn’t “work” for customers. 
They kept overfeeding their dogs. After millions of 
dollars and countless hours wasted, they decided 
to try a different approach: design thinking.
 Design thinking is a methodology that helps 
teams solve problems through exploration, 
experimentation, and creative iteration of 
solutions. While creativity in business is too 
often considered the domain of a select few 
employees and their professions, design thinking 
is meant to show that anyone – in fact, everyone 
– can tap into this power. It gives stakeholders 
from the C-suite to the call center a step-by-step 
process for unlocking their creativity.  
 Here’s how it works – and how I explain it 
to anyone who wants to harness its potential. 

Typically, when we see a problem or challenge, we 
jump into fix-it mode. We think: I have a process 
– or in this age of technology advances – I have a 
tool or gadget that can work. 
 Yes, it ’s human nature to try to build a better 
mousetrap. But what if the old mousetrap 
isn’t the problem? What if it's the mouse or the 
messy kitchen counter attracting the mouse 
or something else entirely? Design thinking 
recenters the problem around understanding 
and empathizing with your customer and their 
pain points through a series of four collaborative 
steps: 

Observe: Don’t ask the customer about their 
“problem.” Instead, observe what the customer 
normally does around this problem. Your objective 
here is to put yourself in the customer’s shoes so 
you’re exploring the problem through their eyes. 

Empathize: Next, draw what we call empathy 
maps, or persona maps, of the pain points and 
processes. The goal is to look beyond your initial 
assumptions toward the deeper emotional 
components of the problem. Then prioritize the 
top four or five insights you’ve gleaned from your 
observations.

Brainstorm: Next, try to spitball hundreds (not 
dozens) of potential solutions in a very short (10- 
to 15-minute) period. My own team sets ground 

A

This methodology to problem solving shows that anyone, 
and everyone, can tap its power to transform the enterprise.
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rules so that this session will be a no-judgment 
zone. Don’t worry if the ideas sound wild and 
crazy. Don’t worry about if they’re implementable. 
Quantity is the most important thing.

Experiment: Vote on the most promising one or 
two ideas and experiment with them. This test 
should not take more than one hour nor cost more 
than $100. In other words, don’t build a $1 million 
high-tech prototype and hold six months of focus 
groups. Put your newly tested idea in front of your 
customer fast. If it doesn’t work, refine it and try 
again or move on to the next best contender.

hen the pet food company tried this process, 
it got their team’s creative juices flowing.  

They examined the problem – putting the owners 
at the center, not the dog – and came back with 
the insight that pet parents tend to overfeed their 
pups because of the perceived emotional reward 
the pet gives them. Wagging tails. Puppy 
dog eyes. You get the picture. That full-bodied  
I love you fulfills the owner’s needs, not the dog’s 
nutritional ones. 
 That insight led the company’s R&D team to 
experiment with a different approach. The result 
was the development of a lifecycle program that 
focuses on changing pet parents’ behavior around 
their pet’s lifespan. The pet food company smartly 
positioned itself not as a purveyor of low-calorie 
food, like its competitors, but as a provider of a 
holistic strategy that lets pet parents express their 
love through lifestyle management, including diets.  

