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The future of
automotive finance and
mobility services
The last 18 months have been disruptive for the automotive industry. In addition to
accelerated technology adoption brought about by the pandemic, we have seen major
supply chain and consumer issues. Most of the changes in the industry are happening
because markets are changing and not necessarily because companies are changing.
When markets change, original equipment manufacturers (OEMs), vehicle finance
providers and dealerships must change.

Moving from ownership to usage
Current changes in the automotive industry are driven by changes in consumer
preferences. In the past, consumers preferred to own– vehicles and cars were often
seen as status symbols. However, this is changing as consumers seek the same type of
convenience that they have grown accustomed to from other industries. Some consumers
do not want to go through the hassle of configurating vehicles prior to the purchase
or wait for months to take delivery, but rather want to have instant access to a vehicle.
Furthermore, consumers have become averse to having their money locked into an asset,
but just want to use a vehicle that meets their mobility needs.
4
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While not dominant yet, new business models based on
operational lease, subscriptions, or rental arrangements which
all fall within the broader model of vehicle as a service (VaaS),
are becoming increasingly popular. In markets such as North
America and Europe, operational lease and subscription
models are growing much faster than initially anticipated.

Changing skills and capability requirements
The emergence of these new models requires new capabilities.
Traditionally, OEMs focused on one-time sales of a vehicle.
However, new business models such as subscriptions require
that the assets are usable over their entire lifecycle. This
means that the industry is moving towards asset management
and hence needs to develop these capabilities.
Given the move towards stronger customer centricity, digital
and customer experience skills become more important within
the industry. Often start-up companies were first to enter this
space due to their specialised digital and customer experience
skills, but now OEMs have started to reclaim the space by
developing new capabilities.

Impact on the automotive value chain
In the next ten years there will be a massive shift of profit
pools for OEMs. The marginal sales growth will be driven by
China as sales in the rest of the world are declining. Aftersales

is expected to decline. Financial services, mobility as a services
and cars as platforms will be the future growth drivers in the
industry. Mobility as a service will be driven by fleet offering
and vehicle-based models including ridesharing, car sharing
and rentals.
While some OEMs continue to focus on producing and selling
vehicles, other OEMs have started to focus increasingly on
emerging models of vehicles as a service. In contrast to the
traditional model of OEMs where the engagement with the
vehicle once it was sold was very limited, these new models
require OEMs to manage the asset over its full lifecycle.

Business model transformation
As the market is changing, so must OEMs and captives. In
the past, OEMs and captives used to be largely focused on
the product; but to stay relevant and competitive they must
become customer centric and a partner over the lifecycle of
the product. This will require a transformation of traditional
business models away from a ‘first-cycle’ to a ‘multi-lifecycle’
approach. This shift towards managing the full lifecycle will
require a different set of skills and capabilities. In future, it
will be less about managing the depreciation of the asset, but
more about the management of the utilisation of the asset to
maximise the profitability of the vehicle. In this context, OEMs
need to extend their value chain and their business model to

include financing of used vehicles, subscription models, rentals
or fleet management for car sharing operators.

Where to play?
Due to the rise of mobility as a service and advancements in
technology, OEMs have to decide where they want to play,
either on the product side or on the customer side. For now,
it seems, that OEMs are more inclined to put most of their
eggs into the product basket and invest in all-electric vehicles
(EVs) and autonomous driving vehicles. Going down this route
will mean that OEMs must become tier 1 ‘hardware’ providers
that supply heavily discounted vehicles to mobility-as-aservice providers and become increasingly detached from the
consumer. Nevertheless, we see a trend emerging with many
OEMs try out something in the new mobility space to avoid
being left behind.

Subscriptions and leasing, models for the future?
Subscription and leasing models that allow customers to
use vehicles and change them as they their needs change
have gained popularity in markets such as Europe and North
America. Consumers are increasingly used to subscription
models for a range of products and services and some
demand them now for their mobility needs. This pull from
the market was further fuelled by the increasing number of
5
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companies offering such services, which acted as a push. In
Germany, for instance, interest in subscriptions went up from
a mere 5% three years ago to about 35% today, reflecting
the increased awareness as well as the inherent benefits of
such offers. While not seen as serious threats a few years ago,
OEMs, captives and dealerships had to realise that the market
is changing quickly and that start-ups managed to grow their
subscriber customer base quickly.
An interesting aspect of subscription and leasing models is,
that it provides consumers the ability and flexibility to try out
vehicles without committing to them over the long term. In this
regard, these models might be well suited to introduce, for
example, EVs to a broader customer base, especially to those
who have ‘range anxiety’ or are concerned about the resale
value of an EV as technology advances.

