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When the research for Accenture’s 2020 Technology 
Vision report was in the field, COVID-19 was not yet a 
global pandemic. Now, everything has changed, and 
COVID-19 is the greatest challenge the world has faced 
in decades. It has transformed people’s lives at 
unprecedented scale, impacted every industry, and 
reshaped enterprises’ ambitions for growth and 
innovation. 

The novel coronavirus has made its impact felt on 
banks’ revenues and profits, on the behavior of their 
customers, and through heavier demands on their 
technology infrastructure. But the pandemic has not 
slowed innovation in banking; it’s amplifying it to 
historic levels. And the trends our research identified 
have taken on a new urgency. 

TECHVISION2020
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From encouraging adoption of contactless payments and 
hastening the shift from branches, to digitizing refinancing in 
preparation for a surge in non-performing loans, banks are 
responding to COVID-19 through accelerated digital innovation. 
Much of it has involved improvised corner-cutting, jury-rigged 
solutions and regulatory forbearance, but much of the innovation 
will be sticky well beyond the pandemic.

Consider how quickly banks have needed to adjust to enable their 
employees to work from home—a practice that many resisted for 
years. Deutsche Bank had to deploy 50,000 videoconferencing 
sets globally within two weeks in February to keep its employees 
connected, while about 70 percent of Standard Chartered’s
86,000-strong workforce were working from home at the height 
of the pandemic.1,2

Standard Chartered says its positive experience so far means that 
it will most likely rethink its work-from-home policies after the 
pandemic has receded. And work from home is likely just the 
beginning as COVID-19 shakes up many fundamental industry 
assumptions and changes the behaviors of employees, customers 
and other stakeholders. 

.

The global challenge of  
COVID-19 has spurred a 
massive innovation effort  
from companies,  
governments,
universities,  and
individuals—and banking 
is no exception.

#TECHVISION2O20
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The long-term challenge is setting businesses  
up to successfully rebuild and recover when  
the worst of the pandemic is over.

But in this rush to accelerate, it is also critical that banks 
think long-term. The immediate need for technology 
innovation is only half of the equation. Amid the crisis, 
people need technology solutions more urgently than ever. 
They also have higher expectations of the technology than 
they did five or even two years ago. 

Even as people question how some companies use their data 
and deliver digital experiences, they remain excited and 
intrigued by technology. Banks can deploy technology that 
taps into this enthusiasm while remedying disjointed 
experiences and addressing customers’ data privacy 
concerns, to make decisions that affect people’s lives. 

The banks that play their cards wisely, accelerating their 
digital transformations and exploring how emerging 
technologies can meet people’s new and evolving needs, 
will open new opportunities for the future.

The need for innovation  
is greater than ever,  
driven by new challenges  
that are more disruptive  
than most have ever  
faced. The question for  
enterprises is: How fast  
can you act?

#TECHVISION2O20
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2020 TECH TRENDS

The I in  
Experience
Help people  
choose their  
own adventure

AI
and Me
Reimagine the business 
through human and AI  
collaboration

Innovation  
DNA
Create an engine  
for continuous  
innovation

COVID-19 has made digital transformation more relevant and urgent than before. Opportunities that banks expected to have years 
to prepare for are quickly approaching. Previously slow-growing pain points are being pushed to the surface. To meet these 
challenges, banks will need to innovate, invent, and redefine themselves.  

As technology’s level of impact increases throughout society, successful banks will use new models to invite people—customers, 
employees, partners, and the public—to co-create a new course for the future. The Accenture Technology Vision for 2020 identifies 
four key trends shaping the post-COVID future:

Post-COVID 
CX
Connected customer 
experiences in an 
omnichannel world

#TECHVISION2O20
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Help people  
choose their
own  adventure

The I in Experience

#TECHVISION2O20
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As customers demand more ownership over their digital lives, 
leading banks will provide individuals with more agency and 
make them co-creators of their experiences. Those that do will 
create more active, engaged, and loyal customers. 

