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Well, 2020 was a year. And 2021 will be another one. 

Hopefully this article will get slightly more interesting from there …

The point in the above is that these arbitrary time markers are not going to
begin or end any particular period in our overall evolution. However, I am
sure that many of us feel like there was more than a year’s worth of change
(or acceleration in the rate of change) that took place during 2020. 

Just a bit of background on Cleverly. Cleverly is a software platform that
facilitates and automates real world processes. 

We want to allow our customers to operate more efficiently & our customers
are retail operators, hospitality companies (such as bars and restaurants),
facilities management companies, corporate occupiers and the like. 

We are focused on what is coming for our customers, and how we can help
them prepare (or we can take care of) these requirements.

Given our area of operation, we are not going to focus on some of the trends
that we expect to continue through 2021 such as a reduction in business
travel, polarisation of politics and the like. That is outside of our wheelhouse. 

Instead, we will provide you with our predictions on the issues that we feel
are relevant to Cleverly and its customers that will become increasingly
apparent over the next 365 days.

introduction



In 2020, every company was an AI company. Literally. 

Well, ok it started in 2019 but as CNBC reported and MMC Ventures
researched, 40% of companies with ‘AI’ in their name didn’t in fact use any
artificial intelligence.

To be clear, we do think that AI (or more specifically, ML) is going to play an
incredibly important role in 2021. It is just that these are tools that need to be
attached to products and that combination needs to make sense. 

There have been many startups (many of which have also raised a lot of
money) who have been claiming that their product itself was ‘AI’. But without
numerous Ph. D’s an budgets the size of Google, Facebook, Amazon etc.,
contribution to the world of AI is likely to be minimal at best. 

Instead, many of these companies (as Cleverly does) are actually utilising
‘Applied AI’. That is, they are not creating novel algorithms or learning
frameworks, but rather applying those of the aforementioned companies -
such as Google - to their own problems or use cases.

What this means is that AI/ML is going to be subsumed into the actual product
or value proposition of the business. Companies will utilise AI/ML in delivering
their product or service but their customers will not be buying it directly.
Apart, perhaps from via an additional cost item in their bill. 

AI/ML is a general purpose technology. As such it can be applied across
industries and situations. During 2021, this will become obvious and
businesses should prepare themselves when choosing partners in any
software purchasing.

AI's Day of reckoning



COVID-19 has in a moment (at least in many countries) created a dispersion of
resources. Not just any resources, but the most important ones to a company:
its human resources. 

And on the whole, this ‘Great Dispersion’ has gone relatively well. There are
many companies who claim productivity has increased over this period. We
can believe that. It may not have come in a sustainable way, but we will
discuss that more later. 

In many areas of the world’s daily operations, however, we expect to see this
dispersion continue. It is the next phase of the Globalisation -> Outsourcing
continuum that will eventually lead to costless extraction of an individual’s
marginal productivity (but that is still a long way off). 

The areas that we will start to see this are in: there being distributed
headquarters (rather than a single location); there being repurposed real
estate (for example using retail locations for fulfillment to better solve the
‘last mile’ problem); people’s gyms moving into their homes; learning moving
increasingly online. This is the beginning of this longer term trend, but it will
become more noticeable over 2021.

dispersion of resources



OK, this one is a little more niche (and relevant to us) but when one thinks
that CAFMs underpin more than $1 trillion of economic activity every year
(and there are still a lot of premises, properties and operations that have still
not gone digital!) it does affect the world more broadly. 

Just to put something out there … when digitising (let alone digitalising) the
real world, things get complicated. At Cleverly, we have become only too
aware of individual use cases, circumstances and situations. 

We are like a software circle. The whole thing is an edge (case). 

As things get complicated, design needs to work harder to keep it simple. As
more of the business is brought onto the platform, either integrations or
functionality make things more complex. And round and round we go. 

However, the blurring of personal and professional lives is going to continue
through 2021. People have personal brands (Twitter handles, Instagram
followers) that they bring to a company. We see Airbnb heading further into
the business world, where companies such as Uber have already gone before
them. Workplaces want tenant and employee experience solutions. 

The next generation of helpdesk operator, facilities management
professional, premises or operations manager (and more) want software that
feels more familiar and has greater levels of functionality.

It will no longer be enough to have an Excel spreadsheet and email. Your
employees want chat and stripe integrations and sensors to provide triggers. 

Yes, we are talking our own book here but we are believers.

cafm comes of age



The office is not dead. But it is going to be different. 

I have read many, many more articles declaring that the office is dead than I
have read about how it is going to come back to life as soon as the pandemic
is over. 

The office is not going to ‘come back’. There will be a workplace to which
people can return but it will be different, and serve a different function, to
before. 

However, it is not possible for the youngest generation to get the skills, build
the relationships, and develop with the company unless they have a
centralised opportunity for serendipity. Colleagues can lean on their
processes and personal network for a period of time but sooner or later, there
is going to be a need for this to update and for circles of interaction to shift. 

Unless we want the tenure of employment to plummet further (see above)
and companies are able to seamlessly get what they need from their
employees (and Zoom, Teams/Dropbox and employee handbooks are not
seamless!) the office will remain.

