
The empowered 
enterprise:

In a world of uncertainty, CFOs need to build 
stability and power growth. And with greater 
scrutiny on performance and corporate behaviour, 
the finance teams that can help their businesses 
balance profit and purpose are set to thrive.  

In that context, CFOs are challenged on many 
fronts as they work to meet the expectations from 
their shareholders, employees, customers, and 
communities around the world.  

With access to vast volumes of internal and 
external data and advanced analytics, high-
performing CFOs can generate insights that 
guide the business forward. Coupled with the 

ability to quickly act on their findings, these 
finance teams help their companies make better 
strategic decisions for their customers and 
ecosystems.   

To understand how CFOs must adapt to new 
demands, Genpact’s report, CFOs Empowering 
Enterprises in the Age of Instinct, shares practical 
advice on how to begin the transformation. We 
explore some of the report’s key topics in the 
following pages. 

The CFOs featured in this guide are at the 
vanguard of the next evolution of the role. We’d 
like to thank all of them for their participation.  

How CFOs are putting insight at the heart of a  
purpose and performance-driven business 

Ilkka Hara, 
CFO, Kone

Andy Halford, 
group CFO, 
Standard Chartered

Ed Fitzpatrick, 
CFO, Genpact

Vivek Saxena, 
F&A service line 
leader, Genpact



12 Finance Director Europe / www.ns-businesshub.com

The empowered enterprise: How CFOs are putting insight at the heart of a purpose and performance-driven business

The power of data: 
How CFOs can harness data to 
power better decision-making 
Chief executives are increasingly looking to their CFO counterpart to develop the right kind of data 
strategy to help them make better decisions through insight. Luckily, the modern CFO has access to a 
set of technologies that previous generations would barely recognise – with so much data available, the 
opportunities to add value, collaborate, make better decisions, innovate and drive growth are almost 
unlimited. It’s vital to keeping a business on an even keel – and understanding the numbers and sharing 
the insights are surefire ways of putting a firm on the path to success. 

T he value of data to any business is now perhaps 

greater than any single commodity. The ability  

to aggregate huge amounts of information and 

turn it into digestible and actionable insight is the 

biggest breakthrough in business since the birth of 

the computer.   

And while accountants and those entrusted with 

steering an organisation’s finances have always  

relied on the collection and management of basic 

information, the volume and sophistication of data 

available has increased exponentially – to become  

a genuine driver of competitive advantage across  

all business sectors. 

It allows the CFO to not only understand 

how underlying factors are driving business 

performance, but also, through the use of 

AI, machine learning, and cloud computing, 

to make more informed and predictive 

decisions based on rigorous, clear metrics. 

standardising high-quality, well-governed data and 

understanding how it can support the agile and 

responsive business in its growth journey. In doing 

so, finance can become a key enabler in making sure 

the business has the right data and insight to drive 

better decisions. 

In partnership with CDOs, CFOs face challenges  

to achieve this: the volume of data is ever-growing, 

there are disparate sources and types of data,  

while the availability, quality, standardisation of data 

demands a keen focus on where the business should 

direct its efforts. 

Instead of relying on other business functions  

to report on disparate sources of data, “we now  

have a situation where CFOs have a direct view of 

enterprise-wide-data and they can really get that 

data-to-insight-to-action loop working, explains  

Vivek Saxena, F&A service line leader at Genpact.

“Insights are used to make better decisions and for 

the business to take action. But not only that, finance 

teams are now able to see if the data moved because 

of those actions – whether the insights led to the 

right actions and what are the learnings,” he says. 

“CFOs are much more informed about the end-to-end 

journey, which was not possible before. And the time 

it takes for finance to understand the consequences 

of its actions is now quicker and more efficient.”

Many businesses are now entering a phase 

whereby data capture is running by default across 

business units. That means they can increasingly 

draw on a greater breadth of data sources.

While work to improve internal streams of 

performance data has been ongoing for some time, 

many CFOs are looking outward to capture a broader 

range of metrics, from customer experience and 

sentiment to ESG-related measures that give a truer 

“We’ve done a lot to try to simplify the data 
that we have available to analyse within the 
business. Like many businesses over the year, 
we have probably grown to have data dotted 
around the place.” 
Andy Halford, CFO, Standard Chartered

The role of the data guardian
By taking on the role of data guardian, the CFO  

is now more empowered to effect change. And an 

essential part of that role involves centralising and 
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“We now have a situation where CFOs have  
a direct view of disparate data, which is 
used to help them to develop insights for the 
business to take action; now finance can do 
that themselves.” 
Vivek Saxena, F&A service line leader, Genpact

picture of the company’s impact in its communities 

and on the environment. 

