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One of the few advantages of a crisis like that of 2008-2009 is that it distinguishes those who really
believe in Santa Claus—the ones who think that things will go back to being the way they were—from the
others who have grasped, by intuition or experience, that you can’t swim twice in the same river. People
who, whether out of boldness or inescapable pressure, see the world as perpetual movement and change.
While this stance is easy to describe, it is more difficult to adopt if harmful old beliefs continue to distort
your vision of the world as it is now. Indeed, most of today’s decision-makers earned their stripes with the
old convictions that history only runs in one direction, starting in the West; that Socrates is always right
about the younger generations* (they’ll get over it); that nothing beats a good handshake to close a deal (at
least it doesn’t leave a trace behind for Wikileaks); and that an alternative vision of capitalism is pure
fantasy.
And yet the signs are there to be seen: take India’s HCL Technologies and its reinvention of management,
the proliferation of hubs that network minds together wherever in the world they are located, or the
evaluation of an organization’s value creation based, among other things, on ... its carbon footprint.
Transformations are undeniably underway, and apart from giving up belief in Santa Claus, entering into
this new dynamic requires a delicate transition: from bowing reactively to the dictatorship of the short view
into proaction in and with your world.

* “Our young people love luxury, have bad manners, contempt for authority, and no respect for their elders. In our time, children are

tyrants.” Socrates.
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SIX TRENDS THAT ARE CHANGING BUSINESS

Hochet and De Jaegere review six trends that companies must
not only acknowledge but also understand and integrate into
their thought processes and transformational schemes.

! Post-modernism
Post-modernism involves an upset of temporal and special ref-
erences. Whereas pre-modernists refer to tradition and mod-
ernists to the future, post-modernists find no firm ground to
stand on. The past has no particular clout and the future no
longer appears promising, because the exponential changes
caused by human action have made it wholly uncertain. As a
result, the cult of the here and now, the pursuit of immediate
well-being, and the value of good everyday management have
replaced both pre-modernist notions of transmission and mod-
ernist ideas of societal transformation. The post-modernist per-
spective is changing markets, consumers, and ways of thinking
and acting; it is upsetting established design and commercial-
ization processes. Old rules no longer hold, and work has
become a creative process. Logic takes feelings into account,
and the idea of progress no longer holds much appeal. People ©
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are simultaneously workers, customers, shareholders, and part-
ners, so businesses too have to reconsider their own identity.

Annick Renaud-Coulon The dematerialized and
instantaneous nature of communications has
pushed this change forward, as has increased
interest in far corners of the world, and, in another
realm, the diminished quest for transcendence.
People are intensely focused on the present,
seemingly without roots or destination. Yet
companies cannot choose to become amnesic and
discount past actions, much less pay no attention to
their future. More than ever, they must dissect and
communicate about their past, present, and future,
for the combination of the three is their identity. It is
composed of organizational history, culture, heroes,
rhythms, rites and rituals, brands, professions,
projects, plans, and more. Companies must provide
meaning for the people responsible for their
creativity and wealth, and sensitivity is far more likely
than logic to help them succeed in this undertaking.

What drives companies to change rather than maintain the status quo? How do current world events affect their
outlook? What visible and invisible dynamics do their futures depend on? How can companies gain insight into such
dynamics and thus choose the right direction for their business? How exactly can they apply their understanding of
trends to trigger long term change that is both pertinent and meaningful?

Based on Triggers by Xavier HOCHET and André-Benoit DE JAEGERE
(Odile Jacob, June 2010) and on a tv.net article by Xavier Hochet (2010).

With the commentaries of Annick RENAUD-COULON, Founder and Ceo of the European
Club of Corporate Universities http://www.europeancorporateuniversities.com/

Triggers
Leveraging Change to Stay
Ahead of the Game
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L e s a u t e u r s
Xavier HOCHET is executive director
of Capgemini Consulting, France and
head of the firm’s consulting activities
for Southern Europe and China.
André-Benoît DE JAEGERE is vice
president in charge of innovation at
Capgemini, France.

T h e A u t h o r sWelcome in a
postmodern, responsible,
urban, ethic and connected
world.“ “
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! The Search for New Types of Growth
The exploitation-based model on which capitalism is founded is
being called into question, and the quest for business growth
must now be respectful of the over-extended environment.
Business has to figure out how to deal with the combination of
increasing energy costs and tough environmental policies.
Companies must rethink and revise all of their operating
schemes, aiming for modesty. Cutting costs is a start, as is
pushing your entire ecosystem to do the same (while still gen-
erating profits). But the most important things are to reconsider
your offer and market, anticipate norms, and take the risk of
revising your business model. Indeed, corporate value creation
is already being view from the angle of the associated carbon
footprint, a perspective that was unheard of just a decade ago.