What will change is the role the workplace provides. For many years,
employees would go to the office because they could not do their jobs from
home, either because of the equipment or information kept at the office. Up
to a third of Gen Y employees found their partners at the office. And though I
do not have neat data to offer, companies are there most collaborative and
creative spontaneously. 

workplace reboot



Put these things together and one can imagine how the office is going to
emphasise things that employees cannot get at home. Things such as medical
staff (physical and mental), quality food, expensive technologies, clean air
(like, really clean air), collaborative/creative spaces and more. 

Employees will need a reason to go into the office, but it is not difficult to
provide them with one. This trend started with the tech companies more than
a decade ago. It will continue.

restaurants to order

Ignoring the economic models of Deliveroo and Uber Eats (the former of
which apparently would have ceased to exist without Amazon’s investment),
there is no question that ‘food as a service’ will continue. To date, this trend
has manifested itself in a number of different ways: food substitutes such as
Soylent and meal delivery services such as HelloFresh and Gousto. 

This too will continue and develop. What is going to more meaningfully
impact the sector is the rise of ghost, or ‘dark’ kitchens. 

By removing the cost and constraint of finding premises from which
restaurants can offer food for delivery, a very significant friction will be taken
out of restaurants’ operations. Companies (or people) can instantly launch
food concepts and nichify their offerings. Along with the rise of plant based
proteins (and soon lab grown meat, which will at least in the first instance
require expensive, centralised infrastructure and equipment) the role of
communal kitchens is going to massively increase. 



How can retail differentiate itself? Over the next year, we are going to
continue to see high streets hollowed out. Locations for chains have closed,
restaurants will fail (or move online as above). High streets and strip malls will
become less attractive as a result, prompting further closures. 

So what can one do? Provide a reason for customers to come to the store.
Whether we see this being a sanitary shopping experience where customers
book their visit to ensure minimum occupancy, or personalised shopping
whereby potential purchases can be tried in their intended context.

Retail has for a long time been pursuing this strategy. It is the reason that
companies such as Westfield proved so successful (that and their confusing
layouts which meant that you ended up walking around far longer than you
would have ever intended!). And it kills the competition, meaning that it is a
virtuous circle for companies that can execute.

retail - by appointment only

Soon, either competing delivery platforms/methods and marketing solutions
will be added onto the kitchen offering to more easily allow these companies
to scale. 

If you don’t believe me, perhaps you will believe the £250m investment in
Karma Kitchens. Money talks (though I have no idea what the investment
proposal was!).



I will hide in this section that I feel there are likely to be bankruptcies within
the commercial real estate industry. Whilst we haven’t seen the collapse of
retailers flow into the RE space explicitly, with interest rates forecast to rise
(albeit to still historically low levels) this is going to cause strain for a number
of operators. 

What will fill the gap in terms of the space that becomes available? We think
there will be increasingly customised space utilisation options. These include:
last mile logistics mini-hubs, additive manufacturing (3D printing) spaces, life
sciences research labs (co-locating with offices and GPs) and mixed-use mini
campuses with retail, residential and workspace in one location. The last may
not seem ‘specialist’ but is actually an aggregation of specialist use cases.

niche strategies

An area that is likely to show up in commercial real estate before it does
anywhere else (as an incentive for employees to come into the office), the
quality of the environment is going to be something that resonates. 

Cleverly works with a number of sensor companies, and again at the risk of
talking our own book, we think that this is going to see huge growth over
2021. There have been some false starts on this front previously and a lot of
companies have the data but it is sitting there doing nothing. 

environment quality



PRS has been around a long time, but in some ways has receded in the UK
whilst it continued to grow in the US. Both countries are likely to see
continued evolution in this area over 2021 with areas such as communal living
(to some degree) but more sizable single-family PRS players. 

PRS has traditionally operated in the apartment sector but the average (or
median) age of renters is increasing and transferring into different life stages.

The UK is a little limited in terms of it ability to create single family home
communities in central or commutable distance from major metros so this
will likely play out in other ways such as aggregation of fragmented portfolios
as happened with Invitation Homes in the US. 

As resource dispersion (see above) continues over the year, expect to see self-
contained single family (rental) communities with amenities such as
workspace, childcare and more.

prs grows up

ABy tying this data to an operations mechanism such as a modern CAFM, you
can actually turn data into information and then action. This is all now
possible. 

And whilst previously there were often conversations about demonstrable
ROI on the setup costs, no lesser experts (which we hope no longer becomes a
dirty word in 2021!) than Harvard professors are providing such information.

Even with their conservative estimates, and assuming that you haven’t had
direct requests from your employees and colleagues, this is high ROI stuff.



Thanks very much for taking the time t read about Cleverlt's predictions for
2021. 

Did we miss something? Do you disagree?

We would love to talk to you about other ways in whch the world is changing,
particularly where it affects physical-first businesses and the built world. 

Send us an email or reach out to us on LinkedIn,

And best wishes for making the most of whatever you make of 2021. 

thanks

www.cleverly.works