Taming the data tiger
These new data types offer an exciting glimpse  

into the future of insight-driven business strategy. 

Businesses can now capture and analyse both 

structured and unstructured data, as well as more 

experiential and qualitative customer insights.  

This data may come from both within and outside  

the business. 

Through digitech and the clever use of automation 

and AI tools such as RPA and natural language 

processing, capturing data of all types is now easier. 

The next step is to make sure that what is captured is 

accessible, digestible, and delivers value, and does so 

with minimal cost and time delay. And that requires 

building the right kind of systems and processes  

to create a flexible data infrastructure to deliver  

real value.  

“We’ve done a lot to try to simplify the data that 

we have available to analyse within the business.  

Like many businesses over the years, we have 

probably grown to have data dotted around the  

place and actually getting that in more consistent 

shape has been a big challenge,” says Standard 

Chartered CFO Andy Halford, who works alongside 

85,000 employees across a banking giant with a 

presence in 59 territories, serving customers in  

close to 150 markets.

Halford’s story – where finance takes the lead on 

centralising data – is increasingly typical. Acting as 

de facto director of data, the CFO is now able to 

bring the traditional finance disciplines to bear.  

That means prioritising standardisation and efficiency 

of process in order to improve the quality of the  

data pool and harvest more compelling data sets. 

Installing systems that deliver clarity, however, isn’t 

always so simple. “I think sometimes some businesses 

can end up with so much data – and so much analysis 
– that it actually becomes quite confusing as to what 
you take away from it,” Halford reflects.

And he believes the CFO is in the perfect position 

to articulate to the business how data can underpin 

better strategic decision making by looking and 

asking, “what is going to be the thing that’s going  

to change; are we riding the crest of that wave; are 

we off the pace with that; what more do we need to 

do to position ourselves in the right way to take 

advantage of this?”

Releasing the power of data 
Halford is clear about the next steps: “Now we can 

take unsorted data and derive insight from it,” he 

says. “I think knowledge has been important over 

many decades in taking businesses forward, and  

we are fortunate that, with technology, the ability  
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to actually crunch very, very large amounts of data 

very, very fast is huge.” 

And beyond that lies a further frontier, as finance 

uses its facility with data to empower other business 

units to make better decisions backed up by insight. 

“As CFOs we have to understand that the ambition  

as well as the demand from the business is increasing 

everyday,” says Ilkka Hara, CFO of Kone, a 

manufacturer and service provider of elevators, 

escalators and flow solutions. 

In his view, the basic ‘ticket to play’ in the data 

sphere means steering the finance function to a 

position where it can deliver compliance, risk-

management and the capability to record what 

happened in the past. But that’s just the beginning. 

“Then it’s a question of what you can do in terms 

of really helping the organisation to look forward and 

understand not only what happened, but also what 

you should do about it,” he says. 

“You need to be in a position where you help  

the whole organisation by giving them visibility as 

well as an understanding of the data that is coming 

from finance.”

For a seasoned CFO like Hara, it’s no longer 

enough to understand where the deviations or 

exceptions came from. “Now, it’s really about 

saying what are the decisions we should take 

today – and tomorrow – based on the data we 

have available,” he explains. “I need to be able 

to understand how we should lead the 

business going forward. And I think that’s 

clearly more of an ask to finance than it 

ever has been before.” 

“How we analyse and apply data is not only 

improving efficiency in projects and processes, but 

also enables finance to be a better business partner. 

“That means we need to enable the people who are 

doing the work every day, maintaining the elevators 

and escalators, to make the right decisions; and  

they make thousands of decisions every day,” Hara 

explains. “It’s really important that we are enabling 

the transparency and availability of the right data to 

the right people.”