In The I in Experience, we explore the 
evolution of digital experiences. Black-
box personalization, now common, leaves 
customers feeling out of the loop and out 
of control. Instead, organizations will need 
a new model for personalization—one that 
emphasizes customer agency. Of 670 
banking executives worldwide that 
Accenture surveyed for the Technology 
Vision report this year, 86 percent said 
user input or influence on the 
personalization of the user experience is 
important.

This is doubly true now that COVID-19 has 
transformed the role digital experiences 
play in people’s lives. Banking businesses 
will need more agile engagement 
strategies to address the shifting needs of 
the post-pandemic consumer. 

Look at the example of a challenger bank 
in Western Europe that applied tools such 
as design thinking and co-creation to 
build customer-centric interfaces and 
functionality across its app and web front 
end. Storytelling techniques enabled the 
bank to identify its target customers and 
design human-centered customer 
journeys. 

#TECHVISION2O20
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People are changing; banks 
should keep up by updating 
their personalization strategies.
Social distancing orders and guidelines around the world mean 
that digital experiences are now facilitating and even replacing 
many of people’s traditional interactions with organizations. 
New consumer habits are already forming, and digital uptake is 
surging. The banks that are giving people the ability to steer 
their own digital experiences at this time will be able to sustain 
an advantage in the post-pandemic world.

Many leading incumbents see COVID-19 as a moment of truth 
for themselves and for challenger-bank and other non-
traditional rivals. As clients turn to trusted financial services 
brands at a time of uncertainty, banks have the opportunity to 
bring a more human and collaborative focus to their digital 
interactions. This is earning the trust which, in the future, will 
serve as the bedrock for more solid customer relationships. 

The purpose of a digital  
experience will be 
transformed.
Digital experiences are becoming many people’s primary method of 
interaction. But most were designed to supplement, not replace, in-
person experiences. Now, demand is soaring for truly shared digital 
experiences and digital communities. By enabling people to shape their 
own digital experiences, banking leaders will be able to sustain a post-
pandemic advantage.

The banks that take the right actions today with cooperative 
omnichannel experiences are setting themselves up for future success. 
Leaders will consider how to use technologies such as AI-enabled 
chatbots on Facebook Messenger and WhatsApp to make interacting 
with the bank as accessible and friendly as messaging a friend. They 
will also be looking at how to repurpose their physical networks to 
facilitate conversations and the delivery of advice. Customers may 
have the choice of face-to-face or remotely-delivered advice, including 
videoconference links with specialist advisors.

In future, emerging technologies like 5G and augmented reality (AR) 
will enable banks to tailor people’s digital banking journeys via 
applications such as AI-powered virtual tellers, facial recognition, and 
near-field technologies. With this omnipresence comes even greater 
responsibility to get it right; for the institutions that do, there will be 
huge opportunities.

79%
of banking executives agreed 
there is a need to dramatically 
reengineer the experiences that 
bring technology and people 
together in a more human-
centric manner.

84% 
agreed that to compete in a 
post-digital world, banks need 
to elevate their relationships 
with customers as partners.

8
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DECISION POINTS:
THE I IN EXPERIENCE

To what extent does your business 
understand consumers’ trust 
(perceived or lack thereof) in your 
business?

Does your current method of 
designing experiences lend 
itself to sharing control of 
experience design?

How are you preparing for data 
regulation that impacts user 
experiences?

• Consider the risks and benefits associated with 
the business growing its personalization 
strategy, and the methods used to generate 
those experiences.

• Seek out opportunities to generate more user 
feedback. Leverage external signals—like 
marketing data—to understand the context of 
your customers and shape their experience 
with your bank. Build a holistic understanding 
of how individuals experience your digital 
products or services today. Use these insights 
to inform your approach to designing future 
interactions.

• Find points within your user journeys 
where individuals may want more control 
over their experiences. These points are 
opportunities to give individuals using 
your digital products and services the 
agency necessary to succeed in building 
long-term partnerships.

• Identify and invest in the technologies 
that will enable your next wave of user 
experiences. Scalability, immersion, and 
participation will be key to sharing control 
and co-creating unique customer 
engagements.

• Prepare the enterprise to address an 
increasingly regulated digital landscape. 
Review your current data collection and 
management practices to identify potential 
points of risk.

