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There is scarcely a business

in existence today that doesn’t
either use some sort of analytical
software or which should be using
analytical software to build a smarter
organisation.
The simple truth of the business
world today is that those companies
that do not use the data they have
to drive business decisions are at a
significant disadvantage and in a few
short years they could find themselves
consigned to the trash heap of history.
This is not overstating either the
utility of good data analytics or the
perils of not leveraging this technology.
Consumers are demanding that
companies respond to their every need
and preferably anticipate what that
need is. Creating an agile company is
founded on the basis of understanding
consumers and moving quickly to meet
their needs.
When it comes to extracting usable
intelligence from company data SAS
has led this market from the very
beginning. From the early days when
it started out analysing agricultural
data to today where you can find SAS
products in almost every conceivable

industry and SAS Customers in 148
countries, the company has come far.
In the business world of today the
ability to use data to drive business
decisions has never been more
important. Using big data to deliver
a business advantage is the new
normal and SAS has the pedigree to
deliver this. At the same time SAS’s
expertise in areas of compliance and
Fraud Detection is critical, especially
for companies that are finding their
compliance burden increasing as
governments seek to gain greater
insight into the business activities of
the corporate sector and the growing
concern of cyber attacks.
In these pages we highlight some
of the work SAS is doing as one of
the leaders in the analytics game.
The articles cover the scope of SAS’
operation in South Africa and across the
rest of the continent. They also highlight
the areas where SAS has excelled
and the programmes the company
has implemented to create the next
generation of SAS professionals.
Ben Kelly
Editor
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Trust Qinfo to help you
unlock value
In this day and age, it’s important to have a
partner you can trust with your secrets, data
and strategic drives.
You can’t just trust anyone with your crown jewels. Trust is also earned.
Qinfo is trusted by diverse clients such as Nedbank, Makro, Eskom and the
Department of Correctional Services to help them unlock value in their
data, systems and processes so as to improve the bottom line, organizational
efficiencies and decision making.
This is because Qinfo is founded on trust and ethics. Over and over again,
Qinfo has delivered for its clients, on time and to the client’s satisfaction.
Whether you need to understand your customers, or streamline your
procurement processes even optimize your data extraction techniques,
you can trust Qinfo to offer sound, practical advice and to deliver excellent
service that leverages off your systems and knowledge, along with our deep
experience to sustain value and unlock new potential in your current systems.

Our servICes:
• Business Process Services &
Architectural Services
• Desktop Support and Hardware
Solutions
• Networking Infrastructure Solutions
• Business Analysis and Project
Management
• Enterprise Resource Planning
• Risk Management (GRC)
• Customer Intelligence
• Fraud and Security Intelligence

Qinfo is a 100% black-owned ICT company that you can trust.

www.qinfo.co.za

E-mail: info@Qinfo.co.za / sam@qinfo.co.za | Office: +27(0)11-480-4894
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Government effectiveness in the cloud
When government moves from measuring
efficiency to effectiveness through the use of
predictive analytics, that’s when service delivery to
citizens will be noticeably improved.
Young, tech-savvy Africa goes big on analytics
Africa’s ambitious young executives are demanding
world-class tech tools to build their businesses,
presenting good opportunities for SAS across the
continent.
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SAS’s in-house legal and contracts department is a
trusted advisor, partner and essential collaborator.
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SAS’ graduate programme opens doors for mostly
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SAS training facilities offer easy access for high
quality learning.
Finding golden nuggets
Nedbank leverages SAS Office Analytics & SAS
Enterprise Miner to drive relevant conversations
with customers.
Evolving the channel
SAS has reworked its partner program in the
name of mutual benefit for itself, its partners and
ultimately its end clients.

Big data and analytics – the road ahead
Improving customer experience and reducing
costs are key to staying resilient when times
are tough.
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STRATEGIC OVERVIEW

Onward
and upward
SAS Institute celebrates 40 years of existence,
and 20 years of success in the Africa region.
Riad Gydien, vice president, Middle East and
Africa, takes stock.

By James van den Heever
Photo Supplied

SAS

has been synonymous with
data analytics since it was founded in
1976 – after all, the acronym stands for
Statistical Analysis System. It began
as a project at North Carolina State
University’s agricultural department
to analyse the effects of soil, weather
and seed varieties on crop yields.
Since then, it has grown fast on the
back of data’s growing importance
in business and government, and its
own distinctive workplace culture.
In many ways, SAS’s campus in Cary,
North Carolina, was the prototype for
the technology campuses of today,
complete with crèches, fitness centres
and, of course, the famous free M&Ms
(complemented in these healthconscious days by fruit).
SAS has never listed, and so has
retained a certain independence and
integrity. Private ownership has also
insulated it from market turbulence. Its
unique recipe of culture, intellect and
customer engagement – not to forget
an eye watering R&D spend of 25% of
revenue – has seen the company grow
strongly over the decades.
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The Middle East and Africa region
is very much a chip off the old block,
Riad Gydien believes. He says that in
the past nine years, it has been the
fastest-growing region within the
company five times.
Technology hunger
“In part, our success is a measure of
how much white space there is in this
region – it’s technology-hungry and it’s
free of legacy constraints,” he says. “It’s
also a very, very diverse region with
many different challenges that require
innovative solutions – and we can
leverage our data expertise to help
them create those solutions.”
By way of example, Gydien cites
the need for African mobile telcos to
provide fuel at their substations to
overcome chronic power shortages.
Analytics is helping many of them to
optimise those supplies and predict
failures. The same telcos face the
challenge of a subscriber base that is
overwhelmingly prepaid and that uses
its mobiles extremely inventively. Data
analysis is critical in such environments.
“For banks and insurers, quantifying
risk in the diverse, emerging markets
of this region is extremely challenging,
and also a regulatory requirement,”

says Gydien. “It’s one of our focus
markets because indepth Advanced
Analytics is not only a great way
to understand the anatomy of risk,
but also to create an appropriate
mitigation strategy.”
SAS in the Middle East and Africa
region also focuses on fraud detection
and prevention, including money
laundering and customer intelligence.
The latter goes beyond simply
knowing customers indepth. Gydien
says: “You need to be able to deliver
offers that are relevant – and affordable
– to a customer at the right time and
place. Otherwise, you risk simply
irritating him or her. This provides
other enormous benefits to companies
besides delivering a uniform
experience: increased revenues and
decreased costs. We have customers
in the region who have increased their
campaign response rates by 35% and
decreased their total communication
costs by 50% by optimising the
channel to reach out to the customer.
It’s also all about delivering a uniform
experience to customers across all
channels, be it online, in the branch or
through the call centre.
However, he adds that none of the
benefits of big data and data analysis
can be realised without the ability to
manage data. No surprise then, that
information management is one of
SAS’s core offerings.
Getting to grips with the region
As noted, SAS’s history of fast growth
in the Middle East and Africa region
is founded on the region’s hunger
for technology and, specifically, its
realisation that data analytics holds
the key to driving innovation. Another
key contributor is the company’s
realisation that one size does not fit all
– the region is highly diverse and SAS
takes its go-to-market cue from each
market’s needs and mores.
“At the core of our regional strategy
is a series of very strong partnerships
with local companies – it’s a way of
getting under the market’s skin and
enabling fast growth,” Gydien says. “I
also think it’s very important that we’ve