Annick Renaud-Coulon Consumption-driven growth
has led to large scale social and environmental
unbalance. The idea of zero-growth that has been
pushed for decades or that of decreased growth
that has more recently gained some momentum
both contrast with another, more subtle notion of
growth. This type of growth can take on a range of
responsibil ity-focused but not guilt-inducing
shapes. Consumers are encouraged to consider
utilizing rather than possessing products, and
companies are urged to redesign their offers,
production facilities, customer systems, business
models, processes, and organization, etc. The
good news is that this type of growth is highly likely
to attract talent rather than send good people
running, and it should produce value that is not
merely economic in nature. We should be thrilled
with this change!

! The West is No Longer the Center of the World
For ages, history has been an account of worldwide western-
ization, but those days are over!! Whether the world is round or
flat, it clearly has no center—rather, it has many of them!

Hochet and De Jaegere speak of 8 coexisting “worlds”, each
with its own systems of solidarity, sociology, ecology, economy,
philosophy, and religion. They are, the United States, Latin
America, Europe, Russia (and the surrounding countries), India,
Chinese Asia (including Japan), Africa and the Middle East, and
the Persian Gulf countries.
The poor and the overwhelming middle class represent multi-
ple, demanding, and sometimes unpredictable mass markets.
Results- and services-oriented global corporations must learn
to drop their standardized organizational charts and give a free
rein to local companies’ organizational and managerial creativi-
ty. As far as Hochet and De Jaegere are concerned, “True busi-
ness localization means allowing subsidiaries worldwide to
compete against each other without engaging in any type of
national favoritism. […] Further, while innovation remains critical
to the success of global enterprises, it is more than ever linked
to cost efficiency and organizational responsiveness.”

Annick Renaud-Coulon It takes a trip to Asia to
realize how far advanced this change truly is; there
is nothing fictional about it! The biggest challenge
for Western companies is to simultaneously play
the global and the local game, demonstrating the
greatest respect for different cultures and sub-
cultures. Unfortunately, the current crisis has
caused many Western firms to behave like bullies
and pursue arrogant, degrading centralization
strategies. They are not only central iz ing
purchasing activit ies, but also knowledge,
communication, learning, and management—and
that is dangerous! As Saint Exupéry put it, we are
murdering Mozart!

! A Society in Search of an Ethic
Ethics are a combination of rights and duties. They are no longer
superficial details but rather core business requirements; to be in
sync with the world, companies must abide by new rules. Still,
most rules have yet to be written, as the search continues •••



edge and intelligence. But how can companies take part in a
virtual world when they are physically anchored to their roots?
By creating a common “desire to contribute” facilitated by new
technologies. However, companies cannot claim ownership of
collective intelligence, even when they use it and build it up.
Knowledge management has become a critical business issue,
and business leaders must focus on open boundaries and
cross-organizational dynamics to give communities the free-
dom and creativity they need to produce immaterial value.

Annick Renaud-Coulon This shift is occurring
everywhere, and we have yet to fully explore the
impact of relational technologies on corporate
management. Above and beyond the need to learn
to deal with things like short-circuited hierarchies,
exposed egos, personal branding, and the power
to do harm, companies have also gained access to
a fantastic means to boost business development,
but many are unaware of this fact. If they do things
right and encourage their entire workforce to
interact more effectively among themselves and
with the outside world, they will increase their
relational assets and be able to turn them into a
veritable strategic advantage. The potential is
tremendous, but also easier said than done.

! Urbanism
Finally, cities have become the centers of human activity. The
first era of human occupation of the earth is coming to an end,
as farmers are being replaced by billions of urbanites that must
still be fed. The emergence of far-reaching cities puts the spot-
light on specifically urban problems, like the lack of order and
cohesion, crowding, segregation, gaps between today’s huge
metropolises and traditional town structures, etc. In addition, the
multi-center structure of post-modern cities raises serious ques-
tions about business location. “Global” cities are appearing all
over the world. They remain basically independent from the
countries in which they are located and compete with each other
for both talent and business establishment. Meanwhile, compa-
nies trying to localize must also form partnerships with their host
city. In short, everyone’s ultimate goal is to recreate Silicon Valley!

The phenomena now affecting and changing business are very
powerful, so companies entering into the age of post-mod-
ernism need to develop new stances. Hochet and De Jaegere’s
book is the fruit of several years’ research on how and why
companies must change in new ways. The authors write, “This
book is post-modern, so it has no end. Readers will choose
where they want to go during this journey, and they will write
their own conclusions.” They may also express themselves on
the associated website at http://www.triggers.fr.

for common ground between economic realism, business
development, and responsible behavior. Legal, rule-based ethics
are not enough to make companies true societal stakeholders,
because doing business in ways that “do not harm” society is
not enough. Companies should help “build” the societies in
which they are members. They must consequently focus on
more universal, value-based ethical codes and thus render
insignificant the eternal debate between “ethical leadership” and
“leadership geared toward corporate interests”. Indeed, allowing
such a disturbing debate to continue would be negative for
everyone. Businesses should instead focus on new, solidarity-
building sharing of values, meaning, riches, and even risks.

