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In the past decade, digital technology has changed 
the way we connect, run businesses, and deliver public 
services. With new uncertainties such as climate change, 
global pandemics, and social problems such as the 
imbalance of information or the invasion of privacy, the 
world is in the midst of chaos. In such times, what is 
important is to not react recklessly to threats and change, 
but instead to tackle them swiftly and securely by creating 
a democratic future where the possibilities of people and 
society blossom.

Fujitsu is transforming itself from an IT company to 
a digital transformation company and operating as an 
organization that generates social value. Fujitsu is moving 
away from delivering solutions that solve problems that lie 
before us. Instead, the company is committed to delivering 
transformations, which will at times overwrite the rules 
in the market or in society, to dramatically change user 
experience using digital technologies.

Our experiences since COVID-19 forced us to overwrite 
many existing norms in our lives and work, and these 
experiences may have been a factor in prompting this 
transition. Every day before this calamity, we packed into 
trains, went to designated offices for designated hours, 
and went home on another overcrowded train. COVID-19 
upended that lifestyle. Every employee is now connected 
online with internal and external stakeholders and 
communicates and delivers remotely. Such an autonomous 
workstyle has become the new normal. Many of us today 
have welcomed these new ways of working. Ironically, it 
wasn’t existing technological solutions that sparked such 
transformations and changes in norms and routines. 
Rather, it was a terrible, unwanted guest disguised in the 
form of a prehistoric infectious agent—a virus.

Such changes in prerequisites and preconceived 
notions are the imminent transformations in our society 
that leave lasting effects. Yet we are capable of bringing 
about this change without relying on another outbreak. 
Instead, we can turn to the power of design. Design is 
the avenue to realizing a sustainable society using the 
power of technology available to us. Design pushes us to 
envision a hopeful future from an individual and societal 
perspective and widens possibilities for actualizations 
without being limited to how society is today. Fujitsu’s 
Human Centric Experience Design (HXD) has been 
crystallized from all of our design experience. It intelligibly 
democratizes the power of design and navigates us to 
scalable digital transformations for our society. Moving 
forward, I commit that such a structured design approach 
along with agile approaches will continue to materialize  
the scalable software and business sense befitting next 

generation design.
I must emphasize that the purpose of design is not 

to superficially make over our products or services, nor is 
design a tool to produce eccentric ideas. Instead, design is 
a mindset that every individual should adopt to cultivate 
innovation and contemporary business literacy.

In the twenty-first century, there is an increasing 
demand for corporations to clearly define and articulate 
their purpose and role in society. People are interested in 
and paying attention to which organizations contribute to 
creating values for them. Corporate leaders also recognize 
that for companies to accomplish sustainable and long-
lasting growth, it is extremely important for them to 
explicitly present the why of their companies and to fulfill 
their promises and obligations to people and society. 
We should no longer be trapped in customer needs of 
the past or old business concepts and routines. The 
transformational design mindset requires us to steer 
away from old constraints. It instead guides us to achieve 
important goals that people and society aspire to. Every 
organization should constantly foster and promote this 
design mindset, since it is the ultimate source of power 
and drive that shapes a better future.

This book was specially designed and edited to include 
materials that foster the growth of such a transformative 
design mindset and offer support and guidance for the 
process. These materials are based on the research 
outcomes and the philosophy of Fujitsu’s strategic 
partner, Politecnico di Milano’s design department, 
along with Fujitsu’s know-how gained from our own 
practices. We believe this combination will provide you 
with tangible knowledge on how design has evolved 
across industries and various fields. My belief is that to 
bring about transformation at the required speed and 
scale, it would be vital for the act of design to become 
an organizational culture that rejects utter dependence 
on a handful of experts.

Mr. Takahito Tokita, Fujitsu’s CEO and CDXO (Chief 
Digital Transformation Officer), proclaimed on the July 1 
CEO bulletin that design is a crucial corporate management 
resource and must be applied to Fujitsu’s strategies and 
philosophy in every aspect of the business process. 
We hope you, the reader of this book, will cultivate a 
design mindset and become a leader of design-driven 
transformation today, shoulder to shoulder with other 
transformation leaders who may not be part of the 
company, and we hope you share this path in realizing 
a more fulfilling society. By blending together the digital 
realm with the power of design, we look forward to 
creating a yet unfathomable but brilliant world. 

