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Covid-19 has changed the rules. From a new economic and 
environmental reality, a New Customer has emerged – one 
whose behavior and values have changed immeasurably in a 
short period of time. Companies need to assess customers’ 
change in expectations in terms of their own capability to 
respond and determine how their enterprise model needs to 
adapt. 
In looking at how organizations around the world are responding to the challenges of 
Covid-19, we identified two different mindsets governing the responsive postures of 
businesses: Type A and Type B.

Depending on the industry and company, either type may be valid. However, for many 
companies caught in a strait jacket of silos and departments, a Type A mindset is the 
only solution.

Type A businesses put everything on the table. They are thinking 
through how to rebuild their companies from the ground up, to be 
more resilient, more agile and more responsive to changing customer 
requirements. Type A businesses plan for where the customer is 
going to be post crisis and rely on a working assumption that ‘things 
will never be the same again’. Type A organizations will use this 
crisis as a means of reconceiving and reinventing their business 
to accelerate transformation programs and embrace new ways of 
working permanently. 

Type B businesses, by contrast, expect the world to return to the 
previous normal. These businesses are shaped by the prevailing belief 
that the customer will revert to pre-Covid-19 behaviors. The working 
assumption is that ‘the world will return to where it was’ and this will 
shape and define the mental model of the leadership team.
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The connected organization: key capabilities
Our research shows that there are eight key capabilities that companies will need to sustain an effective and competitive response 
– not just to the challenges of Covid-19, but also the challenges of future competition.

Insight driven
It is no longer enough to have a passing understanding of customer needs.  
All organizations will require a deep understanding of a customer’s life and be  
able to translate that understanding into decision making, prioritization and 
experience design. 

Organizations need to: 

Innovative 
A deep understanding of the customer’s life drives innovation. A problem-solving 
mindset is required which, when coupled with a strong sense of purpose provides 
focus, and a test and learn mindset enables continual refinement. 

Organizations need to: 

Unify data and 
analytics capability to 
generate rapid insights

Establish redefined  
business models, 
products and services

Leverage data 
platforms such as data 
lakes, machine learning 
and other analytical 
techniques

Underpin innovation by 
digital means with flexible 
pricing mechanisms and 
consumption-based models

Orchestrate disparate 
data sources intelligently 
and securely in a  
self-service and 
automated manner

Create newly tailored 
customer value propositions 
and routes to market

Drive proactive 
enterprise performance 
management
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Experience centric
The experience must be intentional, not the default outcome of multiple internal 
processes. It is how the brand promise is delivered at each touchpoint and how 
the brand is made real for customers every time they interact, such that a strong 
relationship is formed.

Organizations need to: 

Seamless
With the shift from physical to digital, organizations will need frictionless end-to-end 
customer interactions, with safe, secure payment options. 

Organizations need to: 

Iterate experiential 
designs quickly and adapt 
to market feedback

Accelerate the shift to 
optimal delivery channels

Gauge the true impact of 
experience designs and execution 
using sophisticated customer and 
market sensing solutions

Harness emerging 
channels and integrate 
them with existing 
operations

Action pragmatic design 
thinking approaches

Enable the business to 
generate, convert and 
service demand under 
evolving conditions

Lead with cyber security 
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Responsive
Covid-19 has demonstrated the need for organizational flexibility and responsiveness 
as companies pivot to maintain and service through supply chains. The last mile 
has come to the fore and it is the end-to-end delivery of the experience that drives 
Advocacy and Loyalty. 

Organizations need to: 

Empowered
Employees underpin great customer experiences. Leaders, employees and the 
working culture are to be aligned through a brand purpose and a set of values 
that both inspires and shapes behaviors. Employees need to be able to make the 
judgements and decisions that customers expect at a point of interaction.

Organizations need to: 

Establish agile, resilient 
and responsive supply 
chains and operations 

Thrive (not just survive) 
with new workforce 
models, including 
working  
from anywhere

Enable seamless 
processes and effortless 
decision making across 
the end-to-end supply or 
value chain

Be supplier centric 
with procurement 
to better integrate 
suppliers across tiered 
procurement efforts

Support with a culture which 
values and recognizes contribution 
based on accomplishments and 
collaboration versus hours worked

Leverage advanced data 
and AI tools, providing 
real time and predictive 
insights

Incorporate micro supply 
chains and supplier 
diversification for 
protection and flexibility

Create collaboration 
platforms for virtual 
workspaces when face to 
face isn’t practical or possible
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Digitally enabled
A technology architecture that is built around the customer and is responsive to their 
needs and preferences is critical. Indeed, it must be supported by an agile mindset 
so new technologies and new products and services can be implemented rapidly. 

Organizations need to: 

Integrated
The ability to identify and leverage synergies with third parties and external 
ecosystems is increasingly important as it is not always feasible for a company to do 
everything itself. The move to platforms is driving wider partnerships to satisfy related 
and often interconnected customer needs.