Riad Gydien, vice president,
Middle East and Africa

“At the core of our
regional strategy is a
series of very strong
partnerships with local
companies – it’s a way
both of getting under
the market’s skin and
enabling fast growth.”
Riad Gydien

adopted a highly disciplined approach
to sales, only offering those products
and solutions that we can support in a
particular market.”
This approach introduces the
perennial topic of the shortage of skills
in emerging markets, particularly in
high-tech areas. Here, too, Gydien says
that SAS is playing a proactive role in
deepening the talent pool. SAS has
partnered with North-West University
to provide graduate programmes in
data analytics. In Turkey, SAS is the
analytics partner of Sabanci University
and MIT Big Data Visualization Lab.
Similar partnerships are in the pipeline
for Kenya.
More broadly, SAS has partnerships
of varying kinds with some 66
universities in the region. These
partnerships include using SAS
software in the curriculum or to do
research. In fact, the company has
made its software free to students
and, says Gydien, more than 23 000
downloads have been made across
the region.
“You can’t complain about something
if you are not helping to fix it,” he says.
More than just a milestone
Gydien says that while the 40- and
20-year anniversaries are significant
milestones, what’s really important is
the road ahead.
“If you think where we were in 1976
in terms of capacity and processing
power, and where we are now, it’s been
an amazing journey. Our success has
relied on our technology but, even
more importantly, on our people,”
he says. “We’re proud of the low
cancellation rate in our client base,
and particularly of the very low staff
turnover rates we’ve always had. That
combination of people and technology
is the rocket fuel behind SAS’s success
in the past and, most important of all,
in the future. Despite the economic
turmoil of today, we’re hiring and
expect to grow our workforce in this
region by 15% this year.”

AT A LOCAL LEVEL

Exciting
times ahead
Advanced data analytics offerings drive
continuous growth for SAS in the region.

By Monique Verduyn
Photo Vernon Reed

Global

business analytics
software and services company SAS
recently celebrated its 20th anniversary
in South Africa, having opened its
doors in Johannesburg in 1996.
The milestone coincided with the
organisation’s 40-year anniversary and
record total revenue of $3.16 billion
in 2015, pointing to the success of its
globalisation drive.
Worldwide, growing customer
demand for risk, fraud and security
intelligence analytics has been a
significant contributor to SAS’s 40th
consecutive year of revenue growth
since its founding in 1976. New software
sales increased 12% over 2014,
signalling the ever-growing demand for
SAS analytics.
“As the leader in analytics, we
continue to be the company people
turn to for unrivalled expertise and
solutions when it matters most,” says
Desan Naidoo, managing director of
SAS Sub-Saharan Africa. “Analytics
is one of the core disruptors of
the digital age. We’re witnessing a
strong push to take advantage of
new data technologies that power
business intelligence.”
Naidoo says SAS has had
phenomenal success in the Sub-Saharan
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Africa marketplace. Its focus has thus
far been primarily on the financial
services sector, but the company has
also diversified into the telco, retail and
public sectors.
“Given our four decades of
experience in analytics, SAS is best
placed in the market right now
when it comes to big data and the
advanced analytics space, which has
never been as important as it is now,
in these tough economic times,” says
Naidoo. “The ability to understand
data better is imperative to business
survival and sustainability.”
Gaining insight from marketing
analytics
It’s critical for companies today,
particularly in overly saturated sectors
like telecommunications, for example,
to retain existing customers while
they try to acquire new ones. That’s
where a deep understanding of
customer data is key.
“Analytics provides information
that enables the business to provide
customers with an improved and
more tailored offering based on the
data pertaining to each individual,”
Naidoo adds.
“Marketing analytics considers all
marketing efforts across all channels
over time, which is essential for sound
decision-making and effective, efficient
programme execution. “Moving away

from the ‘spray and pray’ approach
allows the business to determine how
marketing initiatives are preforming,
which channels are working best, and
how marketing investments should
be prioritised. Every initiative can be
personalised to the customer, which
means that the organisation can spend
more wisely and in the right areas.”
Solutions for difficult economic
conditions
Across the Sub-Saharan region,
SAS’s strategy is to ensure that it
is helping its customers navigate
turbulent waters. In South Africa, the
company is assisting customers to
ensure compliance with regulations,
especially in the financial services
sector. A big drive is taking place to
enable companies to move to IFRS 9,
an International Financial Reporting
Standard (IFRS) promulgated by the
International Accounting Standards
Board (IASB). SAS is also aiding banks
to comply with Basel Committee on
Banking Supervision (BCBS) 239,
which aims to address gaps in risk data
aggregation and reporting capabilities.
Fraud and security analytics are a
key element of SAS’s Sub-Saharan
Africa growth strategy. Recent cases
of fraud, such as the theft in Japan of
millions of dollars from ATMs using fake
Standard Bank credit cards, are on the
increase and combating fraud remains
a high priority in financial services. SAS
Cybersecurity enables customers to
detect attackers’ activities in real-time.
Commitment to innovation
According to analysts, SAS has
‘predictive analytics solutions that offer
almost every feature a data scientist
or business user could ever want’. It is
SAS’s commitment to innovation that
makes this possible.
“In 2015, the company reinvested
25% of total revenue into research
and development – nearly double
the percentage of annual revenue
reinvested by most major technology
companies,” says Naidoo. “As the
company has grown, it has always
reinvested a high percentage of

Desan Naidoo, managing director,
SAS Sub-Saharan Africa

New prospects from cloud, Internet
of Things (IoT)
SAS is strengthening its offerings
in the cloud, mobile and IoT
spaces. SAS Cloud Analytics gained
traction quickly and is now used by
customers in more than 70 countries.
With 40 billion connected devices
estimated to enter the market
by 2020, the IoT will accelerate
scientific breakthroughs, including
advancements like smart cities,
where experts position SAS as a
major player. As these opportunities
for innovation increase with such
connectivity, so do the risks of being
attacked, making the company’s
cybersecurity offering increasingly
key to helping combat these risks.