Automated service
Genpact CFO Ed Fitzpatrick believes that automation 

is the secret sauce to not only gathering data and 
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A question of purpose: 
How finance can frame and drive an 
organisation’s principles and practices
All organisations need to understand and live their purpose – especially now that business is expected 
to do much more than simply keep shareholders happy. CFOs are increasingly vital to these changes, 
using data to increase transparency, deliver insight on performance, and enable their companies to 
take a more ethical approach. With the help of senior finance leaders from across business, Finance 
Director Europe explores how the CFO can take the lead.

T raditionally, many CFOs might have answered 

questions about corporate purpose with a 

simple response: to control costs, increase 

revenue, manage risks and deliver value to 

shareholders, owners and investors.

However, it’s fair to say that the past decade has seen 

the emergence of a number of trends that now demand 

input from the finance function. These questions 

include: what is long-term value? Who are we ultimately 

accountable to? What does the company exist for? And 

how are we developing our people so that they become 

well-rounded and fulfilled professionals able to make a 

genuine contribution to the company and beyond?

A defining question
It’s a question that Andy Halford of Standard 

Chartered feels must involve the CFO. “There’s  

no doubt we’ve moved on from the days when  

a corporation could just look at itself as a self-

contained entity with just a few shareholders  

and say: ‘Let’s make some money and that is it.’”

Nowadays, however, society, customers and 

employees demand a great deal more from 

businesses. They are expecting a contribution to  

local communities through worthwhile employment 

and sustainable environmental practices such as 

paying the right level of tax and rooting out bribery 

turning it into actionable insights, but also liberating 

finance to deliver real value. 

“We want to drive automation to get more into the 

analytics so that business leaders can make better 

decisions,” he says. 

Fitzpatrick’s discussions with Genpact clients 

across the world reveal that driving cost savings  

is now table stakes. “The real differentiation is to  

free up finance teams’ time to focus on crafting and 

delivering insight to help the business in a range  

of areas, from targeting new customers to pricing  

a deal more effectively.”

It’s a transformative idea, and one that resonates 

with Ilkka Hara – who has been working on his 

company’s finance journey in two key ways. “Firstly, 

it’s been about driving efficiency in our operations: 

that’s about harmonisation and also centralising  

work wherever possible, in terms of actual countries 

as well as the various service centres we operate in 

within those countries. 

“Secondly, we see good opportunities for 

automating processes and also, then, improving 

the master data framework that we have in place.” 

Hara suggests trying smaller iterations of new 

policies first to see how they turn out. “Clearly, from 

our perspective, we’ve identified where we can see 

the best opportunities, and for us it’s been about 

starting with ‘business first’: where do we see value 

for customers being created and how can we do  

it better? Ultimately, we see that in our overall 

processes, there lies a lot of opportunities in the  

long-run for automation as well as significant further 

efficiency improvements.”  

Ultimately, there is no doubt that internal and 

external changes have to be made before any 

company can fully and confidently rely on a data- 

led approach. These changes can be structural, 

interpersonal and managerial – all must align for  

a data-led approach to be successful.

Every CFO will recognise that the journey towards 

a data-driven enterprise will not always be a smooth 

one, but the opportunity to harness the potency of 

data to power better decisions across the business is 

one too enticing to ignore. ●
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and corruption. In short, it’s clear that businesses 

that don’t adapt will soon suffer. 

Halford believes the CFO is crucial in defining not 

only how the business plays its role in wider society  
–but also in how it views itself alongside the growing 
and improving competition.

“The whole issue of purpose is wrapped up in the 

question of what will help my business stand out 

from the crowd? What do we want to do that will 

resonate with our employees and will make them 

proud to work for us? How can we help our 

communities? The word ‘purpose’ is real – it’s not 

 just something you put on the shelf and pick back 

up occasionally.”

These questions are at the heart of what Standard 

Chartered does in its environmental, social and 

governance (ESG) reporting. And it is leading to 

clear action: the bank recently launched its first 

sustainability bond, aiming to tackle some of the 

world’s biggest challenges in underfunded regions, 

and bringing cheap and reliable financing to where  

it matters most, it seems clear that the bank is 

serious about its obligations. Indeed, the majority  

of the €500m bond proceeds will finance the UN’s 

Sustainable Development Goals (SDGs) in emerging 

markets, including providing good jobs and growth, 

helping develop industry and infrastructure, and 

supporting affordable and clean energy.

A broader perspective
Integrating a company’s purpose into how it plans to 

grow, where it wants to operate, and how it sees its 

place in the larger ecosystem are questions that few 

organisations might naturally direct towards finance. 