Reaching for the “ f ix- i t ” solut ion – especial l y the gadget-f irs t 
or technolog y solut ion – is per vasive across al l industr ies 
and across al l areas of the enterpr ise. Today, we arm our 
cal l centers with A I and automation. I f customer sat is fac t ion 
is lag ging , we may decide to di tch a legac y CRM for a new 
one, wi thout ever ac tual ly talk ing to a customer to help us 
help them.
 Design thinking empowers us to walk in our customers ’ 
shoes, to discover the emotional root of their dissatisfaction. 
Of ten, they ’re dissatisf ied because they feel like the service 
agent is on autopilot , treating them as a task to be handled, 
not a human being with a need. 
 I learned this in a meaningful way from a client who found a 
novel way to forge a bond with his own customers. And it was 
through that most banal of conversation star ters: the weather.
 My client ’s idea: For each customer who called into his 
customer service line, the CRM would display the local weather 
to the call service agent to personalize the call. To test this, my 
client decided not to code it into his existing CRM because 
that could take two or three weeks. Instead, his team created 
a low-f idelity prototype by linking to a weather website. 
 When a customer called in, the agent checked the weather 
website and would say, “ I see it ’s 72 and sunny there in Florida,” 
just to gauge the customer ’s own temperature. Sure enough, 
the customer would warm up, “Oh, it ’s been beautiful the last 
three days.” During a one-week test , customer satisfaction 
rose notably – without writing a single line of code.
 That ’s the beauty of design thinking methodology. It ’s not a 
gadget-f irst approach. And no idea is too small – which means 
you might fail. But the freedom to fail unlocks a willingness to 
conceptualize out-of-the-box solutions. That ’s the real return 
on investment of design thinking: the chance to tr y, fail , and 
tr y again to deliver creative solutions that work.
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lizabeth Adams has spent more than 25 years in the tech 
world, but only in the last few years has her name become 
synonymous with an urgent cause: AI ethics. An advocate 

for gender equality and inclusion, Adams now works as a speaker 
and consultant to promote initiatives that reduce or eliminate 
bias throughout the AI product development lifecycle. Her lead-
ership of a responsible AI program is designed to help business 
leaders turn these concepts into action.
 Her work comes at a crucial time. Gartner predicts that 85% 
of AI projects created from 2018 through this year will deliver  
erroneous outcomes due to bias in data, algorithms, or the 
teams that manage them. 
 Adams, who is based in Minneapolis, recently took time to 
talk to GO! about these issues and offer guidance to enterprises 
on the complexities of tackling algorithmic bias.

Bias in AI is often presented as a quirky human interest story 
in the media, like when an AI chatbot goes off the rails and 
profanely insults users. How serious is this problem, really?

 AI bias is real. It happens because there’s a lack of diversity 
in the training data around gender, race, or ethnicity. It’s a huge 
problem that’s happening in hiring, mortgage lending, housing, 
and insurance. We can even talk about AI algorithms that have 
prioritized business executives getting COVID-19 vaccinations over 
frontline hospital workers or about algorithms choosing what com-
munities, usually privileged, get more vaccinations than others.  
It’s happening everywhere. To address it, we need all hands on 
deck to unpack it across various disciplines and systems.

There seems to be a lot going on under the surface. How did 
you get involved?

 I spent three years immersed in communities in the city of 
Minneapolis, both as a concerned citizen and as an appointee 
for the city’s Racial Equity Community Advisory Committee. I 
later helped establish a coalition to address public oversight of 
surveillance technology. Our coalition called for the city to ban 
facial recognition technology, which the city council ultimately did. 
It was a grassroots movement. And it took volunteers away from 
their families – just so they could advocate for what should be a 
basic human right: safe technology. The people who are tradition-
ally harmed by this bias are the ones who are doing all the work, 

By Christopher Null
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ELIZABETH ADAMS CO-LED 
A CIVIC EFFORT TO BAN  
BIASED FACIAL RECOGNITION TECHNOLOGY IN MINNEAPOLIS. 
NOW SHE’S ON A CRUSADE TO HELP ENTERPRISE LEADERS  
CREATE FAIR AND IMPARTIAL AI.
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and without a budget. There's an opportunity to focus on this 
problem much further upstream, in government and business 
leadership, which is what we should be doing.

So what can we do to fix all of this?

 The United Nations has established AI ethics guidelines.  
The National Institute of Standards and Technology (NIST) 
has a face recognition vendor test that every facial recog-
nition company should participate in. Nonprofits like the 
Montreal AI Ethics Institute have ethics playbooks that can 
help organizations define, measure, and mitigate AI racial bias. 
Businesses like Microsoft are working to build a responsible 
AI team. So, all these groups are looking to unpack the AI 
lifecycle and figure out how best to mitigate and/or eliminate 
algorithmic harms.

Are playbooks and guidelines going to be enough?

 They’re a start. When I advise companies on bias in AI, 
one thing I ask – once I learn what business problem they’re 
trying to solve – is whether AI is even needed for that problem. 
Just because AI is out there doesn't mean you need to adopt it. 