Annick Renaud-Coulon Even though many
companies have taken steps toward active
solidarity and responsible engagement, ethical
behavior has not necessarily become a globally
shared value. The call for ethics still seems to
emanate from Anglo-Saxon culture, and
companies are wary of the uncertain territory and
seemingly utilitarian motives. That said, companies
do indeed need to display moral responsibility,
above and beyond the civi l and penal
responsibilities legally enforced in most countries. It
is not a matter of national or international legal
systems but rather one of conscious. Companies’
ethical desires are apparent in voluntary initiatives
to promote well being inside and outside of the
organization, to respect human rights, help those
who are weak, and to help fight global afflictions
like corruption. This change is not making much
noise, but it making swift progress. It is being
boosted by education—without which it will go
nowhere—and is apparent in visible improvements
in the world! Pascal said that true morality pays no
attention to morality! And we should add that it
flees publicity like the plague!

! An Immaterial Economy
The economy is currently shifting toward a non-material foun-
dation. Companies must transcend the industrial era’s outdat-
ed vision of the economy and strive only to possess core wealth
like intellectual property rights, brands, customer relations qual-
ity, and connections between internal intelligence and external
knowledge networks. In short, companies need ideas and per-
spectives, immaterial riches and imagination. The current era of
immediate access to the immaterial and to networks is leading
to increasingly virtual “products” (i.e., the usefulness of Twitter,
the freedom offered by Apple, the gateway to the world offered
by Google, etc.). The value of such intangibles is intimately con-
nected to the management of shared, constantly mobile knowl-
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Annick Renaud-Coulon The concentration of the
world’s populations in cities is a human tragedy. Too
many people, living too separately, standardized
knowledge and ways of thinking, and many other
negatives characterize this stage of human
development. Despite a few exceptions, people no
long see beauty; otherness is disappearing or only
artificially maintained; solitude reigns throughout.
The race toward urbanization and all of its
supposed advantages is a trap for the poorest
people, because living in cities requires knowledge
and know-how as well as non-innate skills and
significant financial means. The world of cities is

2 0 1 1 • • 6

©
B

us
in

es
s

D
ig

es
t

20
11

hurting people and nature, which is repeatedly
disfigured by concrete, even as sustainable
development becomes the new religion of policy-
makers. Companies have both financial and human
resources, and they are subject to constraints
imposed by their various stakeholders. They can
therefore play a significant role as partners for a
city’s cultural and economic development or as
facilitators, protectors, and trainers for the urbanites
and suburbanites they employ or do business with.
Unless, of course, they decide to set up shop in the
middle of a field to bring employment to people
striving to live in harmony with nature! !!

Go Further B O O K S W E B

FUTURE FILES: A BRIEF HISTORY OF THE NEXT 50 YEARS 
Richard Watson, Nicholas Brealey, November 2010.
Richard Watson is an author, lecturer, and above all, a tracker of
emerging trends. He advises companies on how to deal with
upcoming changes in their environment using innovation and
scenario planning. In Future Files, Watson reviews five major
changes we will be experiencing in the next fifty years and five
fundamentals that will not change. The first group includes
demographics and global aging; the Eastward shift of economic,
political, and military power; global connectedness; GRIN (genetic,

robotic, Internet, and nano-) technologies; and environmental issues. Watson’s perspective thus
echoes that of Triggers (Odile Jacob, June 2010) authors Hochet and De Jaegere, however he
also focuses on fundamental human issues that will not change. According to Watson, interest
in the future will be combined with a persistent desire to understand the past; respect and
recognition will remain core values and goals; and people will continue to need real objects,
encounters, and experiences; fear and anxiety will not disappear; and people will continue to
search for meaning in their lives. 

L’ÉPREUVE DES DIFFÉRENCES : 
L’EXPÉRIENCE D’UNE ENTREPRISE MONDIALE
Philippe d’Iribarne, Seuil, October 2009.
Philippe d’Iribarne describes in detail how the Lafarge Group, a
global corporation that has focused intensely on ethics since the
1970s, when it first set out “principles of behavior” for dealing with
multi-cultural issues. Can a corporation transmit its values, and if so,
how? Can organizational values take root anywhere, or are they too
closely linked to the Western worldview? How do a global
corporation’s publicized values stand up to social and human

realities in countries as different from each other as France, the United States, Jordan,
Malaysia, and China? D’Iribarne explores major issues like democracy and human rights in the
down-to-earth context of everyday interaction and relationships between people. Western
companies like Lafarge are in a good position to influence these issues, provided they are
willing to take local views of appropriate behavior into account. They thus have the potential to
drive economic as well as human progress. @
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Triggers online
The transformation TV website offers online
videos where you can see and hear Xavier
Hochet and André-Benoit De Jaegere talk
about the issues raised in their book. They
discuss the trends or “triggers” that will
help companies figure out when to
undertake change to move toward a
productive and meaningful future. There is
also a video presentation of the book and
one of the May 2010 Triggers round table
held at Paris’s Palais de Tokyo museum.

http://www.transformation-tv.net
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