Organizations need to: 

Access the underlying 
architecture and digital 
infrastructure to run at 
pace in a hyper-connected 
world

Establish a “shock 
proof” ecosystem of 
partners who understand 
and enable the power 
of collaboration and 
communications

Deploy a digitally native 
architecture grounded 
in modern infrastructure 
and applications

Rewrite how IT functions 
within the business, in 
order to be responsive and 
experience-centric

Be supported by 
reimagined service delivery 
models backed up by an 
engineering mindset

Jointly execute against 
a clear set of business 
outcomes broader than 
service level agreements 
and cost, but inclusive of 
risk mitigation, execution, 
flexibility and trust
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Sector considerations: 
In order to compete in the coming months and years, organizations must adapt to the New Customer more rapidly 
than ever before. This means being extremely clear on what they need to offer – defined as a Six Pillar Experience – in 
order to build an enterprise that is lean, digital and fit-for-purpose. Clearly this is not a one-size-fits-all model: there are 
important considerations at a sector level. 

Retail 
Top three performers 
versus market average:

Carrefour Centrepoint Spinneys

6% 5% 4%

The UAE is a highly developed market, with hypermarkets 
and supermarkets dominating the retail space. Leaders in the 
sector are all significant players and are undergoing a step-
change in nearly every aspect of their businesses. Customers 
are shifting, technology is evolving, new competitors are 
entering the market. Future success in the grocery sector is 
about putting the customer first, getting all the basics right, 
embracing new technologies to achieve this and creating more 
innovative and rewarding instore experiences.

Crises such as Covid-19 have a habit of accelerating macro 
trends. This is particularly true of the retail sector. Where social 
distancing and a focus on customer and employee health and 
safety have driven new customer behaviors and fundamentally 
changed the instore experience.

Digital ordering, home delivery and curb side pickup have now 
embedded buying behavior across demographics. Grocery 
outlets have rapidly innovated in response, accelerating 
e-commerce and using creative ways to effect home delivery, 
with larger supermarket chains recruiting new staff to meet 
the increase in demand. Non-grocery retailers have seen their 
business move online as customers become increasingly 
confident ordering non-traditional items on the internet.

Those that had an omni-channel mindset have made this 
journey quickly. Others, who see digital and physical stores as 
separate channels, now face diminishing numbers of  
physical customers and structural change in the balance of  
their business.
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Grocery Retail:

CEE score: 
same as market 
average

Non-Grocery 
Retail 

CEE score: 
-1% vs market 
average

 – Online and delivery 
expansion

 – Personal space – 
social distancing 
continues

 – Sustainability and the 
environment

 – Touchless/contactless 

 – Localness, sense of 
community

 – Integrity and Empathy 

 – ESG strategy

 – Seamless ecommerce

 – Responsive operations and supply chain 

Key findings
About this year’s 

research About KPMG
The Six Pillar 
experience

Building the  
Connected Enterprise

A different service for a new reality39



Logistics
Top three performers 
versus market average:

FedEx DHL Emirates  
Post Group

5% 3%

Prior to the pandemic, according to the Federal 
Competitiveness and Statistics Authority, the logistics sector 
in the country was expected to contribute 8% to the UAE 
economy by 2021, up from 5.4%.xlviii  It is very likely this figure 
will now have to be revised upwards.

During the early stages of the pandemic, the business-to-
business logistics market almost came to a standstill. Impact 
was significant, as supply chains were seriously disrupted and 
new regulations rapidly introduced.xlix  

Meanwhile, the business-to-consumer market has grown 
dramatically, as people in lockdown moved online to make their 
purchases. Not only did volumes grow, the profile of goods 
being shipped changed, with more consumers ordering even 
the largest purchases online. Furniture, fashion and even cars 
are now being purchased over the internet. In response, the 
leading logistics companies in our index have fast-tracked 
their growth and development strategies, quickly expanding 
to seven days a week and making significant investments in 
e-commerce, people and assets to cope with demand. 

They have also responded to the challenge of making deliveries 
safer for employees and customers. Contactless last-mile 
delivery solutions have been crucial to the industry’s Covid-19 
response. Signatures are no longer required as photographs 
provide proof of delivery.

In fact, across every part of the logistics landscape, companies 
have realized they need to optimize their operations, with data 
and technologies as critical enablers. Gaining greater visibility 
across the supply chain is key, by collecting and sharing data to 
track packages in real time from point of origin to destination. 
New data sources are making this possible. Tracking data 
can come from logistics companies’ operational and planning 
systems, from sensors in warehouses, on pallets in transit, and 
from telematics in trucks and on ships. All provide a real time 
view of supply chain progress.