“The ability
to understand
data better
is imperative
to business
survival and
sustainability.”
Desan Naidoo

revenue into R&D, allowing us to
stay at the cutting edge of analytics
innovation.”
Analysts have named SAS a
leader in agile business intelligence
and IDC recently reported that
the company holds a 33.3% share
of the advanced and predictive
analytics market. That share was
greater than the 24.5% market
share of all the other nine named
competitors combined. SAS has
also been recognised by industry
analysts as a leader in data
management, fraud detection,
retail, customer intelligence, BI and
analytics segments.
“The opportunities for SAS are
enormous right now,” says Naidoo.
“From both an ICT and business
perspective, analytics is on the mind
of every CEO. As the largest analytics
and big data company in the world, we
are perfectly positioned to leverage

these opportunities. Importantly, we
have developed all our technology
internally as the organisation has grown,
without engaging in any acquisitions.
That speaks to a level of skill, expertise
and indepth product knowledge that is
unrivalled.”
Through 2016, SAS plans to
continue delivering innovation in cloud
analytics and analytics-as-a-service,
data visualisation, data management,
customer intelligence, fraud detection,
security intelligence solutions and risk
management. SAS will also introduce
enhanced versions of SAS big data
analytics products.
We live in a world where we have
more information at our disposal than
ever before, says Naidoo. “What we
do with this information – how we
analyse it and incorporate elements
such as predictive capabilities,
forecasting and optimisation – has the
potential to be extraordinary.”
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Weighing
up risk vs CX
Fraud and risk prevention are critically
important in financial services today. However,
along with mitigating the risk of fraud and theft,
businesses must also mitigate the risks of losing
customers owing to poor customer experience.

By Tracy Burrows
Photo Supplied

William Lawrence,

regional practice lead: Fraud and
Financial Crimes at SAS, explains
that all financial services institutions
use predefined models and analytics
tools to allocate a propensity for risk
to customers and transactions. “Fraud
propensity scores allow financial
institutions to determine whether a
transaction presents a low, medium
or high risk of fraud. Depending
on the bank’s risk appetite, certain
interventions might be triggered if a
transaction is given a medium to high
risk score. In a transaction identified
as medium to high risk, for example,
the bank might call the customer to
confirm the transaction, or might
choose to block the transaction.”
Lawrence says banks, insurance
companies, healthcare service providers
and even telecommunications
companies are challenged in balancing
this fraud protection and customer
experience. “It’s always a very fine
balancing act for organisations, because
if they’re too rigid in terms of their
fraud rules, the chances are they are
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going to block legitimate transactions.
This will negatively impact customer
experience. On the other hand, if their
protection is too lax and they lean
predominantly toward supporting
customer experience, the chances are
that some fraudulent transactions will
slip through.”
In insurance, claims are also
subjected to fraud rules and models,
to determine their fraud propensity.

SAS fraud and crime detection and
prevention solutions include:
SAS Fraud Framework
SAS Fraud Management
SAS Event Stream Processing
SAS Visual Scenario Designer
SAS Enterprise Case Management
SAS Criminal Justice Data
Integration and Analytics
• SAS Cybersecurity
•
•
•
•
•
•

SAS financial crime and regulatory
compliance solutions include
• SAS Anti-Money Laundering
• SAS Customer Due Diligence
• SAS FATCA

In a low fraud propensity claim, the
insurer can fast-track the claim and
effect the payout quickly. If the claim
has a medium fraud propensity, the
claims handler or assessor would
likely request additional information
or corroborating documentation
around the claim. If the claim
has a high fraud propensity, the
insurer will usually repudiate the
claim and it will be sent through
to the investigations unit. Paying
on fraudulent claims can cost the
insurer a great deal of revenue, and
rejecting a legitimate claim could
lose the insurer a loyal customer.
“In a shifting landscape, where
fraud techniques are becoming
more sophisticated and competition
for policy holders and customers
is intensifying, organisations must
be prepared to flex the stringency
of their fraud detection rules and
determine their appetite for fraud
losses,” says Lawrence.
Increasing fraud and competition
for a finite market are also driving
increased uptake of real-time
analytics within the insurance sector,
he notes. “Historically, real time
has only been applicable to the
banks to detect card fraud, online
fraud and ATM fraud. But now,
insurance companies are moving
toward real-time analytics so that
when a customer calls to log a
claim, the agent gets near real-time
response in terms of the claim’s
fraud propensity. If the fraud risk
propensity is mid to high, the agent
can ask questions while the customer
is still on the line – requesting
additional corroborating information
and documentation, for example.”
Moving targets
In a fast-evolving digital environment,
fraudsters typically work in syndicates
that collaborate to circumvent
traditional fraud detection models,
says Lawrence. “These syndicates are
using advanced analytics themselves,
and what’s more, they are better than
banks at sharing information.”
“As we saw in a recent ATM bust out

William Lawrence,
regional practice lead:
Fraud and Financial Crimes

fraud, in which a South African bank
lost R300 million in a matter of hours
to fraudsters withdrawing the money
from Japanese ATMs, traditional fraud
detection models don’t necessarily
work anymore.
“A fraud detection rule or model
that will work today, potentially
could be redundant in a month’s
time because the fraud syndicates’
modus operandi change. Syndicates
are constantly testing new ways
to defraud organisations, so it’s
very important for organisations to
have flexible, adaptable analytics
environments that can respond
accordingly. The SAS philosophy is
that organisations should not have
to call in consultants to implement
time-consuming and costly rules and
detection model changes – we enable
customers to be self-sufficient and
agile from an analytics perspective.”