I work with companies to develop AI ethics principles first,  
then move to a playbook when they've developed a respon-
sible AI framework. 
 That requires shared leadership. Technical and non- 
technical leaders should be engaging in the AI development 
lifecycle. Once I understand the business problem, then 
I start looking for quick wins. Then we start talking about 
what should happen next. This has to be for the long haul; 
it’s not a short game. Ultimately it all has to lead to some-
thing that’s sustainable and beneficial for the community.

You wrote a children’s book about AI. What motivated 
you to write it?

 I love short stories. Writing them helps me solve 
complex technology problems. When COVID hit, we were 
all at home, and I decided I didn’t want to press pause on 
my dreams to write a book. “Little A.I. and Peety” started 
off as an eBook for parents to engage with kids on topics in 
emerging technology. After it was published, I got a call from 
a Minneapolis day care center. They said if you put the book 
out in hardcover, we’ll buy them. Close to 3,000 students 
here now have access to the books, and they’re in 40 stores 
around the world. The goal was to teach caregivers and chil-
dren about safe technology. There’s even a song you can sing 
along with on YouTube. It has been a really fun experience. As 
a technologist, I had no idea people would be into books.
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H E A LT H C A R E  E Q U I T Y 
M E E T S  O PE R AT I O N A L 
E F F I C I E N C Y

R O W I N G  U P  I N  H A I T I , 

I ’ V E  S E E N  F I R S T H A N D 

T H E  S U F F E R I N G 

A N D  D I S PA R I T I E S  I N 

H E A LT H C A R E  A C C E S S 

A C R O S S  D I F F E R E N T 

C O M M U N I T I E S .

By Claire-Cecile Pierre

Associate Chief Medical Officer and Vice President of 
Community Health at Brigham and Women's Hospital

As a doctor, I also witnessed the same 
themes in the U.S. and other countries. 
 The good news is that healthcare 
technology has great potential to reduce 
both suffering and healthcare disparities. 
Consider the massive shift to telemedicine 
during the pandemic. Video platforms 
allowed homebound patients to get 
care when they needed it. For providers, 
that improved operations by reducing 
no-shows and allowing them to more 
easily take on new patients who can’t 
physically access care. 

But even as you shift care online, inequities 
remain. Community health centers that 
take care of anyone in the U.S. regardless of 
their ability to pay often report issues with 
patients who have no access to broadband. 
Or a laptop. If the design of tech-enabled 
care doesn’t consider the diversity of 
potential users and address the barriers 
some of them would face, inequities might 
actually increase. This is especially true for 
those who are older, have limited digital 
literacy, or speak a language other than the 
tool’s primary language, or those who learn 
differently or can’t afford these tools. 
 One way to address these problems is 
to invest in healthcare entrepreneurship 
with an equity lens. The next generation 
of business and tech leaders need to make 
sure they include culturally-, gender- and 
neuro-diverse members on their teams. 

They need to design with users, not just 
for users. Such approaches support both 
operational efficiency and increased reach.
 To do this right, they will need to explore 
key questions: What if the patient is blind? 
How does that person access care? What if 
the person has to walk 20 miles to access 
your product or service? Think about a 
house painter who is paid by the hour and 
might lose half a day’s pay traveling to and 
from a medical appointment.
 What if we can design a tool that 
addresses these issues, that doesn't 
require as much bandwidth as telehealth, 
that brings more patients and operational 
efficiencies into the mix? A technology like 
that would improve access for everyone 
and reduce health inequities for millions.

G
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 Investors are increasingly recognizing 
that there’s a lack of diversity in the en-
trepreneurs they invest in. This system 
perpetuates some of the inequities we 
see because solutions are designed 
without the input or leadership of 
those who have been excluded and 
marginalized. Investors must partner 
with those with lived experiences and 
commit to having portfolios with a 
diverse set of entrepreneurs. There is no 
shortage of talent.
 I ’ve been working on healthcare 
technology and equity for 20 years, 
including in my current role leading the 
Center for Community Health and Health 
Equity. We can see there’s so much room 
for technology growth and change in 
healthcare access. I ’m optimistic about 
the impact we can all have if we design 
with equity as a guiding principle. 