• Ensure that your policies for consumer 
management of data are fully documented and 
made available to consumers and regulators.

• Revise your data collection and storage 
strategies to support cooperative experiences 
while complying with regulation that requires 
consumer privacy.

9
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AI and Me

Reimagine the  
business through  
human and AI  
collaboration
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AI AND ME
By finding more collaborative use cases for artificial 
intelligence (AI), and building the capabilities for AI 
and people to work together seamlessly, banks will 
amplify the best qualities of both.

The AI and Me trend explores how 
leading enterprises are fostering 
human-AI collaboration—bringing AI’s 
capacity to identify limitless new 
possibilities together with people’s 
ability to direct and refine ideas. 
Before the pandemic, this was already 
top of mind across the banking 
industry. But now, AI should be an 
even higher priority.

Most banks have successfully adopted 
AI tools and practices that speed up 
the automation of basic tasks in 
existing workflows. But today, that’s 
just table stakes. To use AI simply to 
make certain processes and functions 
run faster and cheaper is to limit its 
impact. Tomorrow’s leaders are 
thinking about how they can scale 
their AI deployments, as well as using 
it as a collaboration tool.

11
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Use cases are clear: workforces  
desperately need augmentation.
With enormous challenges facing companies and the world at large, 
banks are turning to AI to help get work done—and not just in terms of 
automation. Many will continue working with reduced staff and new 
distancing rules and will face lingering economic impacts after the 
pandemic is over. AI can help them dream up new solutions and ideas to 
build a more flexible organization. 

It can ease the burden of operating in a post-COVID world by becoming 
the vehicle that banks use to pivot as situations change. For some banks, 
COVID is thus becoming a lens for looking at AI differently: not only as a 
way to transform how they carry out work, but also what their people 
actually do as well as how their business operates, delivers its services 
and interacts with customers. There are powerful use cases that leverage 
AI to support service agents or sales representatives in applications such 
as recommending products and services which are likely to appeal to 
specific customers. 

Consider the example of Citizens Bank in the US, which moved at speed 
to launch its first customer-facing, AI-driven chatbot during the 
pandemic. The chatbot deals with routine queries such as password 
resets, balance queries and money transfers. It can seamlessly hand-off 
the customer to a live agent or to a branch staffer when a deeper 
discussion is needed.3

COVID-19 will let us see human-AI  
collaboration at its best.
As AI tools mature and COVID-19 spurs adoption, the opportunities to use human-
machine interactions to transform the banking experience will multiply. But to 
facilitate true human and AI collaboration, banks need to replace a “command and 
response” relationship between human and machine with an experience that is 
interactive, exploratory and adaptable. 

More effective communication between people and machines, for example, allows 
humans and computers to work together more successfully. Advancements in 
natural language processing, image recognition and machine learning are enabling 
machines to start understanding not just the content but also the context of human 
communication.

Truist Financial implemented an AI-powered chatbot to answer frequently asked 
questions (FAQs) at the height of the COVID-19 outbreak in the US. The bot—which 
has deflected tens of thousands of calls from the contact center—started off with 
basic functionality to answer FAQs and has evolved through NLP capabilities. It now 
allows customers to phrase questions in their own words and can even interpret 
misspelt words.4

It goes the other way as well, with humans being better able to understand 
machines. Explainable AI allows people to open black-box AI systems to get at how 
the machine made a decision. As algorithms assume more responsibility within a 
business, explainability helps businesses build trust with consumers and 
demonstrate ethical decision-making to regulators.

Toronto-Dominion Bank in Canada, for instance, has a tool that explains the 
reasoning behind decisions to approve or deny loans made by its AI systems. The AI 
model aims to assure customers and regulators that decisions are fair, unbiased and 
transparent.5

17% 
of banking executives 
reported that AI is woven 
into the fabric of their 
organization.

29% 
said they were already 
adopting—or planning to 
adopt within a year—AI-
based systems that are 
simultaneously 
collaborative, interactive 
and explainable.

#TECHVISION2O20
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Are you thinking 
collaboratively?

How will you roll out collaborative AI 
initiatives across the organization?