Customer centricity and digital
Given the need for ongoing engagement with customers, new
business models such as leasing or subscriptions will require
that a stronger focus will be placed on customer centricity. As
customers look for convenience and a smooth experience,
digital skills that focus on the creation of seamless end-to-end
customer journeys need to be developed or acquired. OEMs
and captives increasingly look for new and young talent with a
customer-first mindset that drives the focus on convenience,

simplicity, and ease of use. Finding the right mix of new and
experienced teams that combine the capabilities needed
for emerging and incumbent business models will be a key
challenge from a talent and company culture perspective.
While OEMs and captives start to explore new business
models based on subscriptions, the old models will not
disappear instantly. Also, the traditional teams possess a lot of
experience in asset finance, which will remain a key capability
even in new business models.
OEMs, dealerships, and captives seemed to have underutilised
the potential that rests in customer data. As new start-ups
with a strong focus on digital business models emerge in
the mobility space, customer data will become increasingly
more powerful and the appropriate use of it will become a
differentiator.

The impact of new business models on financing
The change in business models in the automotive/mobility
sector is expected to have notable implications on the vehicle
finance subsector. In emerging markets, where interest rates
tend to be higher than in developed markets, captive finance
is used to give customers access to vehicle finance. To offset
high costs of capital companies would use inter-company
bonds or customer deposits. Partnering with banks provided

OEMs access to lower rates due to the banks’ access to lower
rates based on their more favourable credit ratings. However,
new business models that depend on asset management, the
knowledge of the asset is becoming increasingly important and
favours the OEMs.
Data from subscription models suggest that the default risk
of subscription customers tends to be low and should a
subscriber default, access to the vehicle is typically very easy,
which further lowers the risk of the model.
Given the flexibility of subscription models, these models
might also be able to serve customer segments that were
traditionally regarded as unviable. Once subscription
models become profitable, they could provide tailwinds to
underserviced market segments in South Africa.

Conclusion
Business models in the automotive/mobility sector are set to
shift from depreciation to utilisation of assets. Companies will
have to decide what profit pools they want to focus on and
develop. As the sector transforms and the value chain evolves,
new skills including digital skills will become increasingly
relevant. To remain relevant and successful, companies need
to develop capabilities to utilise and leverage client data more
effectively.
6
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The future of mobility
The global mobility industry is on a constant journey of
transformation. Automotive retailers and mobility service
providers find themselves increasingly challenged by the
fast changing and volatile mobility market. The adoption
of autonomous vehicles is one of the most prominent
innovations with pure play software companies disrupting and
confronting traditional approaches in the automotive industry
and positioning themselves as a crucial part of the evolving
supply chain.

The ecosystem needs to work
The future state of mobility is characterised as seamless,
automated, personalised travel on demand. A big shift
started when major technology companies in Silicon Valley
entered the automotive market and installed software driven
electronic and electric vehicle (EV) architecture. This evolution
has significantly impacted the strategic agenda of traditional
original equipment manufacturers (OEMs) as it refocused
future market differentiators to concentrate on software
driven products and service innovations.

OEMs are increasingly committing to
zero emissions
Climate regulations are driving the speed on how fast
future mobility is implemented across different geographies
across the globe. In July 2021, the European Union (EU)
commission announced a new proposed legislation ‘Fit for
55’ which puts forward legally binding and tighter regulations
to reduce carbon emissions by 55 per cent from 1990-levels
across all industry sectors by 2030. The ambitious interim
target is in line with the Paris Climate Agreement and broader
objectives of the EU Green Deal to mitigate climate change
by achieving an economy with net-zero greenhouse gas
emissions by 2050.
The EU roadmap for reducing emissions will drive greater
transformation in the automotive industry in the next decade
as it aims to eliminate pure combustion engine vehicles by
the mid-2030s. The global climate agenda has spurred the
production of electric vehicles and in turn, a whole technology
revolution.