The

WHAT IS IT AND 

HOW DOES IT WORK?

R O A D
A U T O N O M O U S

S E R V I C E

to

We all know that AI is propelling a sea change in how we 
move people and goods. This spring, Alphabet’s 
Waymo will send driverless cars onto the streets 
of San Francisco – the first time autonomous 

vehicles will navigate a major city. Amazon has been actively 
testing an AI-directed drone delivery service. But these AI 
technologies are already reshaping a world that consumers and 
workers interact with every day: the world of customer service.
 Dubbed “autonomous service,” these new approaches 
employ AI, workflow automation, and event/pattern detection 
(where analytics captures real-time events) to augment 
and automate customer service journeys from end to end. 
Individually and collectively, these technologies have the 
power to make our interactions with them feel more natural. 
 Centered around the customer journey – rather than 
focused on a specific channel or system – autonomous service 
makes every interaction feel empathetic, more personal, and 
simpler. Customers today can now get the same support using 
self-service (through web portals, apps, chatbots, and intelligent 
virtual assistants) as they would from a human agent. 
 Just as with self-driving cars, these technologies are 
closing in on the “last mile” of customer service – preemptive 
prevention of issues before they impact a customer.

WHAT PROBLEMS DOES 
AUTONOMOUS SERVICE SOLVE?

1. Self-service that falls short
Almost 50% of consumers believe 
self-service is more convenient and 
82% say they are willing to use it , 
yet 46% don’t expect good results, 
according to a 2021 Pega survey.

2. Inconsistent quality of service
Most businesses of fer customer 
service over multiple channels 
(phone, web, and mobile app).
But 80% of the businesses Pega 
surveyed admit the quality of service 
they provide is not consistent across 
channels. Some 67% of customers 
say businesses need to improve 
quality of service. Autonomous 
service empowers organizations to 
deliver on their brand promise by
 

Want to learn more? Visit pega.com/autonomous-service

providing new levels of autonomy to 
customers and employees, freeing up the 
latter to pursue more meaningful work.
 Customer service agents have the 
autonomy to truly understand customer 
context using real-time intelligence and 
provide help without passing off to someone 
else. Customers have the autonomy 
to help themselves and get real-time 
answers on any digital touch point.
 The results: a faster time to resolution, 
 a simpler service experience, and higher 
 containment rates.

FIVE LE VELS OF SERVICE 
AUTONOMY

Similar to the five levels of vehicle 
autonomy, where progressive levels of AI 
and automation are applied, autonomous 
service follows a similar pattern: 

AUTONOMOUS SERVICE 

Level 0:  No AI and automation
  
Level 1: 	 Desktop	unification	 
 and digital channels   

Level 2:  Occasional AI assistance

Level 3:  AI as agent co-pilot  
 (i.e., continuous/contextual guidance)   
 with hands-free driving for agents

Level 4:  Fully autonomous 
 inbound automation

Level 5:   Fully autonomous outbound   
 automation including proactive/ 
 preemptive

AUTONOMOUS VEHICLES 

Level 0: No AI and automation
  
Level 1:  Driver assistance
  
Level 2:  Occasional self-driving
 
Level 3:  Limited self-driving  
 (vehicle sometimes in control)

Level 4:   Full self-driving under  
 certain conditions
 
Level 5:  Full self-driving under  
 all conditions 

By Howard Rabinowitz
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C H A NG E  M A N AG EMEN T 
IN  HE A LT H C A R E  TA K E S  

A  H UM A N  TO U C H

By Ramandeep Kaur
Director of Software Engineering, Express Scripts

avigating change is critical for any organization, but in the healthcare 
industry, where the lives of patients are on the line, the stakes are sky high. 
 Consider prior authorization (PA). It ’s a process that requires physicians to 

get approval for the delivery of a prescribed drug, test, or procedure to qualify for 
payment under a health plan. More than nine in 10 physicians report that the admin-
istrative red tape of PA hinders their caregiving efforts, according to the American 
Medical Association. Some 34% say PA errors have led to a serious adverse event, 
such as hospitalization, long-term disability, or even death for a patient in their care. 
 Prior authorization is our core mission at Express Scripts, a pharmacy benefit 
management company owned by Cigna. We work to ensure patients receive 
medications and medical care as safely, smoothly, and inexpensively as possible. 
Advances in technology, such as cloud data storage, computer vision, and RPA 
automation, are helping us to do that better every day – but effectively putting those 
digital tools to use requires human empathy.