How will you 
address explainability?

• Determine the role that you see AI playing 
in your business alongside your existing 
workforce. Think beyond which tasks could 
be replaced, and instead imagine how you 
can build a new kind of workforce with 
humans and AI working side by side.

• Determine what tools are available to 
introduce the AI solutions needed to move 
your organization in this direction. Avoid 
the “not invented here” syndrome—there 
are cloud platforms and services available 
to speed up the deployment of most 
conceivable AI applications. If appropriate 
solutions are not available, evaluate if you 
have the skills internally to build them out 
yourself, or look to engage partners to 
generate the capabilities you need.

• Evaluate where the banking industry is headed. 
Where are partners or competitors finding success 
in deploying AI?

• To ensure transparency and trust, gather workforce 
perspectives into the design and implementation of 
AI systems. These individuals will ultimately be the 
ones who determine the success of your AI 
investments.

• If you’re not already using AI, find an area to begin 
piloting the technology. It could be used in co-
designing a new product, in coaching or training 
your people, or reinventing the way you engage 
customers.

• Evaluate the scope of decision-making 
AI is being given in your organization. 
Identify sensitive areas where additional 
oversight may be needed. Prioritize 
post-implementation explainability
solutions, such as counter-factual 
explanations, for those systems.

• For all future AI projects, plan 
for explainability by design. Develop 
policies and principles that will guide 
the development, building, and 
implementation of new AI systems.

DECISION POINTS:
AI AND ME
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Connected customer 
experiences in an 
omnichannel world 

Post-COVID CX 
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The pandemic has changed customer servicing preferences 
forever. Customers increasingly want to run their financial 
life through apps and online banking. But beyond COVID-19, 
they will be seeking simpler, more direct access to financial 
education and personalized products and services.
Even before the pandemic, banks were coming 
under growing pressure to create compelling 
customer experiences (CXs) with curated cross-
channel engagement, seamless interaction and 
personalized advice. But COVID-19 has accelerated 
the need for banks to create connected 
experiences that span different touch points in the 
customer journey. 

As banks rush to update mobile apps, websites and 
other interfaces to provide more functionality, they 
must make sure that the customer experience 
remains consistent and supported throughout all 
these changes. They should look at how to leverage 
these investments into the future to offer 
empathetic, reassuring interactions on matters 
regarding customers’ financial health and 
wellbeing. Customers and partners expect nothing 
less. 

Driving Value and Values During COVID-19

POST-COVID CX 

This not about striving for perfect omnichannel 
experiences in the near term. Rather, it’s about 
connecting the moments that matter and 
delivering the right experience for the customer’s 
particular need and context. Look at the digital-
human concept a regional bank in Japan started 
rolling out several years ago. It created a tablet-
based “agent” which allows in-branch customers to 
open an account in as little as six minutes. The 
innovation provides the foundation of the bank’s 
digital and branch banking strategy of the future. 

This solution has enabled the bank to transform 
branches from clerical offices into places where 
communities can seek advice. And by equipping its 
branch employees with a tablet, it has empowered 
them to offer more human face-to-face 
interactions. This is just the start of a shift towards a 
true omnichannel customer experience spanning 
the bank and key ecosystem partners.

15
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Connected experiences support 
physically distant transactions as 
people stay home to avoid 
COVID-19.
Worldwide lockdowns and quarantines in the first half of 2020 sent 
everyone online, fast-forwarding digital adoption ahead of predicted 
levels by three to five years. Banks have managed the immediate COVID 
crisis by supporting customers across contact centers and digital 
channels while re-engineering their open branches for social distancing.

Even as economies slowly emerge from lockdowns, fighting the 
pandemic is temporarily taking precedence. In the past, people may 
have been upset by banks repurposing smart devices, changing branch 
or contact center experiences, or rapidly introducing new features and 
functionality to apps and websites; today they are more understanding. 
The challenges of the pandemic have brought banks a reprieve, 
granting them leeway and creative liberty to use devices, apps and 
other digital channels to their full extent.