China is leading the way
China is the second biggest economy and currently leads the
charge towards electric mobility. The customer experience
in China is significantly different from that of most Western
EV customers. New Chinese automakers have tapped
into advanced technology to deliver a customer journey
that is friendly and convenient. The consumer journey is
characterised by sophisticated online sales capacity and
differentiated advanced technology features in the vehicles.
This degree of innovation is in line with the consumer
demands in China where 56 per cent of consumers are willing
to change brands for better connectivity.
The Deloitte Global Automotive Consumer Study shows that
over time consumer needs have gradually changed. The study
found that in the United States (US) 65 per cent of consumers
are more conscious about EV safety compared to previous
years. Most consumers want government to play a role in
controlling the development and use of EVs.

8

WOME N AT T HE W HE E L | Summary Report | The future of mobility

New retail experience
Vehicle ownership remains aspirational in Africa
where the motorisation rate has remained very
low compared to the rest of the world. Much of the
population on the continent still walks or uses public
transport to meet travel needs. However, in markets
such as South Africa, the biggest short-term change
will be driven by new retail models. Despite COVID-19
challenges, the car market is improving and projected
to recover by the end of 2022. Currently, 80 per cent
of OEMs have no online vehicle sales functionality.
This is alarming as 58 per cent of millennials and Gen
Z voiced intent to buy a vehicle within the next three
years, and 60 per cent would want to do so online.
Subscriptions and leasing, models for the future?
The US has the largest household debt book with
over 90 per cent of household debt comprised of
mortgage loans, auto loans and credit card purchases.
Vehicle subscription and leasing models present an
opportunity to move away from increasing household
debt. The car subscription market is designed to
appeal to individuals who do not need to own the
vehicle and want to avoid the risk and cost associated
with vehicle ownership.

Investments by OEMs in online sales and subscription
services is expanding rapidly. Volvo announced an
increase in its revenue from the United Kingdom
(UK) operations which is equivalent to 15 per cent
of UK’s sales, this increase resulted from the OEMs
subscription service ‘Care by Volvo’. The OEM has
stated that it anticipates that most of its retail sales in
the UK will be transacted online by 2025 and increases
in revenue in the US and EU will be subscription
driven.
Conclusion
Mobility providers are increasingly pressured to
leverage technology to improve customer experience
and build innovative models and connected services
to meet customer needs. The adoption of EV will
largely be driven by regulations and consumers
environmental consciousness. The move to zero
emissions could be a key driver for the adoption of
electrification, EV and technology.
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Digitalisation in auto retail
Digitalisation has been shaping up in the past years, and this has been largely driven
by businesses. The COVID-19 pandemic has forced businesses, including those in the
consumer space, to operate remotely. This new way of living has accelerated the speed of
digitalisation in business operations

Trends identified in the consumer space
Personalised and individualised customer experiences across various industries have
become more prominent. This has steered most consumer products to being targeted.
In addition to that, the availability of information is becoming more spontaneous and
fragmented. In this context, it is important for business to understand and pay attention to
changing customer needs and be aware of early signals in the market.

Regulatory requirements in the automotive market
As the world moves towards autonomous driving, each electronic vehicle (EV) is almost
seen as hazardous (e.g., overheating, possibility of catching fire, etc). For that reason,
governments have to seek access to and assess data continuously and apply new
regulatory requirements where necessary. A car is typically the second biggest investment
for consumers, and therefore, customers need to feel that their data is safe and that the
appropriate regulations are in place.
Along with the rapidly evolving technology, automotive manufacturers need to look
beyond having the latest technology in vehicles. Making big investments in technology
11
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without considering why this is being done is not sufficient. It is
also important that OEMs consider the impact that technology
will have on their consumers.

The Four Key Digital Themes
Enterprises’ digital transformation initiatives have increasingly
focused on four major themes:
1. Disruptive technology strategy: Technology is enabling
businesses to do things differently. The disruptive 		
technology strategy is enabling and pushing c-suite in new
directions, thereby changing the paradigms of the past.
2. Dis-intermediation: Value chains are turning into smaller
fragments and supply chains are becoming more 		
vulnerable. Managing these changes requires being nimble
and investing in technology to get early signals and be more
prepared.
3. Ecosystems and metrics: Most companies find it 		
challenging to adapt to change. The ability to invest and the
speed to change is key. Working with external partners
and ecosystems for support, to develop future-proof
solutions, should be considered to keep up with change in
the business model.
4. Operating Model and Organisation: Deploying a new
operating model and organisation, building digital 		

capabilities, and shaping a new digital culture are some of
the key digital themes to be considered.