 Change management is all about supporting people. 
When change is necessary to scale up and streamline 
operations, and ultimately deliver better customer 
outcomes, all stakeholders must be participants in it. 
Instead of feeling like anxious passengers shuttled to an 
unknown destination, they must feel like front-seat drivers 
on the journey.
 At Express Scripts, we have two such major transitions 
underway. The first is the migration of our company’s 
operations and data – as well as data provided by our 
stakeholders, such as insurers, physicians, and government 
agencies overseeing Medicare and Medicaid – to the cloud. 
The second is the move from our legacy prior authori-
zation platform, Coverage360, to a more technologically 
advanced and comprehensive enterprise-quality utilization 
management platform called OnePA.
 The lessons we’ve been learning as we shepherd people 
through these changes may be invaluable not only to other 
healthcare companies, but to any organization seeking to 
move from outdated, entrenched modes of operation to 
new digital ones.
 It’s obvious why healthcare companies are increasingly 
embracing the migration of data and application 
processes to the public cloud. McKinsey estimates that 
cloud migration by the industry could unlock up to $140 
billion in additional profits by 2030.
 But obstacles have slowed the transition. Some 
stakeholders are hesitant due to security concerns – 
understandably so, given rising cybersecurity risks and 
stringent regulations around patients’ data privacy. 
 But another roadblock is more entrenched, namely a 
reliance on paper prescriptions and medical charts shared 
via fax machines. At least 70% of healthcare providers still 
exchange medical data by fax, according to a 2021 federal 
study. How can you migrate data to the cloud when it ’s 
scrawled on a fuzzy fax?
 For Express Scripts, the solution is building trust. 
We build trust by explaining our heightened encryption 
standards and access control, which severely limits who 
gets to see and manipulate data. We detail our advanced 
monitoring systems inside out and outside in, using neural 
networks to not only detect but prevent potential incidents.
 And we work hard to communicate the benefits of cloud 
in reducing operational expenses, increasing efficiency 
and scalability, and helping the environment by easing our 
reliance on energy-hungry, carbon-emitting data centers. 
 But we also factor patience and empathy into our 
approach. For some stakeholders, cloud is just not 
the answer at this point, so we reserve the non-cloud 
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Pharmacy benefit management leader Express 
Scripts knows that people, not technologies, 

are the key to better patient outcomes.
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infrastructure for members who are not ready to agree 
to move their data into the cloud. And we accept that, in 
time, trust will grow. For now, the more we can reduce our 
dependence on physical infrastructure and move to cloud 
is a win for us.
 When Express Scripts first built our product, it was 
called Coverage360, and it covered only one type of 
prior authorization. Now we’re pivoting to OnePA, an 
enterprise-level platform that will manage any type of 
prior authorization whether it is for drugs, testing, or 
procedures in the near future. It will create a seamless 
customer experience that delivers not only better member 
experiences, but better patient outcomes.
 It’s a massive shift that’s in progress, but bringing it to 
fruition will take some time. Today, many of our stakeholders 
have already made the move, and we’re growing OnePA 
organically by onboarding new members to it. 
 Communication is the key to managing this major 
change. We’re opening a dialogue with stakeholders not 
just about how to use the new tool, but what benefits it 
will bring. 
 RPA automation will create digital workflows that reduce 
redundant, repetitious tasks – allowing people to focus 
on higher value activities. Machine learning and optical 
character recognition will “read” faxes and translate them 
into digital data, rather than requiring staffers to spend 
hours deciphering handwriting. 
 More than that, we share with them the real-world 
impact on patients, who won’t need to call three 
different doctors to get their medication, testing, or 
procedure authorization needs met – delaying diagnosis, 
treatment, and care.
 Lastly, we have learned to allow people to move at 
their own cadence. Rather than telling them, “You must 
shift to OnePA by this date,” we ask them, “What can we 
do to help manage this transition to make the experience 
better for you? Tell us your concerns.” And that can make 
all the difference. 
 With any major change, like adoption of new technology, 
platforms, or workflows, you’re bound to encounter 
resistance. It’s human nature. People might hate the legacy 
tools that they’re using, but they’re so acclimated to them 
that changing to something new creates a bucket of anxiety 
in them. Clear communication, patience, and inviting 
stakeholders into the process can ease that anxiety. 
 Just as it ’s a natural human response to resist change, 
human beings will also open their minds and alter their 
behavior when you’ve won their trust – by making them 
participants in change, rather than imposing it on them.
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A NEW SUSTAINABILITY REPORT OFFERS CLUES TO WHERE 
WE’RE WINNING, AND HOW FAR WE HAVE TO GO.
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ver the past several years, environmental, economic, and social 
sustainability have increased in importance from grassroots 
issues to serious boardroom priorities. Whether trying to 

