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Executive Summary 
By Alexander Michael, Director of Consulting, Frost & Sullivan 
 
MyWave has earned Frost & Sullivan’s 2016 Enabling Technology Leadership Award, 
reflecting MyWave’s overall technology leadership in the global intelligent assistant 
market, as outlined in a balanced score card of attributes described in this report. 
 
Frank, the intelligent assistant technology developed by MyWave, represents a novel 
approach to customer experience management that addresses two fundamental goals: 
generating new revenue streams and harnessing customer loyalty. Frank accumulates and 
stores customer data in a cloud controlled by the customer. It then uses that data to 
accomplish a positive outcome for the customer (e.g. switching to a cheaper energy 
tariff), and a positive outcome for the vendor (e.g. increasing revenue and customer 
loyalty).  
 
In Frost & Sullivan’s view, the application diversity supported by Frank is broader than 
that of competing technologies, and there are genuine use cases from agriculture, finance, 
energy generation, utilities, charity, education and healthcare. 
 
A number of high-profile Frank implementations and pilot projects with major brands in 
Europe are indicative of Frank’s success and development potential. The commercial 
proposition is attractive, lowering the entry barriers to new customers. 
 
Background and Company Performance 
 
Industry Challenges 
 

At Frost & Sullivan, we strongly believe that the world is about to cross the inflection point 
in the progress of artificial intelligence (AI). Breakthroughs in deep learning have 
dramatically improved computer vision, natural language processing (NLP) and robotic 
motion systems. AI is becoming a core part of the economy and society much more 
quickly than most people realise, but technology providers are still challenged to present 
plausible and practical AI use cases with positive revenue implications. 
 
Intelligent Assistants are probably the best example of a practical AI-based system at the 
moment, but many so-called intelligent assistants underwhelm customers because the 
intelligence displayed is severely limited, and because their use cases are restricted to 
customer self-service within tight boundaries. Research conducted by Frost & Sullivan in 
2015 concludes that customers do not consider an experience to be intelligent unless all 
elements of the experience are context-aware and totally relevant. That is a limitation of 
many intelligent assistants today: they lack context. 
 
Likewise, many intelligent assistants underwhelm enterprises, because they do not 
generate revenue and because they operate as sophisticated search engines rather than 
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truly engaging with customers. Consequently, many intelligent assistants do not enhance 
the customer experience. 
 
Finally, privacy concerns and data protection regulation will catch up with the customer 
experience management industry, preventing AI-based systems from reaching their full 
potential, unless customers feel that they receive real value in return for giving up their 
data. 
 
Technology Leverage and Customer Impact 
 

Commitment to Innovation 
 
MyWave was established in 2013 to capitalise on an innovative idea to create technology 
that would make an intelligent assistant work equally well for enterprises and their 
customers.  
 
With its Frank technology, MyWave is positioned in a market that is distinct from that of 
the traditional NLP-centric vendors, but potential customers will still be comparing the two 
when evaluating intelligent assistants. Against the backdrop of current Frank competitors 
that have mainly introduced incremental upgrades of their legacy technology, the 
innovation that Frank represents is substantial. 
 
In the near future, other start-ups like Viv Labs and Kensho will become the real 
competitive reference for MyWave, making it far more challenging for the company to 
remain an innovation leader. 
 
Frank incorporates a Secure by Design philosophy, and the MyWave organisation is 
imprinted with a passion for changing the world through innovation; making money; and 
having fun.  
 
These qualities have inspired research into augmented reality (e.g. helping customers 
assemble flatpack furniture), and MyWave will invest in virtual reality when there is a 
viable business case.  
 
The core technology intellectual property is owned by MyWave itself, but it integrates 
libraries and software from third parties (e.g. the Nuance voice library), when it is more 
rational to buy the code than develop it in house. 
 
Commitment to Creativity 
 
MyWave is commercially led and applies a pragmatic approach to creativity. A robust 
process exists to manage creativity, and product development is agile.  
 
Ideas come up all the time. They are tested, before MyWave decides whether to pursue or 
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reject the ideas; but developers are still encouraged to spend certain days doing exactly 
what they want. 
 
The fact that MyWave is not engineering-led is an advantage. It is not characterised by 
millennial developers going off on a tangent, like so many other technology start-ups. This 
provides focus and coherence and inspires confidence in MyWave by the financial 
community. 
 
Customers appreciate how the ability to innovate and architect are able to exist in a no-
nonsense framework where quality of code, usability and plausible business cases are 
guiding principles. 
 