The new market models
The world is rapidly changing and so is traditional retail and
the overall sales model. Not all new brands have sufficient
finances to invest into the retail network as traditional players
have been doing. As such, new brands are taking this as an
opportunity to change how they interact with customers and
make profits from that.
The overarching retail strategy includes the following:
Redefined customer journey: There are new digital tools
available to support this strategy. During the pandemic,
there has been very limited contact between customers and
sellers. Digital has become the only means used to interact
with customers and to do business. The customer journey is
changing completely because of customer requirements, data
availability, technology, and customer experiences.
Channel and format innovation: New channels are being
invented based on the purpose and the objective of the
business.

journey. Internal capabilities that retailers continue to work
on include sales processes, organisational structures and the
kind of digital tools required (e.g.: spare parts, pay-as-you-go
features, etc).
Network restructure: Smaller markets seem to be struggling
as they are required to do more with limited resources. To
accommodate them, it is important to understand what
digitalisation can do differently for smaller markets and
consider encouraging more larger markets to work together
with smaller ones.
With more EVs expected in the future, planning for both
worlds where EVs and traditional cars work hand-in-hand and
also managing that portfolio is necessary. Most OEMs are
using this strategy to test different ways of moving away from
traditional dealer models to direct sales.
Every OEM has its own version of its customer journey. It is
crucial that the digital experience is more customer centric
to drive customer satisfaction. It further needs to involve
customers as part of its engagement strategy and be
innovative to drive vehicle sales processes.

Process, re-organisation and digital: Digital plays a crucial
role on how to view customers across the entire customer
12
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The target offerings
Most OEMs have processes which work quite well for them.
However, others do not have these processes in place.
Incorporating digital in processes as a key differentiator in
the market requires OEMs to consider offerings for moments
that matter for individual customers. These moments strongly
depend on customer segments. This includes ensuring that
individuals’ options are considered according to customers’
interests. Fortunately, digital is allowing this through data. Data
allows customisation and improving the customer journey.
In the customer journey, digital service providers, OEMs, and
dealers need to understand the customer needs and request
more frequent interaction to build customer loyalty and
excitement. This could include providing the customer with
great experiences such as test-driving cars and requesting
feedback on the experience.

Behavioural transformation: Acting differently and
changing behaviour is paramount. Achieving behavioural
transformation requires the willingness to work across teams
and being open to diversity and inclusion. Getting the best
results requires seamless collaboration with other teams and
customers, as well as humility. Collaborating seamlessly is
achievable through adapting to the constantly shifting power
and influence as well as valuing the contribution of new work
partners and different interest groups.
Emotional transformation: Reacting differently and being
comfortable with risk and ambiguity could be beneficial.
Embracing a changing status quo and playing around with
ideas are of essence. For instance, this could include working
with younger generations and getting a different view. Leaders
also need to show resilience in the face of constant change
and have the confidence to take the lead in driving change.

Digital leadership

Accelerating digital commerce

Leaders in the market need to think, act, and react differently
to enable their organisations to succeed in a digital world.

The change in consumer behaviour due to lockdown has
to be evaluated in different contexts. Deloitte’s observation
noted that growth accelerated in some parts of Africa. Before
COVID-19, research shows that over 70% of customers were
buying online at least once a month.

Cognitive transformation: Handling the ever-changing
cognitive complexity, thinking divergently about new ways of
doing things and making decisions quickly without sufficient
information is key. This requires, understanding the world as it
changes, accepting it as is and conceptualising possibilities.

Customers are expected to participate more in online
shopping, largely driven by convenience, trust and security on
payment options. However, customers are not considering
buying everything online. This kind of customer behaviour is
influenced by their need to experience the product in real life
before purchasing it. Seemingly feeling, touching, and smelling
continue to play a crucial role when it comes to customer
experience.

What makes consumers refrain from online
purchasing?
The security of online payments, delivery options and a
smooth checkout experience are the main factors that
customers are concerned about. Customers are concerned
about online safety and the possibility of phishing scams. In
addition, they are also concerned about having a seamless
checkout and delivery experience where the cost of delivery is
reasonable and clearly communicated. Customers also expect
the process of returning products to be seamless. It remains
key to ensure that there is sufficient information on where the
customer can go for queries, concerns and returns. Getting
this right creates trust and improves the customers’ loyalty to
the brand.