reduce carbon emissions, maintain long-term growth, or boost social 
equity in the workplace, enterprises across all sectors are pledging to 
become radically more sustainable. Technology companies are among 
the most vocal supporters of sustainable initiatives. When it comes to 
taming greenhouse gasses, these companies claim that things like cloud 
computing, data analytics, and artificial intelligence (AI), can help cut 
carbon emissions, model climate change, and work out new ways to ease it. 

But how sustainable (environmentally, economically, 
and socially) is all this technology? In order to find out, 
iResearch Services surveyed 550 executives across the 
technology industry, spanning 11 countries. We asked them 
about all aspects of sustainability in what was one of the most 
comprehensive pieces of research into sustainability in the 
tech industry. Among the dozens of questions we posed, one 
rose to the top as the most revealing. When our respondents 
were asked what areas of tech they felt were doing the most  
to embrace sustainable practices, here’s what they said.

O

By Rachael Kinsella
Editor in Chief, iResearch Services

Illustration:  Isaac LeFever
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ike most trucking 
companies today, 
Estes Express Lines is 

navigating an industry- 
wide driver shortage. These 
hard-working professionals, 
crucial to our supply chain, 
are in short supply. That ’s 
largely due to pandemic forces: 
Consumers, stuck at home and 
shopping via e-commerce sites, 
have put a massive strain on 
the delivery industry’s speed 
and capacity. Shipping, after all, 
is a very people-heavy industry.
  But Estes, the largest 
privately owned freight shipping 
company in North America, 
tackles this operational 
challenge by putting efficiency, 
as well as worker satisfaction, 
into the driver ’s hands. Using 
low-code technology, Estes has 
created a mobile application 
that helps its 6,000 city 
drivers coordinate home and 
industrial pickups, as well as 
freight yard drop of fs – all 
with balletic precision.
   “When you start addressing 
issues like capacity challenges 
and driver shortages, you 
have to take a look at the 
technology you’re providing 
your team and what they need 
to be successful,” says Todd 
Florence, chief information 
of f icer of the 91-year-old, 
family-owned shipping outf it. 
“Do they see these tools as 
an asset or a liability to both 
their performance and overall 

L

By Paul Gary

job satisfaction? The right 
applications, especially those 
tailored to specif ic roles 
and needs, can make a big 
dif ference to the men and 
women driving our trucks.”
 Estes is primarily a less-
than-truckload (LTL) shipper. Its 
drivers, who handle 13 million 
shipments a year through 
the app, are picking up and 
delivering random goods – like 
a pallet of ping pong balls, a 
container of lead bricks, or a 
dozen treadmills that can’t be 
shipped through parcel post. 
 The app lets the drivers see 
the weight, size, and number of 
pieces or pallets at each pickup 
and in each truck. “That helps 
us drive efficiency from an 
operations perspective so that 
we’re leveraging scarce assets, 
which includes drivers, tractors, 
and trailers,” says Florence.
 Estes’ app is just one way 
automation and digitization are 
changing supply chain logistics 
and improving resilience. In 
fact, some 31% of business and 
tech leaders queried in Pega’s 
“The future of operations” 
survey say automating and 
digitizing supply chains will be 
among their top tech priorities 
in the next three to five years. 
This will lead to changes in 
workforce and workf lows.
 For example, Estes ’ 
handheld and tablet 
applications not only 
manage pickups, but they 