“Increasing
fraud and
competition for
a finite market
are also driving
increased
uptake of realtime analytics
within the
insurance
sector.”
William Lawrence

Broader data for better mitigation
To effectively mitigate fraud risks,
fraud detection and prevention
platforms need to be agile, but
ideally, should also have access to
data from as many disparate systems
as possible, says Lawrence. These
might include internal fraud detection
systems, internal access control and
monitoring, HR systems, network
traffic, customer credit profiles and
employee and customer criminal
histories. “The more disparate
independent data you can bring into
the analytics process, the better the
results will be and the more insights
you can gain,” he says.
“For the banking industry, the
SAS fraud detection platform covers
internal, card, online, application,
first party (credit bust out), and third
party (account takeover) fraud, rogue
trading and the emerging cyber
analytics, because organisations
need to be able to look across the
entire environment to flag high risk
and mitigate fraud. The overall fraud
risk strategy should profile potential
fraudsters both within and outside
the organisation, control and monitor
access to important data and systems,
identify transactions with a high fraud
probability, and serve to alert and
respond to anomalies in real-time.”
SAS is taking fraud detection and
prevention a step further, Lawrence
says, with R&D underway on platforms
to support improved network analysis.
“SAS is developing new cyber
analytics tools to detect anomalous
behavior in an organisation’s
networks. For example, if an employee
has certain responsibilities, the system
will raise an alert if the employee is
pulling data from a system outside of
his area of responsibility. In addition,
our solutions will seek to identify
links and relationships between
entities within the data. So if, for
example, two customers who have no
connection on the face of it, turn out
to share an address, phone number
or employer, this information might
deliver important perspectives on
transactions or claims.”
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Making risk
management pay
Risk management extends way beyond mitigating theft
and fraud, says SAS.
By Tracy Burrows
Photo Vernon Reed

In

an increasingly regulated
environment, business and credit
risk, compliance and accurate
forecasting ability are also crucial
components of the big enterprise
risk management picture.
Colin Hill, Senior Systems Engineer:
Risk Management Solutions at
SAS Institute, notes that one of the
most significant risk management
developments impacting the financial
services sector at the moment is the
introduction of IFRS 9 guidelines for
calculating credit risk impairments.
IFRS 9 looms
From 2018, a new set of rules (IFRS
9) for financial instruments will be
applicable to companies across
all industries. These will affect the
treatment of financial assets measured
at amortised cost, financial assets
measured at Fair Value Option
Comprehensive Income, and lease
receivables. For most banks, the
biggest challenge of IFRS 9 will be
accurately predicting expected credit
losses (ECLs). This will require totally
new types of credit loss models that
must be generated using analytical
and statistical approaches not
currently used for this activity. For
most banks, this will necessitate
enhancing their systems, updating
credit loss models and, in general,

10
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Charles Nyamuzinga, risk consultant

creating totally new models. IFRS 9,
along with regulatory requirements
driven by Solvency II and Basel III,
also demand more effective model
risk management. Banks must have
clear oversight of the model risk life
cycle in order to report to executive
management and regulators with
absolute accuracy.
Charles Nyamuzinga, Risk Consultant
at SAS Institute, explains that IFRS 9 will
take a more forward-looking approach
to impairment forecasting compared to
the current guidelines in IAS39, which

follow an incurred loss approach.
“Financial institutions in South Africa
are currently coming up with new
models to calculate their impairments
in line with IFRS 9. By 2017, we expect
institutions to be in a position to do
parallel runs to ensure their models are
effective, ahead of implementation in
2018,” he says.
According to Hill and Nyamuzinga,
banks may have a lot of different
statistical models used for calculating
credit risk impairments and making
financial forecasts based on these.

Without a centralised modelling
platform, many of these models may
be difficult to manage and control,
resulting in wasted time and resources,
and increasing inefficiency in the way
models are implemented.
The introduction of IFRS 9 guidelines
presents a good opportunity for
financial institutions to revisit their
data management, modelling and
forecasting models and processes.
Hill says: “It may seem onerous,
but in the long run, compliance with
industry best practice and legislation
helps financial institutions to better
interrogate their data, improve data
quality and so improve their factbased decision-making processes.”
Nyamuzinga notes that new
regulations and improved modelling
and stress testing can also help banks
weather sudden market changes and
by moving from a backward-looking
to a forward-looking approach.
By implementing effective stress
testing, financial institutions can now
view different scenarios and ask, ‘If
this happens, how will it impact the
banking institution?’ So it allows banks
to better prepare for market shocks.”
SAS answers compliance
complexity
SAS Institute’s new IFRS 9 solution,
released in Q4 2015, supports IFRS 9
compliance with a modular solution
encompassing data management,
through analytics, to reporting. It
supports both stress testing and the
full IFRS 9 ECL calculation process,
from data management, modelling,
impairment and calculation, to
generating accounting postings,
reporting and forecasting. All done in
a controlled manner which promotes
governance and auditability.
Automating data collection,
centrally managing models and
scenario impact analysis, and the
ability to develop, test and calibrate
risk models, will benefit financial
institutions in a number of ways,
says Hill.
“Our platform uses a high
performance risk system that results

in very fast implementation of models
and reduces execution time. This
means results are available quicker
for faster decision making depending
on the bank size, portfolio size and
data volume. While this process could
traditionally take up to a day, using the
new SAS solutions the process could
be reduced to a few hours.”
SAS platforms supports
comprehensive stress testing at an
enterprise level, allowing financial
institutions to run revenue and loss
models on a single platform and
ensure transparency across the entire
stress testing process. They also
allow for a structured, yet flexible
model development process and a
centralised modelling environment.
Local compliance to gain
momentum
Nyamuzinga says: “We’ve been
demonstrating the SAS solution to
some local financial institutions,
and have seen interest in it.” The
alternative to a dedicated packaged
end-to-end solution, he says, would
be building and integrating a range
of applications and models by an
extended project team in-house.
This could prove onerous, time
consuming, heighten operational risk
issues and may introduce process
inefficiencies. In addition, in the case
of some parts of Africa where the
necessary skills are in short supply it
could even prove impossible.
But non-compliance with
international regulations is no longer
an option. Hill says: “In much of Africa,
banks are struggling with compliance
with even basic regulations. Now that
international banks are putting such
high requirements in place around
security, banks in Africa may find
themselves battling to access funding.
International counterparty banks are
urging compliance across international
regulations, and this is becoming
a problem: the requirements for
security to lend money in the market
are becoming so high it is becoming
harder to loan out money, and they risk
becoming cash strapped.”

Colin Hill, senior
systems engineer:
Risk Management
Solutions

“Our platform
uses a high
performance
risk system that
results in very fast
implementation
of models and
reduces execution
time.” Colin Hill
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Antionette van
Zyl, senior solution
manager for Data
Management

Data
management
in a big data
world
SAS develops new technologies and strategies
to meet the demands of the Third Platform.
By Rodney Weidemann
Photo Vernon Reed

There’s no doubt that big data

is one of the megatrends set to ignite
the third platform of IT. With the
opportunities created by big data in
respect of organisations being able
to generate a clearer understanding
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of their customers, the desire to
effectively leverage it is increasing all
the time. In other words, the growth
of big data will have a definite impact
on the data management space and
has led to the need to create new
data management platforms that can
enable companies to better achieve
this goal.