13
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Observations on the Deloitte State of the
Consumer Tracker
The customer mindset has somewhat changed due to
COVID-19. To some extent, Covid-19 has indeed affected
how people shop, engage, and interact with stores. According
to the Deloitte State of the Consumer Tracker, anxiety levels
in South Africa are very high – second highest to India.
Customers are more concerned about job security and
financial security and are therefore reducing their spending
and only buying what they feel is necessary. This is typically the
case in middle aged individuals (ages 35-54) who take care of
the elderly, pay school fees and household expenditures.

Consumer spending intention
According to research by Deloitte, 80% of South African
consumers mentioned that they are keeping their vehicle
longer than initially planned as they are shifting their financial
priorities. This represents a downside of initial demand. This
leaves opportunity for companies to leverage aftersales,
relationship building, engagement and building brand affinity.

Mobility needs – from people to goods
Prior to COVID-19, the use of e-hailing services was on the
rise. However, with people working from home and the
uncertainty of how things may change in the near future

has indeed distressed the industry. The sharing economy is
changing for different reasons. The COVID-19 pandemic has
sparked concerns among customers about ride sharing and
using e-hailing services. Due to these changes, e-hailing service
providers are now looking into delivering goods more instead
of transporting people only. The need for vehicles remains;
however, it is now shifting from transporting people only to
transporting goods as well.
The automotive industry is facing this shift. There is a need for
automotive industry players to identify their individual targets
for growth, customer retention and loyalty while also creating
the balance whereby both customer segments remain loyal to
the brand.

Factors to consider when offering online services
• Seamless experience for checkout payments: Creating
this experience includes ensuring that transacting is easy,
effective, and safe.
• Choice of delivery: Considering what is best for the
consumer, communicating all the costs involved with
customers and ensuring that delivery of products is not
complicated.

• Customer service: Managing the omnichannel world
where consumers can voice queries, questions and know
where to get the information they need.
• Data protection: Retailers need to get permission to
market products to customers and ensure people feel that
they are in control of where their data and information
is used.
• Returns and service: Communicating the return policy
clearly to customers and making that information easily
accessible.
• Brand: Customers are generally adamant to go for a
trusted brand. What remains key in building a reputable
brand is building trust in the entire value chain, the
experience and in service delivery.
The e-commerce industry is growing at a strong and
accelerating rate. Businesses have no choice but to consider
the combination of hybrid omnichannel experiences between
online and offline customers. Certain categories are expected
to change going forward and those segments must be familiar
with what customers want and how they want it. These are the
factors that will keep customer loyalty intact.
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Leadership and performance for women
The philosophy of Kintsugi teaches one to embrace one’s
state of ‘perfect imperfection’. In reflecting on leadership
and performance for women occupying influential roles in
organisations and society, it is important to advise that the aim
is to strive to get close to balance, not perfection, according to
Roksana Ciurysek-Gedir, Chair of Impact Advisory Board and
White Oak Global Advisors.

Work-life balance
Studies have shown that working women report a lack of
work-life balance due to heightened workload and household
responsibilities, particularly with the remote working model.
Aarti Takoordeen, CFO of the Johannesburg Stock Exchange
(JSE) says, “balance as a working mom requires constant
practice”. Striving for balance requires the utilisation of tools
that can assist women manage their time better to achieve
their set goals and responsibilities. It is important for working
women to prioritise the important activities they need to
perform. She shares that making use of a digital diary, blocking
out time for meetings and family time are ways that have
assisted her manage her many responsibilities. It is crucial
also for organisations to foster an inclusive environment for
working mothers, she says.

Diversity in the workplace
The JSE is one of few listed organisations in South Africa
that has had a dominant female leadership structure. The
JSE consists of 80 per cent female executive leadership, 74
per cent female representation on the board and 52 per
cent female representation in overall staff compliment.
With that in mind, it has been perceived as having a softer
culture because the organisation is led by women. However,
Takoordeen argues that it is more related to leadership style
than solemnly focused gender stereotyping. It was a deliberate
mandate undertaken by the leadership of the institution to
change the culture from a historically aggressive nature to
one that is more inclusive. The JSE took a stance to measure
the performance of leaders, not only based on achieving their
targets but how the leaders carried their teams along the
project journey. The popular phrase within the organisation
‘no dead bodies in your wake’ became an important value for
the business
The Businesswomen’s Association of South Africa (BWA)
introduced a regulation that encouraged organisations
to disclose their diversity statistics and targets. Through
the regulation more organisations have strived to ensure

fair representation of both gender and race within their
business. However, it is important to note that diversity is a
broad concept that should not be looked at only through the
lens of gender and race, but culture, personality types and
perspectives.