But the explosion of new sources of data – and the 

ability to analyse how they affect both the bottom 

line and broader questions of sustainability – means 

that this is beginning to change. 

“We are seeing companies making strides in areas 

like emissions and supply chain and clean energy,” 

says Vivek Saxena. “And it requires a clear 

framework in terms of disclosure and reporting. 

Because ESG is still quite a nebulous area with lots  

of different definitions, that framework still needs 

work and refinement.”

“Finance has a background in analysis,” continues 

Saxena, “so that means ownership of ESG analysis 

can be given to finance teams: they have reporting 

skills and experience working with regulators, so it’s 

a natural fit.” 

Ilkka Hara agrees that the CFO must lead on the 

question of purpose and that the uniqueness of the 

role makes that contribution even more vital. 

“I think from a CFO perspective, you can bring into 

the game quite an interesting perspective: how do 

you make the mission live? How is our vision creating 
the best people for experience for people? And then 
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also what is our actual performance on delivering 

that to our customers?  So, it creates a loop.

“But I think where CFOs can actually make a  

big contribution in this area is not only internally,  

but beyond that. We need to be working with the 

customer, but also more importantly we should be 

interacting with all of the investors and other 

stakeholders to find out what they expect of us.”

Painting the picture  
Driving that external communication effectively 

requires an in-depth understanding of what makes 

the company tick, what risks it faces, and how it 

plans to mitigate them. “I talk to investors all the 

time, and they want to know what we’re doing to 

drive ESG initiatives,” says Ed Fitzpatrick. “They 

want to know if we’re plugged into our communities 

around the globe and whether we’re making an 

impact on the environment – how are we governed?”

So the more that gets automated and put through 

into dashboards and measured, the more you can 

improve. And I think we’ve done a decent job at  

that, we’re thinking about diversity, inclusion and so 

on. And as the demands to see action from outside 

voices grow, we are already in a strong position to 

provide that insight.”

Fitzpatrick explains that every senior leader 

at the company has a role to play in delivering  

on Genpact’s purpose: “For example, while  

I’m the CFO, the infrastructure team also 

ultimately reports into me, which includes 

our transport facilities around the world. 

We are extremely focused on 

understanding and reducing our carbon 

footprint, for instance.”

“The whole question of purpose is wrapped 
up in that: what is it that’s going to make my 
business stand out from the crowd? What is 
it that we want to do that will resonate with 
our employees and will make them proud of 
working for us?”
Andy Halford, CFO, Standard Chartered 

All this is important: “We don’t just act on ESG 

because it’s the right thing to do, it also adds value.”

Hara agrees that for many CFOs, the dialogue with 

investors, staff and other stakeholders has changed 

enormously in recent years. “A few years ago, you 

tended to have discussions around ESG with experts 

from time to time,” he says. “Now you rarely have  

a meeting where you wouldn’t talk about ESG.” 
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“While we’ve been focused on making progress for 

many years already now, we have now taken a much 

more transformational approach on ESG topics. We 

want to see that as something where we can be a 

leader – not only in our industry but more broadly.”

Demanding more 
The journey that many in finance will go on – from 

training and qualifying to mastering the basics of 

running the numbers in a responsive business – is 

becoming more intense and demanding as technology 

drives change. 

Indeed, Fitzpatrick argues that the changes 

wrought by digital transformation represent both an 

opportunity and a challenge for the CFO to embed a 

sense of purpose across the organisation. And that 

requires moving beyond mission statements and 

offering career development options that get the  

best out of staff.

“As finance leaders in the past we have hired 

people with finance and accounting degrees and 

some level of expertise in management information 

systems,” explains Fitzpatrick, “but they’ve only  

used a fraction of those skillsets day-to-day because 

a lot of what they do involves pulling data from 

multiple disparate systems and consolidating it  

into a spreadsheet just in time for a meeting the 

next day.”

Now, with companies making more use of data-

led analytics, employees are fully able to use 

the skills they gained at university and business 

experience they’ve acquired while working – that 

they’ve always wanted to apply – which can 

go a long way to improving recruitment 

and retention of talented staff. The more 

fulfilled they are, the more likely they are 

to stay on with the business. 

business’s stated purpose? And do they know  

where their own strengths and weaknesses lie? 