According to Antionette van
Zyl, senior solution manager for
Data Management at SAS, the
company has formulated its own
definition for big data. SAS defines
it as the point at which the volume,
velocity and variety of data exceeds
an organisation’s storage and
computation capabilities for accurate
and timely decision-making.
“Since big data is all about
integrating information from
different sources, data management
has never been more important.
Information today is being gleaned
from unstructured areas like e-mail,
sensor data, courtesy of the Internet
of Things (IoT), and the information
available on social media platforms,
to name a few.
“This means that proper
data management is required
if companies are to blend both
the traditional structured data
and the new unstructured types
together in such a way as to be
able to make informed business
decisions,” she says.
Emerging platforms
Van Zyl says SAS has adopted four
different strategies for dealing
with big data. The first one is using
emerging big data platforms like
Hadoop, as this is open source
technology and SAS can thus
incorporate its own data integration
tools into the platform.
“This enables us to use our own
accessing engines to reach the data
in this file system and process it. So
our tools allow customers to prepare
their data effectively using the
Hadoop platform.”
“We also have a computation
environment within our SAS® Data
Integration Studio tool, which has
pre-built Hadoop transformations.
This means it enables customers
to perform transformations and
integrations and then load this data
into the SAS® LASR™ Analytic Server.”
The latter, she explains, is a new
technology developed by SAS

specifically to handle big data. A key
challenge facing the industry today
is the fact that processing such high
volumes of data on older technology
is simply not feasible.
“The SAS® LASR™ Analytic Server
is designed to process high volumes
of data and then HP Analytics works
in conjunction with this to extract
value from the data,” adds van Zyl.
Furthermore, SAS has developed
in-database processing capabilities,
which means that the computations
are moved to the database and the
processing takes place within the
database itself.
SAS has special accelerators that
enable this, meaning that not only
data integration, but basic data
quality functions – such as parsing,
pattern and identity analysis, gender
analysis, standardisation, caching
and matching – can all be performed
within the database itself. This is a
critical function as with such a vast
volume of data, you don’t want to
have to bring the data across the
network first.
“Finally, we also offer data
virtualisation, thanks to our SAS®
Federation Server, which enables you
to pull only the data you need and
create a virtual view of the data. This
means you can combine data from a
range of different sources in a virtual
view, without the need to access your
original tables,” says Van Zyl.
Tackling data governance
The key to good data governance,
she continues, is having proper
processes in place to manage your
policies and procedures. You also
need the best technology, as this
will enable you to capture all the
business rules and to supply these to
the rest of the organisation, so you
can ensure everyone is singing from
the same hymn sheet.
“In this way, you can trust the
information, because once the proper
rules have been applied, everyone in
the enterprise will be working from the
same data,” says Van Zyl.
“We offer the SAS® Data

SAS defines [big data] as the point at
which the volume, velocity and variety
of data exceeds an organisation’s
storage and computation capabilities
for accurate and timely decisionmaking. Antionette van Zyl
SAS’s four management strategies
for big data

• Using emerging big data
platforms, such as Hadoop
• Creating new technologies
specifically to handle big data,
such as SAS® LASR™ Analytic
Server and High Performance
Analytics
• Moving computation to the
database, with SAS in-database
processing
• Implementing data virtualisation,
through SAS® Federation Server.
Governance tool, which includes
Reference Data Manager, to help
you capture rules for data that is
referenced across the organisation.
It also offers Business Rule Manager,
to allow for the capture and
management of business rules, and
Lineage, which tracks changes that
occur across the information process.
“Bringing this back to the
issue of big data, this increases
your governance challenges
exponentially, but SAS has the
capabilities to assist clients to govern
not just their standard structured
data, but also all the unstructured
information that comprises big data.”
Van Zyl points out that what

makes the SAS capability special
is the fact that the company offers
a fully integrated platform. This
means that customers can avoid a
situation where they have different
technologies from different vendors
that need to be integrated first.
“Our platform is unified and
modular, meaning that it can be built
to client requirements, with elements
added on or removed as required.
This makes customers’ individual
data management and governance
issues much simpler.”
She adds that in a future where
big data growth is exponential, it’s
critical to be able to stay on top
of the latest challenges. SAS, she
says, reinvests a significant amount
of money into R&D on this subject,
to ensure that it remains ahead
of the pack when it comes to the
continuously growing challenge of
big data.
“We’ve been dealing with analytics
for the past 40 years, and managing
data has always been core to our
function. There are very few other
organisations out there that have the
same kind of handle on managing
data. For us, this is something that’s
in our company DNA that makes
us the ideal trusted partner to turn
to in order to solve your big data
challenges,” concludes Van Zyl.
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Knowing the
customer
Customer service is vital to business success,
but few organisations seem to understand
how to leverage customer intelligence to
improve customer satisfaction.
David Cosgrave, lead for Customer
Intelligence at SAS Software

By Rodney Weidemann
Photo Vernon Reed

In

today’s digital world, the
customer has become central to
organisational planning. This makes
the question of how to better meet
their needs and improve their service
interactions with the business more
critical than ever.
According to David Cosgrave, lead
for Customer Intelligence at SAS
Software, the customer should sit at
the centre of everything. However,
many organisations still struggle
with how to leverage the increasing
amount of available customer data to
ensure this happens and to deliver on
their service promise.
“The trouble is that organisations
may say the customer is at the centre
of their thinking, when in fact they are
not actually centred on the customer
at all. Too often, there are other
objectives that get in the way and so
they tend to lose sight of this goal.
This is where SAS comes in – our focus
is on helping enterprises re-centre
things on the customer.”