We can see this effect in payments, where journeys have become more 
digitalized as people shopped via e-commerce and turned to digital 
wallets and other contactless payments methods when visiting physical 
stores. Digital wallets have recently become more popular in many 
markets—one survey found that half of global shoppers were using 
digital payments more than before the pandemic, and the majority plan 
to continue doing so after the virus is contained.6

The human touch will still 
matter in a contact-light 
future.

The post-COVID world will see the shift to digital that was 
already transforming the banking landscape pick up pace 
because more customers have experienced first-hand the 
benefits of digital banking. What’s more, reducing branches 
and deflecting calls to automated systems will form a core part 
of banks’ cost-reduction strategies. 

Nonetheless, the financial pressures that COVID-19 has 
brought to bear for customers, businesses and banks will 
reshape the customer engagement of the future. Customers 
will seek warm relationships, human conversations and reliable 
advice. This requires banks to focus not only on ease of 
transactions, but also on profitable, personalized interactions 
at the relevant touchpoints.

Leading banks are reconsidering how their organization 
develops, delivers and supports its outputs and experiences. 
To take advantage of customers’ increased taste for digital 
experiences, they bring a new mindset into every aspect of the 
enterprise, from sales, to customer support, development, 
design and more. Enterprise engineering innovations like more 
flexible processes and APIs enable them to evolve products, 
services and channels over time.

77% 
of banking executives said 
their organization’s 
connected products and 
services will have more, or 
significantly more updates 
over the next three years.

71% 
agreed that customers 
don’t mind, or even 
welcome, software 
updates to their 
organization’s connected 
products and services.
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How is your business 
responding to the changing 
nature of the omnichannel 
customer experience?

What is your company’s long-
term plan for products and 
experiences?

How are you creating 
maximally valuable experiences?

• Evaluate your organization’s current 
ability to support a shared model of 
product ownership. Everything from how 
customers are on-boarded, to how they 
are engaged with over time can present 
myriad new opportunities to build 
relationships with them, but it requires 
changes across the organization—from 
product development, to marketing, to 
support.

• As the focus turns to selling continuous 
experiences, your company will need a new 
and different strategy for the products that 
support those experiences. Explore ways of 
helping users through this transition to ensure 
long-term customer loyalty.

• Identify the biggest stakeholders in your 
ecosystem. This will include customers as well 
as app developers and other device providers. 
Design a review process that will uncover what 
obstacles these stakeholders may face as 
software updates change the functionality, 
interoperability, and features of their 
products.

• Design experiences to evolve and grow over time in 
response to customer usage and insights. Build a 
feedback loop by identifying what data would be 
necessary to understand your customers’ evolving 
needs and develop the tools and platforms to 
capture that data.

• Make future-focused design thinking a part of every 
product development process. Explore what 
customers might want in five years and work 
backward to consider what channels, sensors or 
technologies might be necessary to support those 
ambitions.

DECISION POINTS:
POST-COVID CX 

17

#TECHVISION2O20

Driving Value and Values During COVID-19



Create an engine  
for continuous  
innovation

InnovationDNA
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INNOVATION DNA
Innovation isn’t an intermittent or even frequent effort;  
it should be an ongoing practice in the organization. 
Determining where they hold an advantage, where 
they are lagging and what their future ambitions are 
will help banks construct their innovation DNA.

Even before the global outbreak of the novel 
coronavirus, the stakes for innovation in 
banking were rising. But today, creating a 
bank’s innovation DNA is no longer just about 
fostering a culture of constant innovation. It’s 
about keeping the business operational 
during—and even surviving through—the 
global pandemic. 

How should banks prepare themselves for the 
amplification of many of the competitive 
threats and technological disruptions they 
were facing before COVID-19? By building what 
Accenture describes as their unique innovation 
DNA—a code that helps an enterprise 
determine how it will grow. This code includes 
two major components:

• Maturing digital technology that is more 
commoditized and accessible. This technology 
has proven its value during the pandemic. Look at 
how one global bank turned to the cloud to cater 
for a spike in support call volumes and a need to 
enable 20,000 agents to work remotely. In less 
than a week, it implemented an Amazon Connect 
solution to support basic inbound / outbound call 
handling. 