0%
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Logistics

CEE score: 
same as market 
average

 – Trust and integrity of 
delivery firms 

 – Rapid growth in online 
purchasing 

 – Time & Effort: track and trace 
sophistication

 – Next day delivery is the 
standard

 – Expansion from increases in 
online

 – Responsive operations and supply chain

 – New processes and simplified procedures  
for delivery 

 – Scalable digital infrastructure, automation  
and robotics 
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Financial Services
Top three performers 
versus market average:

HSBC Emirates NBD Abu Dhabi 
Commercial Bank

10% 7% 2%

There are many banks in the UAE, but it is the larger banks that 
are setting a high benchmark for customer experience. 

Before the pandemic, the 2020s were being framed as the 
decade for digital bank transformation. Such changes reflected 
a growing desire for innovations including seamless, hyper-
personalized user experiences.

This shift also reflected a practical need for more efficient 
operations as well as increasing pressure for banks to boost 
their return on capital and decrease cost-income ratios. 
Meanwhile, systems such as open banking (allowing third-party 
applications access to bank accounts) is a potential disruption 
to the European and US industry and is likely to extend globally 
in the near future. This may split the value chain into distribution 
and manufacturing and increase the likelihood of competition 
from new entrants, particularly from big technology firms. 
For customers, it will usher in a new era of integrated, more 
seamless, financial services.li 

Covid-19 is accelerating the demand for easier, more 
convenient, added value banking. It has also changed 
consumers’ behaviors, pushing them to consider new tools 
and technologies. As customers become “digital first” across 
age groups, the traditional banking model of separate (and 
often unintegrated) channels comes into question.lii 

The challenge today comes from a variety of digital assets that 
do not sit on the balance sheet of banks: cryptocurrencies, 
electronic wallets, stablecoins, or balances with a telecom 
or a retail provider. New entrants have focused on payment 
technologies. The convenience of payments they provide, as 
well as the connection to other parts of the growing digital  
life of consumers and business alike, will all need to  
be accelerated.
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Financial 
Services

CEE score: 
same as market 
average

 – Focus on Value

 – Savings,  
re-establishing 
financial security

 – Desire for control 

 – Want multi-functional online 
capabilities

 – Resolution and Personalization: 
solving customer life problems 

 – Role of branch versus digital 
technologies

 – Insight driven

 – Innovative products and services

 – Experience centricity by design
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Travel & Hotels 
Top three performers 
versus market average:

Emirates Airline Etihad Airways Careem

13% 2%

-2%

Expecting a lengthy recovery period, airlines are dealing with 
a structural change in air travel economics. The costs of idle 
aircraft run high.liii Full-service airlines depend on the business 
traveler to make their economics work and low-cost airlines 
depend on utilization and passenger density. Both are  
under threat.

The full-service airlines that have historically led the index pride 
themselves on providing a high touch, personal service. This 
is, however, the antithesis of a Covid-19 world where limiting 
touchpoints and reducing interaction between passengers and 
crew is a vital element of minimizing the opportunities for the 
virus to spread. It also requires removal of the luxury symbols 
that attract passengers to airlines such as high-quality amenity 
kits, noise cancelling headphones, pyjamas and gourmet meals 
which have been replaced with snack packs and personal 
safety kits.liv 

Many hotel groups have acted with integrity and social 
conscience during the epidemic, providing beds for key 

workers, ensuring that the homeless and vulnerable had 
shelter and providing meals and support where it  
was needed.lv 

The pandemic has, however, left the hotel sector in a difficult  
state as travel (both business and leisure) is curtailed for the 
foreseeable future.

In future, the nature of the hotel experience will likely change. 
For luxury hotels, where staff interaction is critical to the 
experience, this will be more difficult as customers seek to 
minimize staff touchpoints. Luxury amenities will need to be 
removed for sanitary reasons. Rooms will be decluttered as 
stationery items such as pens, notepads and in-room menus 
are removed from rooms and replaced with digital alternatives 
or provided solely upon request. Leisure hotels may suffer 
from restrictions, with second and third waves driving 
impromptu lockdowns and movement limitations.
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Travel & Hotels

CEE score: 
same as market 
average

 – Insecurities around 
travel

 – Geographic 
constraints

 – Focus on air quality 
and pathogens

 – Integrity and Empathy: long 
term recovery

 – Covid-19 protections and safety

 – Managing catastrophic impact 

 – Innovative products and services

 – Partner and alliance eco-system 
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Utilities
Top three performers 
versus market average:

DEWA ADWEA FEWA

5% 3% 2%

Utilities in the UAE have been going through a substantive 
restructuring as growth in prosumers, electric vehicles, zero 
net energy buildings, micro-grids, the Internet of Things and 
connected homes put the traditional utility business under 
significant pressure. Decarbonization, decentralization, 
digitization and sector convergence will radically change the 
fundamentals of the industry.lvi 

Utilities around the world are used to dealing with a captive 
customer base with limited alternatives, long-term capital 
investment and relatively stable regulatory contexts. 