14

SPECIAL FOCUS | SAS

Understanding the African customer
Mandie Herzfeld, senior solution
manager for Customer Intelligence
at SAS Software, suggests that while
customer intelligence is critical, it needs
to take different forms in different
markets.
“In Africa, technologies like
the Internet of Things (IoT) and
smartphones represent only a certain
percentage of the African customer
base. To be able to contextualise the
communication for target audiences
within all the different LSMs, especially
the majority segments in the lower
and middle income levels, a more
creative approach needs to be taken,
communication channels and innovative
approaches to technology will also
need to be used to reach the majority of
the market,” she says.
“A big requirement for personalisation
is to understand the customer and
this is done by analysing the historical
information and combining this insight
with all the additional digital sources
added from new technology. Once you
have a clear picture of the customer –
their trends, their behaviour and their

preferences – you can decide how
you need to speak to them, the kind
of service offerings that would appeal
and, most crucially, the specific channel
that is best for communicating with this
particular customer segment.”
Hersfeld adds that when using
analytics to understand the customers’
wants and needs, it’s equally
important to understand cultures
and human elements. Ultimately, she
says, customer intelligence is about
relationships and relationship-building.
“However, very few local
organisations are currently able to
do customer intelligence that well.
My advice would be for them to look
at what is being done in this regard
internationally, as there is much our
local industry can learn without having
to reinvent the wheel. However, it’s vital
to remember that our market remains
unique, so even lessons gathered from
overseas will need to be tailored to suit
South Africa more specifically.”
The key to good customer
intelligence, she continues, is not just
to collect vast amounts of data about
your customers, but also to be able

to effectively analyse this in order to
identify the important information.
Once this is done, organisations can
look to build specific models around
this to identify spikes and outliers in
the data, so that they can see where
action must be taken.
“Obviously, as you do this, so you
build a more complete picture of your
various customer segments and are
able to more clearly understand how
they may react over a certain period.
You could say customer intelligence
is a bit like paint-by-numbers – as you
add more colour, so a better picture
emerges. And once clear patterns
have emerged, it becomes easier to
implement further actions or offers,
because it becomes easier to segment
and target customers.”
Moving up the value chain
Cosgrave adds that the clearer the
picture becomes around specific market
segments, the easier it becomes to
break these segments into smaller and
smaller pieces.
“The ultimate goal is to transcend
traditional marketing – which is about
defining segments and targeting these –
and instead be able to target customers
on an individual basis. This is what SAS
refers to as the ‘segment of one’, since
each customer has individual needs and
requirements,” he says.
“To achieve a segment of one, SAS
looks at analytical competency across
three levels. The first is that of data,
namely collecting various sources into
a single place to deliver a single view
of the customer. Once you have your
data in order, you need to gain insights
through analytics. Finally, you need to
be able to execute actions towards the
specific customer, which means being
able to make the decisions around
when you contact them, what channel
you should use and what message you
want to send.”
Cosgrave explains that any
campaign focused on a customer
must understand that at its core, it
is about customer-centricity, rather
than product-centricity. So it’s not
necessarily about selling something; it

“You could
say customer
intelligence is
a bit like paintby-numbers
– as you add
more colour, so
a better picture
emerges.”
Mandie Herzfeld
Why is the ‘segment of one’ so
important?
Consumers are bombarded by
information that’s either not relevant
to them, or at a time not convenient
to them. This means that marketing
effectiveness is lost, due to competition
for the customer’s attention.
With the ‘segment of one’,
companies can make a very relevant
offer to an individual customer at a
time that suits them. By doing this,
the potential for the offer to be taken
up is dramatically increased. This is
because the organisation is no longer
trying to offer the customer what it
wants to sell, but rather, giving the
customer what they need.

could instead be a campaign focused
on increasing the happiness of a
customer who is close to churning.
“The real key to success, though, is
to ensure that customer campaigns are
conducted in real-time, using contextual
information to offer relevant services of
products to the customer. After all, the

Mandie Herzfeld, senior solution manager
for Customer Intelligence at SAS Software

more personalised and focused your
campaigns are, the greater the chance
of success.”
The concept of the ‘segment of one’
remains beyond reach for most South
African enterprises, he adds, adding that
many organisations lack the maturity
for such an approach. Others are still
struggling to obtain a single view of
the customer and still others don’t have
the necessary analytical capabilities.
Furthermore, the mere fact that South
Africa is behind the developed world
in terms of digitisation, means that
there’s simply less customer data readily
available for them to use.
“Nonetheless, the importance of
customer intelligence cannot be
overlooked and those enterprises
seeking to differentiate themselves by
putting the customer at the centre of the
organisation need to start somewhere.
SAS has an evolutionary process it can
take businesses through, beginning with
the basics of customer intelligence and
moving through analytics and campaign
management, with the ultimate end goal
of helping you to achieve the ‘segment
of one’,” concludes Cosgrave.

SPECIAL FOCUS | SAS

15

TECH OVERVIEW

Taking
a visual
approach
The art of prediction is becoming radically
accessible, with visual analytics leading the way.

By James Francis
Photo Vernon Reed

Walt Disney

knew a thing
or two about what evokes the human
mind, so few could capture it as neatly
as his proclamation: “Of all of our
inventions for mass communication,
pictures still speak the most
universally understood language.”
Visual cues are potent. We
often downplay the significance of
graphic user interfaces created in
the Eighties and generally narrow
down the smartphone revolution as
one pivoted around touch – not the
fact that touch opened a whole new
level of visual interfacing. Seeing is
believing and, in a fast-paced world,
the quicker we believe, the quicker
we can take action.
This is the key philosophy behind
visual analytics, says Haroon Suliman,
Data Visualisation and Business
Intelligence manager at SAS.
“Traditionally, decision-makers didn’t
really understand analytics and the
analysts didn’t always understand
the business and its drivers. There’s
now a convergence. The technology
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is starting to bridge that gap. It’s not
being developed for the technical
end, but more geared towards
business analysts, business users and
the executives being able to make
better decisions.”
Though other articles in this
publication motivate why analytics is
important, it helps to labour the point.
Analytics is not new to business and
many companies have failed owing to
their inability to successfully predict
market movements, supply and
demand, or other shifting sands in
their landscape. But the fundamental
difference with modern analytical
services is that they offer far greater
speed, depth and flexibility. These all
topple barriers. Yet visual analytics
crumbles the biggest wall of them
all: the gap between statistical
knowledge and the people who can
really use that insight.
“With visual analytics, you don’t
rely as heavily on data scientists and
the like,” says Greaterman Nkomo,
account executive for Visual Analytics
at SAS. “You can empower anyone
in the organisation to start making
analytical driven decisions.”