• Emerging DARQ technologies (distributed 
ledger, AI, extended reality and quantum 
computing) that are poised to scale rapidly. Banks 
are finding new ways to inject DARQ technologies 
into mature markets. This is helping to ground 
these tech explorations and open doors to 
innovative business solutions. Look at CaixaBank
in Spain, which is experimenting with quantum 
computing, developing a machine learning 
algorithm to assess the financial risk of a 
mortgage portfolio and a treasury bills portfolio.7
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Banks face pressure to 
overcome legacy and 
accelerate digital. 

Whether they are rolling out technology to keep the world running or 
working to prevent industry collapse, the partnerships, products, and 
services that banks are building today have the potential to last long 
after the crisis. They will define business and technology for years to 
come.

The leaders are focusing on targeted transition strategies, developing a 
path and a vision for decoupling applications from legacy infrastructure 
and moving to the cloud. Businesses can run new technologies—such 
as APIs, microservices, event-driven architectures, DevSecOps, data 
lakes and more—in parallel with their legacy systems using Agile and 
domain-driven methodologies. 

Goldman Sachs, for instance, has built a platform called Marquee, 
which the company used to decouple data from its respective data 
silos. The platform combines transaction, research, market and other 
types of data into a data lake and uses machine learning algorithms to 
generate fresh insights that guide decision-making.8

MONETA Money Bank in the Czech Republic is another example. Aging, 
on-premises infrastructure prevented the bank from introducing new 
products and services quickly. It decided to migrate 200 applications 
to the AWS cloud ecosystem, a move which has helped it speed up 
product development and refocus investment on innovation and digital 
services.9

The rules around
innovation will never be 
the same.
Failing to change with the world has always meant falling 
behind and sacrificing growth opportunities. Now that the 
world is changing even faster than anyone expected, 
yesterday’s expectations for innovation are out the window. 

Many of the reasons banks might play it safe—failing to see 
demand for change, or being risk averse—are irrelevant in a 
world going through overwhelming transformation in such a 
short time. Old models for collaboration and innovation, 
based on sharing the same space and time, will give way to 
virtualized teams that work together using digital tools and 
Agile methodologies.  

Leaders will weave together new innovation strategies, virtual 
teams and new partnerships to help them pivot quickly and 
continuously during this crisis and beyond. They will create 
Agile and resilient innovation DNAs, and when the pandemic 
is over, will be positioned to meet new needs and build new 
capabilities faster than ever before. 

61% 
of banking executives in the 
Technology Vision survey 
agreed that the rapid 
advancement in new 
technologies and scientific 
innovations was poised to 
disrupt the industry. 

Q. 
Which of these new and 
emerging technologies 
is your bank investing in over 
the next year? 10

• AI – 60%
• IoT and sensors – 53%
• Quantum computing – 37%
• Distributed ledgers – 31% 
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How is your business 
exploring multiple 
innovation areas today?

Is your organization 
developing an integrated 
innovation strategy?

Does your organization have 
resources (time, space, 
people) dedicated to 
continuous innovation? 

Which organizations are 
potential partners for 
co-innovation efforts? 

• Examine your current approaches 
to innovation. Identify where your 
strengths are, and what areas may 
be untouched. 

• Set organizational goals and 
strategies that build towards a 
comprehensive innovation DNA. 
Grow existing efforts or stake out 
new areas across all fronts. 

• Evaluate how well-enabled your 
organization and its technology 
environment are for new modes of 
collaboration and innovation. Do 
you have the right digital 
collaboration tools and models in 
place to support remote and virtual 
teams as a long-term strategy?

• Gather input from groups 
inside of your organization to 
determine the breadth of what 
those teams consider their 
innovation agenda. With this 
input gathered, work with your 
organization’s leadership to 
recalibrate and reflect the 
shared goals of your various 
teams. 

• The strategy should not be set 
just once, but revisited as team 
goals may also evolve, i.e. a 
culture of continuous 
innovation should be 
encouraged.