also help drivers navigate Estes’ terminals 
and truck yards more eff iciently.  
 “It allows us to quote and price our freight 
movement based on things like, if you’re moving 
ping pong balls or treadmills, or getting pickup at 
a home or an industrial setting,” says Florence.
 Estes’ citizen developers have also used low 
code to build new workflows for processing 
customers’ bills, ensuring their accuracy, and 
processing customer claims or disputes. All of 
these automation and digitization efforts, says 
Florence, are driven by the company’s six values 
that it created around its technology – spelled 
out in the acronym TRUCKS: transparency, 
responsiveness, understanding, continuous 
improvement, knowledge sharing, and simplicity.  
 “To have a customer-centric operation space, 
it ultimately comes down to data,” says Florence. 
“How do you democratize that data? How do 
you put it in people’s hands in near real time?”
 Delivering uncompromised service to its 
customers has always been a cornerstone 
of Estes’ mission, which is fully apparent in 
the company ’s use of technology to elevate 
the customer experience. Estes shares this 
data with its customers via industry-lead-
ing APIs to give them as much visibility into 
their shipments as possible. This has become 
critical as supply chain issues left many 
shelves empty during the early months of the 
pandemic, and companies had to stop relying 
on just-in-time manufacturing and operations. 
 Estes’ TRUCKS values also improve 
satisfaction among its other key stakeholders: 
its drivers. They once relied on cab-mounted 
devices and phone calls to receive and manage 
their daily workloads. The newer, easy-to-use 
apps are likely one reason Estes continues to 
grow and maintain a solid workforce. “Drivers are 
not data entry clerks,” says Florence. “They drive 
because they want to drive. We want to make 
their experience as frictionless as possible.”

Illustration: Emma Roulette
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SAGITTARIUS  
(November 23 – December 21)
If you’ve made it to a place of 

professional and financial stability, 
good for you. Now rest up before 
your next move. You’ve worked 
hard to get here, but success 
comes with stress. It ’s time to 
focus on your well-being and your 
own personal sustainability. Stop 
fussing over “risk frameworks,” Sag. 
Do things to help you decompress 
– meditate, read, play some music, 
go for a walk, etc. Remember: Even 
you can’t pour from an empty cup. 

CAPRICORN  
(December 22 –  January 19)
Disappointments are 

playing on re-run in your head. 
All those moments and opportu-
nities you’ve missed. It’s fine; it 
happens to us all. Now quit the 
self-pitying because it’s holding 
you back. Learn from it, make 
changes, move on. One thing that 
makes Capricorns successful: 
your ability to fail fast and try 
again. So please, don’t focus on 
yesterday’s news. Focus on what 
you have now and what lies ahead.

AQUARIUS  
(January 20 – February 18)
No more just-in-time 

decision-making. You’re looking 
for long-term resilience and to 
achieve it, you’ve got to expand 
your horizons. That should be 
easy for the imaginative and 
innovative Aquarius. You’ve put 
in the work to be in a stable and 
secure place and, as a result, 
roadblocks are crumbling before 
you. So go ahead. Make your big 
move. You’re adaptive, agile, and a 
shaper of your own destiny, even 
of those around you.

PISCES  
(February 19 – March 20)
You will be called on 

to embrace your creative 
side. Whether it ’s creating 
f ine art or orchestrating 
an enterprise, let your 
imagination run wild. 
Whatever you dream up will 
likely become reality for you 
and many others. One note of 
caution: Stay grounded and 
create a solid strategy to bring 
your creations to life. You are 
a water sign, but you’ll need to 
methodically gather kindling 
to bring your spark to life.