Every organisation has more
predictive prowess than it uses. There
are numerous professionals who have
at the very least a course on statistics
under their belt, but their insights
are left at the curb as the analytics
ball is often kicked to individuals
tasked solely with mining data. This
results in a disconnect. As much as a
statistical department can understand
the numbers, do they relate it as
effectively to a business problem as
the leaders who face that problem
every day?
Instinct vs data
Empowering the people at the
business coalface is visual analytics’
major contribution, says Nkomo. “You
can start to experiment with a dragand-drop interface, so anyone from
within the organisation can start to
use the tool. Cloud offerings make
this even more accessible. You can
decide today to be analytically-savvy,
subscribe online and you’re good to
go. So flexibility and ease of use are

Haroon Suliman, Data Visualisation
and Business Intelligence manager

Greaterman Nkomo, account
executive for Visual Analytics

“Empowering
the people at
the business
coalface is
visual analytics’
major
contribution.”
Greaterman Nkomo

some of the things we see as being of
value to the market.”
But does a company even need such
insights? Many captains of industry
have made successful predictions
without the bells and whistles of the
computer age. Suliman agrees, but
quickly adds that analytics is not about
replacing the executive’s instincts.
“Many leaders have a great
gut,” he says. “Analytics often
offers affirmations to support their
decisions. Sometimes correlations
and relationships are obvious, but
others that could result in a really
competitive edge are not so much.
Good analytics exist to back your
hypothesis as well as find game
changers you haven’t thought of
otherwise.”
Again visual analytics cross this
barrier. Instead of a business-minded
thinker spending ages learning

the technicalities of an analytics
environment, they can explore
possible outcomes through intuitive
interfaces. The mountain comes to
them, so to speak. It’s a reality that
can extend across an organisation:
By empowering the insights of
various people and departments
through visual interpretation, a
business that is driven by knowledge
at every level is cultivated.
Empowering users
“Assuming the data is consistent,
visual analytics provides you with a
collaborative interface, with models
and reports developed to be shared
and worked on by several users
in a collaborative approach such
as posting comments and asking
questions to get to a central businessdriven outcome,” says Suliman.
This all happens thanks to an

unexpected boon: visual analytics
reduces reliance on expensive
skillsets. Finding people with
adequate data scientist credentials
is hard enough, but cultivating and
keeping them is expensive and
draining.
“Even if the skills are there, they
come at a high premium,” says
Nkomo. “It’s not sustainable to have
every analyst as a data scientists.
Visual analytics crosses that gap.
You can have a data scientist make
the data and models viable. But
companies can then do things like ad
hoc analysis.”
Both, though, caution against the
notion that visual analytics is a silver
bullet to cut through the morass
of modern data challenges. It’s a
tremendous stepping-stone towards
a knowledge-driven organisation, but
it can’t make up the key ingredient to
a successful transition.
“Most organisations want to
change,” says Nkomo. “But what
they lack is the proper governance
and measures to ensure the users
are equipped to use the technology.
Some customers invest a lot of
money into IT projects, but only use
a fraction of their investment. The
reason is that there’s no one in the
organisation who says, ‘Change is
needed and this is how we’ll do it.’
That creates a bit of a barrier.”
Suliman agrees, adding that
executive sponsorship is key to a
stronger analytical culture, “one that
would encourage creativity around
using analytics in the organisation.
Experimentation should be seen as
a part of learning and those who do
fail should be encouraged to carry on
and learn from their mistakes.”
The benefit of visual analytics is
that it allows leaders to finally lead
this change and not wait patiently for
the technical assets to align the stars
for them.
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The art of
the possible
Predictive analytics sounds a bit magical.
But it’s not only real – it’s more accessible
than you might think.

By James Francis
Photo Supplied

You could say Craig Stephens

has seen it all. His career started
long before joining SAS eight years
ago, where he ultimately took up the
role of principal solutions manager
for Business Analytics. Prior to that,
Stephens charted a steady career in
IT in the financial services industry,
then embarked out on his own as a
consultant. So he’s quick to point out
that data analytics is not a new thing.
“For example, data scientists aren’t
new. There have long been people
who are good at data and analysing
that data, solving the problem and
then communicating the business
benefit. But all of a sudden, people
who have done this for a long time
now have the data scientist tag to
their name.”
Yet the analytics evolution is not
about adding new names to old tricks.
There’s a massive shift happening.
Data analytics is more accessible
and, in Stephens’ words, much
more impactful. The rising speed
and falling cost of technology have
opened up greater possibilities for
the market.
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“In the past, we could do all
kinds of forecasting, such as crop
yield or interest rates. But now with
technology advances, we can start
drawing on more external data.
Modern processing power helps get
better predictions and allows us to fail
faster, then try a new idea. People can
bring ideas, test them and learn, not
spend tons of money and at the end
of the day put a business value to it.”
It’s not simply raw power and
abundant data fuelling the analytics
revolution. Automation is enabling
swathes of formerly excluded
professionals. Last year, Gartner
dubbed the trend as the Citizen
Data Scientist: “A person who
creates or generates models that
leverage predictive or prescriptive
analytics but whose primary job
function is outside of the field of
statistics and analytics.”
SAS coins this as ‘Approachable
Analytics’: through its solutions,
untrained statisticians in the
alchemy of preparing data can
build models with ease, relying
on automation and in-memory
platforms that quickly verify or
challenge results. Stephens cites his
own experience: “My background is
data warehousing and BI, and yet I’m

still able to produce a model. Last
year, we had an interesting project
to predict bad driver behaviour
using telematics data. I was able
to build a prediction model with
limited statistical background.”
Different use cases, same result
This accessibility lies at the heart of
modern predictive analytics, says
Stephens. “All business analytics
is about saving money or making
money. Efficiency or growth. I want
the most likely people to contact and
take up my offer. That’s probably the
biggest growth area for analytics
in South Africa at the moment,
enhancing the traditional customer
experience, as well as financial
services such as money lending – the
risk of default. But we’ll see a much
greater use in advanced analytics
in the market context. Guys who
used to do stress testing in banks for
provisioning will now have software
that does that for them and they can
run more scenarios, even scenarios
way out of the box.”
Banking and customer-centric
industries such as insurance count
as some of SAS’s highest revenue
contributors, but the power and
automation inherent to modern
analytics are quickly opening new
doors. One example Stephens offers
is predictive maintenance – knowing
what a company has and how likely
it is to fail. This may seem apt for
manufacturing, yet can as easily
be applied to fleets of vehicles,
datacentres or even the lightbulbs in
a hospital.
The greatest barrier is not the
technology, but breaking down
the internal silos that have kept
broader analytical practices at bay.
Traditionally, requests would be sent
to the analysis departments, which
replied when they were able to. But
a company has numerous individuals
skilled and trained in statistical
thinking, without the means to do
so. Automation and cost-effective
deployments change the picture, and
a company’s own culture becomes the

When you need modern predictive
analytics
What are the tell-tale signs that your
analytical systems and methods are
stuck in the past?
Analytical bottlenecks
Resources and departments allocated
to answering questions around data
are susceptible to overload. They can
take a long time to produce results,
leaving other departments waiting too
long to take action.
Costly mistakes
All analytical predictions come
down to a hypothesis and whether
the model deployed to support it
was up to the task. This can only be
determined by trial and error, but
traditional analytics is too expensive
to take such risks. Hence third parties
are hired at great expense to craft
inflexible models that can quickly
become outdated.