• As your organization develops and 
refines its innovation strategy, 
explore the potential of launching a 
dedicated innovation practice. 
These practices can present a more 
straightforward way of exploring 
multiple innovation frontiers in a 
systematic fashion, while at the 
same time giving other groups in 
your organization a resource to turn 
to when they are interested in a 
technology that they see having 
future potential. 

• Put digital tools and methodologies 
—including Agile and DevSecOps—
at the core of your organization’s 
ways of working.  

• Seek out industry and 
ecosystem partnerships that 
could help your company’s 
efforts to establish a 
dedicated innovation 
practice or specific co-
innovation projects. Your 
organization’s ability to 
innovate around multiple 
innovation frontiers will 
depend on being able to look 
outward and understand 
advances happening around 
you. A strong set of partners 
is necessary for this to 
succeed. 

DECISION POINTS:
INNOVATION DNA
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Is your bank ready for the post-COVID world? 

At this time, the full extent of COVID-19’s impact on human life, the global economy, and enterprises is not 
yet known. But already, it has become an extraordinary catalyst for change. The need for innovation is 
greater than ever, driven by new challenges that are more daunting than most have ever faced. The 
question for banks is: How fast can you act?

As banks emerge from the pandemic, the success of the next generation of products and services will rest 
on their ability to elevate the human experience. Those that have a shared-success mindset—and invite 
collaboration with customers, employees, ecosystem partners, governments and the public—will create 
new opportunities for growth in a way that benefits all.

Accenture11 has developed a diagnostic tool that analyzes the status of an organization’s return on 
technology investment and identifies the areas where remedial action would have the greatest and most 
immediate positive effect. We would welcome the opportunity to share with you our perspectives on 
technology investment and to conduct a Future Systems diagnosis. 

Let’s talk about it.
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About the Accenture
Technology Vision 

Every year, the Technology Vision team partners with Accenture Research to 
pinpoint the emerging IT developments that will have the greatest impact on 
companies, government agencies and other organizations in the coming years. 
These trends have significant impact across industries and are actionable for 
businesses today.

The research process begins by gathering input from the Technology Vision 
External Advisory Board, a group of more than two dozen experienced individuals 
from the public and private sectors, academia, venture capital and entrepreneurial 
companies. In addition, the Technology Vision team conducts interviews with 
technology luminaries and industry experts, as well as nearly 100 Accenture 
business leaders from across the organization.

The research process also includes a global survey of thousands of business and IT 
executives from around the world, to understand their perspectives on the impact 
of technology in business. This year, some 670 banking executives participated in 
the survey. In parallel, a consumer survey is conducted to understand the use and 
role of technology in people’s lives. The consumer survey canvassed 2,000 people 
in four countries: the US, the UK, India and China. 

As a shortlist of themes emerges from the research process, the Technology Vision 
team reconvenes its advisory board. The board’s workshop, a series of “deep-dive” 
sessions with Accenture leadership and external subject-matter experts, validates 
and further refines the themes. These processes weigh the themes for their 
relevance to real-world business challenges. 

25Copyright © 2020 Accenture. All rights reserved.

#TECHVISION2O20

Driving Value and Values During COVID-19



About Accenture

Accenture is a leading global professional services company, providing a broad 
range of services in strategy and consulting, interactive, technology, and 
operations with digital capabilities across all of these services. We combine 
unmatched experience and specialized capabilities across more than 40 industries 
– powered by the world’s largest network of Advanced Technology and Intelligent 
Operations centers. With 513,000 people serving clients in more than 120 
countries, Accenture brings continuous innovation to help clients improve their 
performance and create lasting value across their enterprises.

Visit us at www.accenture.com
www.Accenture.com/BankingTechVision
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About Accenture Research

Accenture Research shapes trends and creates data driven insights about the most 
pressing issues global organizations face. Combining the power of innovative 
research techniques with a deep understanding of our clients’ industries, our team 
of 300 researchers and analysts spans 20 countries and publishes hundreds of 
reports, articles and points of view every year. Our thought-provoking research —
supported by proprietary data and partnerships with leading organizations, such as 
MIT and Harvard — guides our innovations and allows us to transform theories and 
fresh ideas into real-world solutions for our clients.

For more information, visit www.accenture.com/research

http://www.accenture.com/
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