However, customer expectations are rising rapidly as forces 
outside the sector are having an impact. Customers are 

increasingly expecting a similar level of service from utilities 
providers which they receive from other service industries 
like telecommunications, retail and banking. Consumers 
are demanding a frictionless, personalized, trust enhancing 
experience that simplifies their lives.

Technological advances are unlocking the door to new niche 
players offering technology-driven energy-related services that 
present new ways to meet customer needs by offering better 
service, greater transparency, and more efficient, cleaner 
energy at a lower cost than the incumbents.
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Utilities 

CEE score: 
+3% vs market 
average

 – Search for Value

 – The desire for 
environmental and 
societal purpose from 
providers

 – The green economy - 
heightened awareness 
of decarbonization

 – Empathy: help with my home 
haven, vulnerability

 – Resolution: solve my problems 
with home appliances

 – Time & Effort: service 
responsiveness 

 – Agile at scale

 – Innovative products and services

 – Partner and alliance ecosystem 
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Telecoms
Top two performers 
versus market average:

Etisalat du

-5% -6%

The telecoms sector in the UAE has had to quickly  
adapt to the changes and disruptions caused by the 
Covid-19 outbreak.

Similar to other countries around the world, an increase 
in working and studying from home created a surge in 
demand for fixed services, including video streaming.lvii  

Over this period, the value of high-quality connectivity has 
never been more evident. If the Covid-19 outbreak had 
happened only a couple of decades ago, when the digital 
infrastructure was less mature, home working and home 
schooling would have been immeasurably harder. A lack of 
connectivity would have almost certainly led to a far more 
profound impact on society and the economy.

Certain new behaviors are likely to remain permanently: 
more video conferencing among businesses, greater 
usage of online shopping portals, additional e-learning for 
schools and universities and more frequent use of remote 
healthcare services. In theory, everything from medicine to 
exercise classes could see some form of lasting change.

High-quality connectivity will become an increasingly 
pertinent need and should be a positive trend for operators. 
Assuming long-term demand for greater connectivity 
continues, so too will the need to invest. The only difference 
could be to more starkly highlight the need for operators 
to consider new business models and more adaptable and 
cost-effective forms of network deployment.
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Telecoms 

CEE score: 
-5% vs market 
average

 – Future home working

 – Bandwidth and 
internet needs. Video 
conferencing and 
socializing 

 – Track and trace app

 – Withdrawal of data limits and 
usage restrictions

 – Time & Effort: seamless 
interface for problem resolution

 – 5G and change in data usage

 – Integrated partner and alliance 
ecosystems

 – Innovative products and services
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Entertainment & 
Leisure
Top two performers 
versus market average:

VOX Cinemas Novo Cinemas

8% 3%

With cinemas closed across the UAE for some time, Covid-19 
has had a significant impact on the industry. However, it has 
driven reflection on what can work in a pandemic and the 
return of drive-in movies, so that up to two people can watch 
the movie together in a safe and secure environment.lviii,lix

Prior to the pandemic, the industry was burgeoning, with new 
cinemas being opened across the emirates. Movie theatres 
in the UAE are unique, as ultra-modern technologies such as 
Dolby Atmos, 4D, and Dreamscape, which uses virtual reality, 
are deployed to provide an immersive experience.
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Entertainment 
& Leisure

CEE score: 
+6% vs market 
average

 – Greater adoption of 
live streaming

 – Boom in online 
content usage

 – Desire for a 
memorable experience

 – Pent up desire for novel non-
home experiences

 – Integrity: establish trust in 
Covid-19 restrictions

 – Less travel 

 – New business models

 – Seamless interactions and ecommerce

 – Partner and alliance eco-system
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Restaurants and 
Fast Food
Top three performers 
versus market average: Starbucks Costa Coffee

3% 2%

Talabat

1%

For many fast food and restaurant operators, Expo 2020 was 
to be a major simulant to growth.lx  For the 200+ restaurants 
preparing for its launch, its postponement until 2021 has 
caused ripples across the industry as firms who have made 
investments no longer have the predicted inflow of tourists. 

The 2018 KPMG report on the industry “Food for thought”,lxi 
identified the growing trend of “deliverization” something 
operator Talabat has benefited from. Increasingly, UAE 
consumers are seeking convenience and that means a growing 
tendency to have their meals delivered.
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Restaurants & 
Fast Food

CEE score: 
+1% vs market 
average

 – Social distancing 
impact

 – Order from home

 – Pre-prepared meals 
delivery

 – Gradual reopening

 – Adapted to new normal

 – Customers need to feel in 
control 

 – Delivery/takeaway expansion

 – New business models

 – Innovative products and services

 – Partners and alliances
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