Ethical leadership
Ethics can be defined as the moral principles that govern
behaviour. Ethical behaviour not only looks at what is done
but how it is done. It is reported that businesses that create an
ethical workplace outperform their competitors in stock
price growth.
Feminine leadership recognises that men and women often
have different leadership styles. The recent increased focus on
diversity and inclusion in the workplace have begun to realise
that women’s style and traits are important in leadership
and in the workplace, says Sope Williams-Elegbe, Professor
and Deputy Director of the African Procurement Law Unit at
Stellenbosch University. Feminine leadership requires women
leaders to lead authentically.

16
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Women leaders should recognise and embrace the way they
lead and think of ethics and ensure organisations value and
respect that diversity. It is crucial for women’s voices to be
heard and push their unique perspectives.
A personal and organisational framework for ethical
decision-making is crucial. A good framework for ethical
decision-making requires a trained sensitivity to ethical issues
and a practical method for exploring the ethical aspects of
a decision. Having a method for ethical decision-making is
essential for individuals and organisations.
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Future of work in automotive
A few years ago, the Future of Work (FoW) was centred around
the acceleration of digital and technology and how businesses
and various sectors are converging, enabled by technology. We
have seen the acceleration of digital adoption in the past year,
which has indeed shifted more towards the changing nature of
work and new talent models required to reinvent jobs.

Making work more human
The use of technology is not meant to replace any of the work
being done by humans. Instead, it is meant to make the work
more human, to enable work integration and reach the best
outcome. It is also meant to unleash the benefits of accurate
data analytics and to support creative problem-solving.
The FoW has indeed shifted though the years. Before 2020, it
was more focused on the impact of digital, people, skills, and
processes. Now it focuses more on the outcomes that need
to be changed and identifying the best fit-for-purpose place
for work to be done. Additionally, concerns have shifted from
the availability of work, towards the definition of work. In these
virtual times, people have not really reflected on what they see
as work. For example, is work seen as the end output or is it
seen as people being present at an office.

Challenging old mindsets
Following the outbreak of COVID-19, organisations had to
find new ways to keep customers and businesses moving
into different spaces to develop and produce new products
or services. We have also seen leadership challenging the
old mindset of getting work done as well as an emergence
of empathy in the workplace. The world of work has seen
increased productivity; however, there has been emotional
distress and burnout due to the sudden changes in how we
operate and overworking.
The FoW might not be the optimised reality people had
expected. Changes in production and to customer services
had to take place. For customers and employees to benefit
from an optimised reality, deliberate engagement and the
application of purposeful design is required. There needs
to be a balance between job demand and the availability of
resources. By ensuring that there are adequate resources in
place to support people, job satisfaction and productivity can
be boosted, especially in demanding jobs.

Embodying an optimised reality of self, teams,
and the business
In the next ten years there will be a massive shift of profit
going forward, organisations need to reassess and rebuild
their business models. People have started to take deliberate
decisions, but there is also the need to make suitable
changes to the human operating model. Making a change in
business is more than just working virtually, it also affects a
human’s operating model. Therefore, leaders should assess
and rethink the business model as well as performance
management processes, employee rewards and recognition
and the workforce’s mindset. Transitioning into this new
reality requires pausing, reassessing and asking questions
on the value the firm delivers now and what it will deliver in
future. It is also important to consider the outcomes delivered
considering the disruptions and changes in consumer
behaviour and then applying them in the business
design process.