Your  HOROSCOPEGO! 25

LEO   
(July 23 – August 22)
It’s time to go with the 

flow – only, you’re not on a lazy 
river. It’s more like white water 
rapids. Good thing you’re a Leo. 
Your adaptability, leadership, and 
take-charge attitude is fueled by 
this type of momentum. Using it to 
your innate advantage, however, 
will require focus on what you want. 
Rules and regulations may hem 
you in. Don’t be distracted. Your 
goals are about to be met. And if by 
chance you lack an actual project 
at home or work, this is the perfect 
time to kick off something new. 

LIBRA 
 (September 23 – October 22)
You have been forging 

ahead on several fronts, 
with no end in sight. Well , 
here comes the light at the 
end. The big payof f. All your 
perseverance, strategizing, 
and courage wil l soon 
transform you in the eyes of 
others. You will be given the 
recognition and respect you 
deserve. As a result , you’ ll 
spy leadership opportunities 
or f ind yourself in new 
positions of authority. Take a 
deep breath. You’ve made it. 

VIRGO  
(August 23 – September 22)
Just because you are 

capable of doing things yourself, 
doesn’t mean you should. It’s 
time to align your personal and 
professional interests with others, 
or delegate tasks before you burn 
out. Use your logic to overcome 
bottlenecks and simplify where 
you can. Work meetings not adding 
value? Cancel them. Activities not 
bringing joy? Quit ‘em. Asking for 
help, Virgo, can be tough. Lean on 
those around you.  

SCORPIO  
(October 23 – November 22)
You will be handed a difficult 

choice. Your options will have pros 
and cons too similar to choose 
among.  But you can’t put this off. 
You must remain focused and 
resilient. Do your research, seek 
counsel, and trust your mind and 
your gut. Scorpio is one of the most 
intuitive signs after all. This hard 
choice has the potential to bring so 
much success and achievement into 
your life. Don’t let the opportunity 
pass you by. 

Illustration: Ali Eagle Rushman

MERCURY will go into its second retrograde of 2022 from May 10 – 
June 2 in the sign of Gemini. It’s home to all sorts of Mercurial things – 
communication, learning, and processing information. Be ready to be 
as clear as possible with your words and actions. It’s also a good time 
to start thinking about what skills you can up level or improve in the 
second half of the year. On June 4, Saturn, the planet of discipline and 
restrictions goes into its annual retrograde, removing roadblocks and 
challenges. Now is the time to accelerate your transformation efforts.

By Reena Leone

ARIES  
(March 21 – April 19)
This quarter will feel like too 

much of a good thing with many 
opportunities coming your way. 
However, not all of them will be 
the right fit, and that’s OK! Your 
fiery Aries nature can make you 
a tad impulsive and impatient. 
Take your time to gather all the 
information you need before 
deciding which, if any, to pursue. 
You’re on the brink of a new phase 
so it’s important to focus on what 
really matters to you. 

TAURUS  
(April 20 – May 20)
Now’s the time to focus on 

what brings you joy and inspires 
you. You’ll likely be faced with 
a choice of two different 
paths – one familiar and one 
that challenges you. Tauruses 
are naturally grounded, but as 
they say, “No risk, no reward!” 
This is the opportunity you’ve 
been waiting for to create new 
alliances. Evaluate your options 
and decide what’s best for your 
long-term goals – and happiness!

GEMINI  
(May 21 – June 20)
Others may come out of 

nowhere to challenge your ideas. 
This is just a ref lection of your 
success navigating life’s disruptions. 
As a Gemini, you have the 
intellectual and organizational chops 
to be confident about choices you 
make and the trail you’re blazing. 
You’re a specialist. You’ve set 
yourself up for success. If anything, 
step back, look at the big picture, 
and tweak things as needed – but 
stay the course. 

CANCER  
(June 21 – July 22)
Last quarter’s patience 

is about to pay off. Whatever 
bumpy ride you’ve faced, your 
wishes will likely be granted. 
It’s time to enjoy what life has 
to offer and shift your focus to 
gratitude and helping others. 
Share this time with those 
closest to you and give back 
to your community. Keep the 
good energy going. 