Foreword

Tetsuya UDA

Head of Design 
Center
Fujitsu Limited
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As highlighted in the previous chapter, Fujitsu is committed to Human 
Centric Experience Design (HXD) to foster digital transformation 
in response to changes in society. As digitalization took off in the 
twentieth century, Fujitsu successfully developed technical solutions, 
greatly contributing to the growth of digital technologies and their 
industries. Yet today, in the twenty-first century, the company instead 
leverages technology as a catalyst to drive digital transformation, 
systemically transforming the lives of individuals rather than industries 
to generate new social values. This chapter presents the significance 
of digital transformation in our society today, along with case studies 
that illustrate the relevance of UX and public infrastructure in driving 
transformation. This is followed by how artificial intelligence (AI) can 
not only bring about new business opportunities for companies across 
industries, but also hasten digital transformation across business 
processes. The chapter ends with "Fujitsu Group AI Commitment” to 
promote the use and development of AI aligned with Fujitsu’s ethical 
values and principles.
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1.1
What is digital transformation?

―

1. Why Digital Transformation
Today?

Solution 1. 1970s–1990s 3. 2000s–2010s

Transformation 2. 1990s–2000s 4. 2010s–
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―

Solution x Closed (item 1 on the table): 

’

Transformation x Closed (item 2 on the table):

’

Solution x Open (item 3 in the table):

Transformation x Open (item 4 in the table):

1.2
Evolution of digital transformation through 
cases and practices

The role of user experience
in designing digital transformation

’

Example: Google Maps  

’

’
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Example: Ping An Good Doctor  

’

’

Digital transformation of public infrastructure

Example: India’s digital policy  

Example: Helsinki Region Infoshare (HRI)  

’
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2. The Rise of AI: Evolution and
Future Scenarios

2.1
Introducing Artificial Intelligence

1.
John McCarthy

2.
Warren Sturgis 
McCulloch

3.
 Walter Pitts

Inte l l igent dat a pro ces s ing

Virtual assistant or chatbot,

1 2 3
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Recommendation engine

Image processing,

Autonomous vehicles,

Intelligent objects,

Language processing,

Autonomous robots

’

Narrow AI

General and super AI

01

Intelligent data 
processing

02

Virtual assistant / 
Chatbot

03

Recommendation 
engine

04

Image
processing

05

Autonomous
vehicles 

06

Intelligent
objects

07

Language
processing

08

Autonomous
robots
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1.
Artificial 
intelligence

2.
Machine 
learning

2.2
AI: State of the art 

Machine learning

Deep learning

’

’

1 2

Speech or voice recognition and natural language 
processing

Computer vision and image processing

Generative adversarial networks (GAN)
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2.3
AI: Business opportunities

Human capital management (HCM):

Human lab or  rep la c em ent :  

Market intelligence:

Enhanced customer service and service operations:

066 CHAPTER-3



Recommendations system on Netflix

Cogito customer 
service solution

Example: 

Example:

More personalized UX and ability to leverage 
c u s t o m e r  i n s i g h t s :

Example:
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3. Innovating with AI and
the Role of Design

AI is one of the most radical technological evolutions 
of our time and represents an interesting source of new 
opportunities in the field of services as well. Service 
providers who have pursued this opportunity have faced 
the need to come up with new interaction models and 
even create new physical touchpoints (e.g., Amazon 
Echo) to enable this type of exchange, which is based 
increasingly on conversational models, either verbal 
or textual.

Amazon Echo

On one hand, this proliferation of touchpoints provides 
people with more opportunities to interact with a 
service in a more personalized way. On the other 
hand, it increases the complexity of the design activity. 
The employment of AI poses even more articulated 
challenges and considerations. These, more specifically, 
include the following:
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Artificial 
intelligence
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The Ethical Challenges of AI4.

’

Reliability and non-maleficence:

Fa i r n e s s :

Privacy:

P r o t e c t i o n  o f  a u t o n o m y  a n d  h u m a n  s e l f-
determination: 

Use of data
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Artificial 
intelligence

’

“ ”
’

’
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Key Takeaways

1. Why Digital Transformation Today?

digitalization revolved around developing technologies to address solutions ―

digital technology is a means to foster transformation

open relationships

continuously update and improve UX based on the data
collected, employ such data when developing public infrastructure

2. The Rise of AI: Evolution and Future Scenarios

able to both make decisions and act like human beings.

employed in market intelligence,

enhancing customer service and service operations,

 new roles and jobs related to AI will emerge

3. Innovating with AI and the Role of Design

new usability 
challenges related to AI the psychological perception of this technology. design 
conversations among humans and machines.

open-ended and, at times, not fully predictable 
interactions.
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4. The Ethical Challenges of AI

application of this technology and to the ownership and 
management of data

“ ” transparency and accountability
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