“I think increasingly we now have to step back 

and critically assess where improvements are 

necessary and where to focus our attention,” 

Fitzpatrick says.

By assessing company core competencies and 

identifying areas of weakness, CFOs can enhance 

their understanding of how technology can help  

the business and free up precious management  

time to address more strategic, purpose-led issues.

“I think the element of trust has risen in 

importance,” says Standard Chartered’s Halford.  

“It’s all very well having good systems but at the  

end of the day, most systems report on what’s just 

happened, whereas in fact what you need to be 

focusing on is what’s about to happen and that  

tends to be about how the team is doing.”

Many of the issues facing finance teams now  

tend to be about communication particularly since 

Covid hit – Halford says he focused the time 

previously spent elsewhere taking more calls with  

his people to allow for as much discourse and 

collaboration as possible. 

“Many of those were quick check-ins; they didn’t 

have to be long calls, just ‘How are things going?’ 

Helping them to feel able, if they were troubled by 

something, to pick up the phone or get on the VC 

and talk about it. Our purpose was to explain that a 

problem shared was better solved by early interaction 

and teamwork.”

A new normal
Looking ahead, there’s no doubt that challenges will 

grow. But smart businesses can harness technology 

to better understand their place in the world and 

communicate to their stakeholders what they’re 

doing to make it a better place. In doing so, 

businesses are able to not only ask the bigger, 

tougher questions, but they can also begin to find  

the answers.

Fitzpatrick firmly believes that in order to take a 

leading role in shaping the company’s purpose, the 

CFO has to get out of the traditional silo and grab  

the opportunity to demonstrate how finance – 

through the smart use of technology and careful 

business-wide implementation – can serve as an 

engine for change. 

“It’s a lot to do with the allocation of my time 

and the ability to do certain things,” Fitzpatrick 

comments. “Thanks to automation and smarter 

tools, more tedious tasks are being left behind. 

And as things get easier, I’m able to get more 

focused on the bigger strategic questions that 

face the business, and to support the business 

in delivering on its purpose, which is exactly  

what the CFO of today should be doing.” ●

“As finance leaders in the past, we have hired 
people with finance and accounting degrees 
and some level of expertise in management 
information systems, but they’ve only used a 
fraction of those skillsets day-to-day.” 
Ed Fitzpatrick, CFO, Genpact

With finance now expected to use data to deliver 

more strategic advice, it’s not surprising that more 

CFOs are focusing on harnessing technology to 

liberate staff from the ‘handle-turning’ duties.

A look in the mirror
Increasingly, CFOs must ask whether they are up  

to the task of empowering others to deliver on the 
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T he digital revolution has generated many new 

benefits for businesses. As organisations become 

more connected, internally and externally, they 

are able to tap into wider sources of data for greater 

depth and nuance, and can store, analyse and aggregate 

data to power predictive and prescriptive analytics. 

Across a range of applications, from real-time 

supply chain monitoring to sentiment analysis, 

businesses can now get a view of their customer  

and operational trends in order to deliver hyper-

personalised offerings and slicker user experiences. 

In short, businesses can now make more data-led 

decisions with CFOs leading the way.

Any CFOs determined to reach that point will 

recognise the challenges: siloes between functions 

need to be broken down and collaboration must 

improve – with feedback delivered quicker and  

more accurately to underpin strategic decisions  

with real rigour. Achieve that, and the benefits –  

from better customer experiences to more efficient 

cash management and sustainable growth – will  

come into view. 

Creating synergy
“The big shift during the pandemic has been a 

greater focus on improving forecasts and prescriptive 

insights – everything in finance’s transformation 

journey is working towards that,” says Vivek Saxena, 

who points to the removal of barriers between 

functions as a vital element in driving improvements 

in forecasting and other modelling functions. 

“Rather than input coming from business functions 

and finance trying to interpret it, now finance can get  

a genuine conversation going where insight is shared 

between functions,” he says. So, what do these new 

data-led insights deliver across the business more 
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broadly? “When they become an integral part  

of operations, finance will be able to provide the 

business with better insight on demand,” says 

Saxena. “We see many other functions complain 

about having to wait until the end of the month for 

that, but if you can shorten the length of that cycle 

then business partnering will inevitably improve.” 