Commercialization Success 
 
The commercial success of MyWave’s Frank technology hinges on a concept it calls “two-
sided marketplace and mutual value.” Unlike competing technologies, Frank stores user 
information in a cloud controlled by the users themselves. That information may be used, 
when users allow it, to achieve an outcome which is positive both for the customer and for 
the enterprise. Hence, the mutual value.  
 
An example of a positive outcome for customer and enterprise could be Frank 
automatically switching the customer to a more convenient electricity tariff, based on 
usage data accumulated by Frank. Saveawatt Holdings Ltd, a New Zealand utilities broker 
traditionally focussed on commercial customers, has designed its push into consumer 
markets entirely around Frank, competing with the manual comparison websites. User 
effort is minimal, because tariff and supplier switches happen automatically, but it only 
works if customers trust Saveawatt to truly offer the best possible tariff.  
 
Vendors must build trust networks: eco systems of partners who buy into the concept of 
mutual value. In a trust network, vendors must be disciplined enough to not sell on 
customer data, and they must put the interest of customers first, even if it means 
forfeiting the occasional chance of a quick short-term profit, at the customers’ expense. 
This is a novel approach to customer experience management, unmatched by competitors. 
MyWave is making inroads into the UK market and is currently in advanced negotiations 
with eight of the UK’s most well-known brands spanning retail, finance, travel and 
telecommunications. The UK is a new market for MyWave, and the interest that Frank has 
created in a short time is testimony to the commercial applicability of the technology. 
 
Application Diversity 
 
In Frost & Sullivan’s view, the application diversity supported by Frank is broader than 
that of the competition. 
 
Most competing technologies have limited use cases, such as visual search in shopping 
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applications, NLP-based conversational interfaces and customer self-service. Others offer 
analytics limited to specific verticals or single-task intelligence, such as scheduling 
appointments. 
 
Frank was incubated in National Australia Bank, meaning that it has many financial use 
cases, but Frost & Sullivan has also seen use cases from agriculture (e.g. livestock 
movement and sheep markets), solar energy and energy sharing, utilities, charity, 
education and healthcare. 
 
Price/Performance Value 
 
While the Frank technology provides mutual value (to customers and vendors), MyWave’s 
business model is based on vendor revenue streams only. 
 
There are three such revenue streams: Consulting and prototyping, licensing, and revenue 
sharing. MyWave provides an initial 90-minute consultation for free; if the enterprise has 
a sophisticated mindset and is advanced in its thinking of how to implement intelligent 
assistant technology, MyWave may go straight into a pilot phase, to design a paid 
prototype. Otherwise, it will deliver and charge for consulting services engaging with 
strategy heads and heads of digital marketing. 
 
After the pilot phase, when Frank is deployed in a regular production environment, 
MyWave charges a licensing fee. Frank can be white-labelled, and enterprises may request 
their own version of the Frank avatar.  
 
Finally, MyWave enters into revenue sharing agreements, to keep down the upfront 
deployment investment. This is an attractive proposition, which lowers the technology 
entry barrier and removes the need for enterprises to take a leap of faith. Enterprises are 
generally happy to revenue share when Frank generates revenue that is ancillary to their 
main revenue stream (e.g. a supermarket chain that also becomes an energy retailer). 
The revenue sharing model also limits risk, and makes it easier for Frank champions inside 
enterprises to create executive alignment. 
 
Customer Ownership Experience 
 
Many major brands fear that they may become disenfranchised, losing control of the 
customer experience. Protecting their brand equity and maintaining end customer 
mindshare is the ownership experience that enterprises generally look for with technology 
like Frank. 
 
Saveawatt is proud to be a MyWave reference customer to the extent that it links its 
corporate identity to the Frank brand. 
 
Because Frank disrupts the traditional price comparison business, Frost & Sullivan would 
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expect European enterprises that manage to secure a deal to implement Frank to heavily 
publicise the deal, although the technology would probably be white-labelled. 
 
Conclusion 
 

Frank’s implementation of an energy switching service in New Zealand, and pilot projects 
with major brands in New Zealand, Australia and the UK are indicative of Fank’s success 
and development potential. The commercial proposition is attractive, lowering the entry 
barriers to new customers.  
 
With its strong overall performance, MyWave has earned Frost & Sullivan’s 2016 Enabling 
Technology Leadership Award. 
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Significance of Enabling Technology Leadership  
Ultimately, growth in any organization depends upon customers purchasing from your 
company, and then making the decision to return time and again.  In a sense, then, 
everything is truly about the customer—and making those customers happy is the 
cornerstone of any long-term successful growth strategy. To achieve these goals through 
technology leadership, an organization must be best-in-class in three key areas: 
understanding demand, nurturing the brand, and differentiating from the competition. 
 