Re-architecting work to unleash the workforce
When transitioning to the FoW in a post-pandemic world, each
organisation will have a different starting point.
19
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Even so, the ultimate end goal should be about humanising
the FoW. The real opportunity lies in moving to the workplace
as an intentional effort to humanise workplaces. Reaching
a humanised workplace requires re-architecting work,
unleashing the workforce and adapting the workplace. The
latter was felt hard last year in different ways and pushed
people to realise that the FoW is here and there needs to be
change in how work is being done. The office does not have
to be a constant only but can also be viewed as a variable. The
reality is that work can still be done even without people in
the office. By adapting this type of mindset, companies could
increase their attractiveness for talent.
In some industries such as manufacturing, the FoW is largely
seen in the decision-making process. The work remains the
same; however, real time data is being provided to drive
decisions. Integrating data improves productivity and is time
efficient. Through data, the re-evaluation of outcomes can
be achieved. For example, considering how technology can
help to reach outcomes at a lower cost or how to use Artificial
Intelligence to elevate a team’s ability to learn, create and
achieve even better outcomes.
There are a few critical points to consider for accessing the
right skills for the right purpose, curating the human and
performance experience and engaging people for success.

These include assessing how to access skills and capabilities
that are most critical to your organisation, how to engage with
an expanded workforce, how to build a workforce that can
adapt to the constantly shifting skills requirement and lastly,
how to understand your internal capabilities.

make jobs obsolete. Instead, technology should be used to
empower unskilled people as opposed to making people
programmed. If used in the correct manner, technology can
empower people to take on complicated tasks and simplify the
job for a semiskilled worker, thereby unlocking human capital.

Shifts to unleash the workforce with ecosystems

Businesses need to understand what problem customers/
clients are trying to solve and then apply the appropriate
technology. Technology has never been deterministic. It is
up to humans as the users of the technology, to determine
the impact or outcome. Adopting technology only from
an operational perspective is not sufficient for businesses
to thrive in a competitive market. Instead using innovative
technology to come up with a different business model is
where the real revolution lies.

The nature of work is evolving. This shift requires an open
mind, and the design of relevant talent models needs to keep
up and be adjusted where necessary. There needs to be a
growing recognition that a diverse and inclusive workforce can
deliver more value in a changing world.
An environment of greater flexibility and agility is not just about
giving people access to tools for team collaboration, but it is of
equal importance to enable people to work better and provide
them with appropriate training, new ways of working, shifting
the culture, and enabling people to connect in different ways.

It’s about humans not machines
Some myths around the 4th Industrial Revolution (4IR) have
emerged and have created fear among some workers and
governments. A few examples: it has been said that the 4IR is
making jobs obsolete, it requires higher skills and that 4IR will
harm humans. However, applying a different lens, 4IR should
be about humans and not machines. 4IR does not seek to
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Evaluating new business models through case studies
In 2013, Uber was launched in Africa and given the unique
challenges on the continent the company needed to find
innovative ways to respond to them. Today, the company’s
10 000 active driver partners, service 2.5 million riders per
month in 45 cities in seven countries across the continent.

To address the underrepresentation of women on their
platform and to empower more women to become driver
entrepreneurs, Uber partnered with a range of organisations
to improve access to vehicle finance, to provide financial
literacy and planning programmes.

Empowering women in Africa

Connecting female drivers to female riders

While not unique to Africa, one of the challenges that
Uber tries to address in its African operations is the
underrepresentation of women in the transport sector.
Compared to, for instance, North America where women
account for about 20-25% of their driver partners, women
accounted for about 10% in Latin America and about 1% in
South Africa a few years back. Uber identified insufficient
access to vehicles, financing, and safety concerns as key
obstacles to increasing the share of female drivers. In the
South African context, safety is a key aspect of improving the
experience of drivers and riders; therefore, Uber places safety
at the heart of every ride or delivery and uses technology to
enhance it.

In 2021, Uber piloted its Women Rider Preference programme
in Johannesburg and is planning to roll it out across the
country. This feature allows female drivers to activate a
function in the app that will connect them only to female
riders and hence make them more comfortable to offer
their services. Prior to launching the programme, Uber took
a number of steps to increase the share of female driver
partners on its platform in South Africa. The programme was
well received and increased the share of female drivers from
3.5% to currently 7-8% of active drivers.

times, the number of female drivers needs to be increased.
In addition to the Women Rider Preference programme, Uber
tries to continuously improve the experience of riders and
drivers through education and adding additional security
features. These include the Respectful Driver Programme that
was launched in 2020, the rating system for riders and drivers
as well as close cooperation with law enforcement agencies
and private security providers.

While the Women Rider Preference programme is a supply
side intervention, Uber is also considering a feature that would
allow female riders to request a female driver. However, in
order to ensure reliable services and prevent long waiting
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