“Leading finance functions are focused on  

making data intelligent,” he says, pointing to better 

collaboration, faster, better decisions, value creation, 

innovation and growth within the business, as well  

as an improvement in the quality of forecasts  

and risk modelling. “And it should also – with  

the right approach – begin to improve integration  

and communication with suppliers, vendors and 

partners,” says Saxena. 

“Running data analytics applications empowers 

finance teams. These teams will change shape and 

focus – they will understand their business segments 

better and they will combine knowledge of past 

events with a keen eye on future trends.” 

Saxena’s view is simple: CFOs must understand the 

past and present to predict the future. This is where 

machine-based forecasting is coming to the fore.  

But he emphasises that technology alone can only 

process data faster, it can’t interpret it. This is why 

organisations still need their finance experts with an 

understanding of the business and industry to clarify 

how the forecasts will impact the business. 

Intelligent decisions
Ed Fitzpatrick believes that to harness the 

transformative power of analytics, first organisations 

must consolidate, organise and make sense of data 

and then provide dashboards with insights that 

people can use to make more informed decisions. 

The big picture: 
How CFOs can develop a smarter 
business strategy through analytics 
and insight 

Data-driven insights are a game-changer in the way businesses operate. CFOs are delivering insights 
that shape strategy and empower their people to make better decisions. Finance Director Europe finds 
out how data-led insight has become the most valuable corporate currency.
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And new technology, particularly artificial 

intelligence and machine learning, are helping CFOs 

make sense of data in real time.  

“One of the biggest benefits is that the volume  

of data is spreading across the organisation – now as 

CFO I’m looking at data across the business, not just 

internal but external data,” he says. 

“That might be industry-specific data, customer 

data, competitor data and so on. And, increasingly,  

we will use AI to organise the data and highlight 

potential challenges and opportunities. “Think of 

accounts receivables,” he continues. “If we can 

highlight your top five customers that are likely to 

default based on the data you have access to, such  

as past performance and invoice discrepancies – 

pulling all that data together helps highlight where 

the receivable collection focus should be. Being able 

to get through such high volumes with speed is a 

game changer.”

And that’s not the only example of data married  

to intelligent analysis. “Touchless accounts payable  

is certainly possible, but it takes two to tango,” 

Fitzpatrick points out. Vendors also need to be  

up to speed in terms of automation. “It’s that 

combination of process and industry expertise 

coupled with the right technology that is essential.” 

Because, as Andy Halford explains, data for its 

own sake is close to useless. How it is used to 

improve the business represents the real step 

forward. “Ultimately, I think that finance 

functions will increasingly be judged by the 

quality of the advice that they’re giving to 

the management team and in a way the 

traditional processing of data will be done 

by default,” he says. 

advantage. Companies across sectors must consider 

every piece of insight to help them to understand 

why customers behave the way they do, and how  

to deliver products and services to meet those  

needs. And increasingly that goes beyond simple 

quantitative data into unstructured, qualitative data 

gathered through, for example, social media and 

other sources. 

This data provides the opportunity to see gaps  

in services, consumer needs and experiences and plug 

those with partnerships that benefit both parties. 

As a CFO working in financial services, Andy 

Halford is well aware that the competition from the 

new digital challengers presents a great opportunity 

to drive growth, develop new income streams and 

provide the services and experience customers  

want and businesses can learn from.

Halford’s experience using technology to  

drive better strategy is especially compelling. 

Standard Charted has, in recent years, used  

a data-led approach to secure partnerships with 

competing players in the sector – many of  

which lack the necessary capability to meet rigorous 

regulatory requirements.

“Some of those businesses that have direct 

customer contact don’t want to actually get into the 

details of all that complex banking delivery,” Halford 

says, explaining that Standard Chartered have 

worked with retailers to integrate a wider set of 

financial services into their offering. 

“If we can help them make the purchasing 

process simpler, through the use of a simple bolt-on 

which offers customers the chance to access credit 

facilities for other products, we can actually make 

that process seamless, and leave it with the other 

party to actually deliver.” That type of intelligent 

partnering, Halford believes, represents a benefit  

for all parties. 