 
Understanding Enabling Technology Leadership 
Product quality (driven by innovative technology) is the foundation of delivering customer 
value.  When complemented by an equally rigorous focus on the customer, companies can 
begin to differentiate themselves from the competition. From awareness, to consideration, 
to purchase, to follow-up support, best-practice organizations deliver a unique and 
enjoyable experience that gives customers confidence in the company, its products, and 
its integrity.  
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Key Benchmarking Criteria 

For the Enabling Technology Leadership Award, Frost & Sullivan analysts independently 
evaluated two key factors—Technology Leverage and Customer Impact—according to the 
criteria identified below.  

Technology Leverage 
 Criterion 1: Commitment to Innovation 
 Criterion 2: Commitment to Creativity 
 Criterion 3: Stage Gate Efficiency 
 Criterion 4: Commercialization Success 
 Criterion 5: Application Diversity 

Customer Impact 
 Criterion 1: Price/Performance Value 
 Criterion 2: Customer Purchase Experience 
 Criterion 3: Customer Ownership Experience 
 Criterion 4: Customer Service Experience 

Criterion 5: Brand Equity 

Best Practice Award Analysis for MyWave 
Decision Support Scorecard 
To support its evaluation of best practices across multiple business performance 
categories, Frost & Sullivan employs a customized Decision Support Scorecard. This tool 
allows our research and consulting teams to objectively analyze performance, according to 
the key benchmarking criteria listed in the previous section, and to assign ratings on that 
basis. The tool follows a 10-point scale that allows for nuances in performance evaluation; 
ratings guidelines are illustrated below. 

RATINGS GUIDELINES 

 

The Decision Support Scorecard is organized by Technology Leverage and Customer 
Impact (i.e., the overarching categories for all 10 benchmarking criteria; the definitions 
for each criteria are provided beneath the scorecard).  The research team confirms the 
veracity of this weighted scorecard through sensitivity analysis, which confirms that small 
changes to the ratings for a specific criterion do not lead to a significant change in the 
overall relative rankings of the companies. 
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The results of this analysis are shown below. To remain unbiased and to protect the 
interests of all organizations reviewed, we have chosen to refer to the other key players 
as Competitor 2 and Competitor 3. 

DECISION SUPPORT SCORECARD FOR ENABLING TECHNOLOGY LEADERSHIP AWARD 

Measurement of 1–10 (1 = poor; 10 = excellent)  

Enabling Technology Leadership 
Technology 
Leverage  

Customer 
Impact 

Average 
Rating 

    

MyWave 9 8 8.5 

Competitor 1 8 7 7.5 

Competitor 2 5 8 6.5 

Technology Leverage  
Criterion 1: Commitment to Innovation 
Requirement: Conscious, ongoing adoption of emerging technologies that enables new 
product development and enhances product performances 

Criterion 2: Commitment to Creativity 
Requirement: Technology is leveraged to push the limits of form and function, in the 
pursuit of “white space” innovation  

Criterion 3: Stage Gate Efficiency 
Requirement: Adoption of technology to enhance the stage gate process for launching new 
products and solutions  

Criterion 4: Commercialization Success 
Requirement: A proven track record of taking new technologies to market with a high rate 
of success 

Criterion 5: Application Diversity 
Requirement: The development and/or integration of technologies that serve multiple 
applications and can be embraced in multiple environments  

Customer Impact  
Criterion 1: Price/Performance Value  
Requirement: Products or services offer the best value for the price, compared to similar 
offerings in the market 

Criterion 2: Customer Purchase Experience  
Requirement: Customers feel like they are buying the most optimal solution that 
addresses both their unique needs and their unique constraints  

Criterion 3: Customer Ownership Experience 
Requirement: Customers are proud to own the company’s product or service, and have a 
positive experience throughout the life of the product or service 
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Criterion 4: Customer Service Experience 
Requirement: Customer service is accessible, fast, stress-free, and of high quality 

Criterion 5: Brand Equity 
Requirement: Customers have a positive view of the brand and exhibit high brand loyalty 

Decision Support Matrix 
Once all companies have been evaluated according to the Decision Support Scorecard, 
analysts can then position the candidates on the matrix shown below, enabling them to 
visualize which companies are truly breakthrough and which ones are not yet operating at 
best-in-class levels. 

DECISION SUPPORT MATRIX FOR ENABLING TECHNOLOGY LEADERSHIP AWARD 
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The Intersection between 360-Degree Research and Best 
Practices Awards 

Research Methodology  
Frost & Sullivan’s 360-degree research 
methodology represents the analytical 
rigor of our research process. It offers a 
360-degree-view of industry challenges, 
trends, and issues by integrating all 7 of 
Frost & Sullivan's research methodologies. 
Too often, companies make important 
growth decisions based on a narrow 
understanding of their environment, 
leading to errors of both omission and 
commission. Successful growth strategies 
are founded on a thorough understanding 
of market, technical, economic, financial, 
customer, best practices, and demographic 
analyses. The integration of these research 
disciplines into the 360-degree research 
methodology provides an evaluation 
platform for benchmarking industry 
players and for identifying those performing at best-in-class levels.  

360-DEGREE RESEARCH: SEEING ORDER IN 
THE CHAOS 
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Best Practices Recognition: 10 Steps to Researching, 
Identifying, and Recognizing Best Practices  
Frost & Sullivan Awards follow a 10-step process to evaluate award candidates and assess 
their fit with select best practice criteria. The reputation and integrity of the Awards are 
based on close adherence to this process. 

STEP OBJECTIVE KEY ACTIVITIES OUTPUT 

1 
Monitor, 
target, and 
screen 

Identify award recipient 
candidates from around the 
globe 

• Conduct in-depth industry 
research 

• Identify emerging sectors 
• Scan multiple geographies 

Pipeline of candidates who 
potentially meet all best-
practice criteria 

2 
Perform  
360-degree 
research 

Perform comprehensive, 
360-degree research on all 
candidates in the pipeline 

• Interview thought leaders 
and industry practitioners  

• Assess candidates’ fit with 
best-practice criteria 

• Rank all candidates 

Matrix positioning all 
candidates’ performance 
relative to one another  

3 

Invite 
thought 
leadership in 
best 
practices 

Perform in-depth 
examination of all candidates 

• Confirm best-practice criteria 
• Examine eligibility of all 

candidates 
• Identify any information gaps  

Detailed profiles of all 
ranked candidates 

4 
Initiate 
research 
director 
review 

Conduct an unbiased 
evaluation of all candidate 
profiles 

• Brainstorm ranking options 
• Invite multiple perspectives 

on candidates’ performance 
• Update candidate profiles  

Final prioritization of all 
eligible candidates and 
companion best-practice 
positioning paper 

5 
Assemble 
panel of 
industry 
experts 

Present findings to an expert 
panel of industry thought 
leaders 

• Share findings 
• Strengthen cases for 

candidate eligibility 
• Prioritize candidates 

Refined list of prioritized 
award candidates 

6 
Conduct 
global 
industry 
review 

Build consensus on award 
candidates’ eligibility 

• Hold global team meeting to 
review all candidates 

• Pressure-test fit with criteria 
• Confirm inclusion of all 

eligible candidates 

Final list of eligible award 
candidates, representing 
success stories worldwide 

7 Perform 
quality check 

Develop official award 
consideration materials  

• Perform final performance 
benchmarking activities 

• Write nominations 
• Perform quality review 

High-quality, accurate, and 
creative presentation of 
nominees’ successes 

8 
Reconnect 
with panel of 
industry 
experts 

Finalize the selection of the 
best-practice award recipient 

• Review analysis with panel 
• Build consensus 
• Select winner 

Decision on which company 
performs best against all 
best-practice criteria 

9 Communicate 
recognition 

Inform award recipient of 
award recognition  

• Present award to the CEO 
• Inspire the organization for 

continued success 
• Celebrate the recipient’s 

performance 

Announcement of award 
and plan for how recipient 
can use the award to 
enhance the brand 

10 
Take 
strategic 
action 

Upon licensing, company 
may share award news with 
stakeholders and customers 

• Coordinate media outreach 
• Design a marketing plan 
• Assess award’s role in future 

strategic planning 

Widespread awareness of 
recipient’s award status 
among investors, media 
personnel, and employees  
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About Frost & Sullivan  
Frost & Sullivan, the Growth Partnership Company, enables clients to accelerate growth 
and achieve best in class positions in growth, innovation and leadership. The company's 
Growth Partnership Service provides the CEO and the CEO's Growth Team with disciplined 
research and best practice models to drive the generation, evaluation and implementation 
of powerful growth strategies. Frost & Sullivan leverages almost 50 years of experience in 
partnering with Global 1000 companies, emerging businesses and the investment 
community from 31 offices on six continents. To join our Growth Partnership, please visit 
http://www.frost.com. 

http://www.frost.com/
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