But of course, it relies on technology that can flex 

and scale as the business opens up new markets. In 

other words, innovation must sit at the heart of that 

process, as evidenced by one of Standard Chartered’s 

flagship projects currently running in Indonesia, where 

the bank has partnered with an online retailer to 

seamlessly offer credit products via the retailer’s 

website – offering the customer the chance to buy 

more with fewer clicks. The aim is to combine 

Standard Chartered’s credit checking abilities with the 

retailer’s well-developed customer service offering, and 

the collaborative project then allows for increased 

credit availability among various consumer groups. 

Halford adds, “The front end is seamless – why 

would a bank choose to not go down that route?  

It will still do the same credit vetting but with the 

right partner, it may source more interesting retail 

customers and therefore there could be a win-win  

in that situation.” 

“With our KONE 24/7 connected services 
solution, we are actually getting real-time 
feedback on the usage of those elevators. And 
the more data you get, the quicker you learn. I 
think that’s quite an exciting position to be in.” 
Ilkka Hara, Kone 

“So CFOs need to use data to deliver a 360º view 

of the business: about how you make information 

more forward-looking and less backward-looking,  

and how to determine if it could add value to what 

the business does, rather than simply presenting 

interesting facts.”

Working smart
Widening out the net to include internal and external 

data is a powerful way to secure competitive 
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“Running platforms like Genpact will empower 
finance teams of the future. And those teams 
will change shape and focus – they will 
understand their business segments better and 
they will combine knowledge of past events 
with a keen eye on future trends.” 
Vivek Saxena, F&A service line leader, Genpact
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Predict and pre-empt
Halford is one of many CFOs who now prioritises  

the use of analytics to develop an understanding of 

public perceptions, a vital factor for a business in a 

ruthlessly competitive sector. 

“We monitor, as I’m sure many businesses do, 

feedback from customers which we take from 

samples on a regular basis,” he says. “We look at their 

propensity to recommend our brand, for instance, 

while we also track the positive or negative bias of 

the media articles.” 

The bank also conducts extensive polling on 

 the recognition of its brand in different places  

and communities, and through its Liverpool  

FC sponsorship, it does a lot of work to understand 

whether that is extending the company’s reach.

“So we’ve got a number of tentacles out that are 

constantly feeding information back,” Halford says  

of the efforts to understand customer desires and 

adapt its offerings accordingly. 

Ilkka Hara, says that technology now makes it 

much easier for CFOs to track, not only customer 

sentiment – but also to deliver a hyper-personalised 

customer experience. “We’ve been in a very good 

position to start using technology to provide 

something which is extremely valuable to our 

customers,” he explains. 

Under Hara’s guidance, Kone has invested in 

technology that allows the business to tailor 

maintenance packages to meet individual customer 

needs. “So every individual contract that we sign 

today is unique, but then with that, we also get 

feedback every day,” notes Hara. “With a broader  

set of data coming in from the field we can better 

understand exactly the maintenance service that 

customers want to buy.”  

Hara believes Kone is better equipped to gain 

foresight about what exactly the customer actually 

needs from the products or services, and where  

Kone can provide value and solve the issues 

around that directly. Hara’s work at Kone is an 

example of how the use of AI-led analytics can 

really make a difference in how the business 

operates, as well as what it can offer for its various 

business partners. 

With over 1.4 million elevators in its maintenance 

base across its many customers, the CFO says he 

needs to analyse high volumes of data to better 

understand how to offer service solutions to a 

fragmented and varied customer base. 

“So, for example, robotic process automation is 

one which can be a solution to easily automate the 

data collection and analysis process around a diverse 

set of customers and their requirements.  

“With our KONE 24/7 connected services solution, 

we are actually getting real-time feedback on the 

usage of those elevators. And the more data you 

get, the quicker you learn. I think that’s quite an 

exciting position to be in at this point,” he says.

This new method of accessing data analytics 

allows companies to respond and adapt 

immediately, allowing for greater – and faster – 

innovation than was previously possible. It is 

the CFOs willing to embrace this reality who 

find themselves most equipped to benefit.

Ultimately, Hara and his fellow CFOs are now in a 

far better position to deliver sharper insights and 

more accurate forecasting, and create a more agile, 

intelligent enterprise. ●
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To read Genpact's 'CFOs Empowering Enterprise in the Age of Instinct' report in full, visit: https://www.genpact.com/instinctive-enterprise/ cfo-finance 

https://www.genpact.com/instinctive-enterprise/cfo-finance
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