Craig Stephens, principal solutions
manager for Business Analytics

Rigid reliance on rigid outcomes

“All business analytics
is about saving money
or making money.
Efficiency or growth.”
Craig Stephens

catalyst for predictive analytics.
“That is the big challenge: the
creativity of people to think out of the
box and say what is actually possible,”
says Stephens. “Company leaders
need to embrace this potential.
Fortunately, providing proofs of
concepts and creating pilot projects
is also far easier than it used to be.”
A shift in mindset is what ultimately

Often analytics are expected to
deliver narrow results on very specific
questions, a hangover of an era when
data was scarce and crunching that
data very expensive. If your data
keeps telling you what you already
knew, your systems may be stuck in
the past.
Analytics silos

opens the door to truly advanced
predictive analytics. Once the right
people enjoy the freedom and ability
to follow their own hunches, it creates
a culture ripe for delivering profound
insights and maverick ideas – all within
the manageable folds of anticipated
business outcomes and ROI. It
changes the sorcery of uncertainty
into the art of the possible.

Every company has staff with skills
and training around statistics, not to
mention departments with a superior
understanding of their business.
By relying on centralised analytical
reporting, the right questions
are never asked the first time and
following up with new insights often
cumbersome. As such, departments
often reach out for ‘shadow analytics’:
producing insights by using thirdparty companies at great expense.
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Big data and
analytics – the
road ahead
Improving customer experience and reducing costs
are key to staying resilient when times are tough.

By Monique Verduyn
Photo Vernon Reed

Visualisation

and data
analytics remain a top business
priority, globally and in Sub-Saharan
Africa. Frost & Sullivan predicts that the
global big data market will reach $122
billion in revenue by 2025, while IDC
forecasts that the Internet of Things
market will attain a 30% compound
annual growth rate between 2014
and 2019. What does analytics mean
for local businesses facing a tough
couple of years ahead as the economy
continues to stall?
The customer experience
“Speed of adaptation to consumer
needs will continue to be a key
competitive differentiator,” says
Zuko Mdwaba, GM Commercial
of SAS Sub-Saharan Africa. “The
telecommunications sector has
clearly demonstrated that. Voice was
incredibly expensive until high levels
of consumption and new competitors
forced prices down. The same
happened with data. Now, telcos are
under huge pressure to reinvent their
services. Hence we are seeing many of
them introduce new services, such as
banking and payments, to ensure their
growth and profitability.
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However, creating valued customer
experiences and delivering to
customers in their moment of need,
are business imperatives that can
only succeed if backed by powerful
predictive analytics and data
management capabilities.
“Analytics plays a key role here,
because that’s how companies can
streamline marketing processes so
that they can spend more time on
lucrative activities, and achieve greater
consistency, efficiency and effectiveness
across all functions,” says Mdwaba.
“Aligning marketing processes with the
customer journey is critical.”
Reducing downtime and revenue loss
In large organisations like
manufacturing and utilities, analytics
and big data help companies avoid
even short downtime caused by asset
failure. That means huge revenue losses
can be avoided.
“Predictive analytics and big data
can help companies that depend on
assets like production equipment
identify the best times to conduct
routine maintenance and avoid costly
disruptions,” says Naidoo. “When it
comes to fleet management, giving
organisations with large fleets the ability
to conduct indepth analysis of their
fleets and obtain information relating

Zuko Mdwaba, general manager
commercial, SAS Sub-Saharan Africa

to issues such as maintenance costs,
vehicle use and fuel use helps them
manage their costs more effectively.”
In the public sector, advanced
analytics is of great value because it is
useful not only in making sense of the
past, but also in helping government to
forecast and predict the challenges of
the future.
“Our work in the public sector space
is aimed at helping national and local
government to increase efficiencies,
combat fraud and maximise public
sector effectiveness,” says Mdwaba.
While SAS’s analytics solutions are
helping organisations across many
sector to weather the economic
downturn, Mdwaba stresses that the
skills shortage in the country continues
to be a concern. It’s for that reason that
SAS remains committed to skilling up
people in the analytics space.
Its Graduate Internship Programme
for young people who have a
Bachelor’s degree in fields such
as computer science, statistics,
analytics, risk, or economics puts
them through six months of analytics
training, followed by a six-month
experiential programme within the
SAS eco-system.
“We’re focusing on creating data
scientists as there is a dearth of these
skills in the country,” says Mdwaba.

Government
effectiveness
in the cloud

When government moves from measuring efficiency
to effectiveness through the use of predictive
analytics, that’s when service delivery to citizens will
be noticeably improved. By Alison Job Photo Vernon Reed

An

effective government is one that
manages its data in the cloud with
sophisticated predicative analytics
capabilities providing decision-makers
and citizens with information through
self-service and mobile channels.
That’s according to Kroshlen Moodley,
GM of Public Sector at SAS Institute.
“However,” he says, “there’s reluctance
by government to invest in the cloud
owing to security and data hosting
concerns. What’s needed is a local
provider to manage and provide security
assurance of the cloud so that richer and
complete data can be consolidated and
shared between separate government
departments.”
Cloud analytics hold enormous
potential for government to harness
its data, creating a unified view of
government, and enabling them to run
analysis and use the results to decide
where to best focus resources.
Moodley says: “A mindset shift is
required to accept that we’ve been in the
cloud all along, using applications like
Gmail and Amazon. This shift is important
in order for government to move past
the issue of security and host a lot of data
in a centralised environment that can
be mined. The ability to measure and
monitor potential outcomes means that
they can be better managed to achieve
the greatest impact.”

Managing and measuring data
Moodley says that a key driver in
government currently is the austerity and
cost containment measures that have
been implemented across the public
sector. In order to determine whether
resources and funds have been allocated
effectively across the local, provincial and
national government, one needs a single
view showing the total government
spend to the projects and programmes
where the funds are directed and
evaluating programme effectiveness.
“Government needs to measure the
impact of its allocation of resources such
as people and budgets against impact
on citizens, using an outcomes-based
approach,” says Moodley. “Government
activities have to result in achieving
specific, measurable outcomes.”
Data analysis can determine whether
government has been effective – or
ineffective – in achieving impacts on
food security or education, for example.
Moodley adds: “If government can
move from qualitative to quantitative
monitoring, by better managing its
data resources and running analytics to
answer specific questions around things
like education, healthcare, safety and
security and social grant benefits, they
will be able to better allocate resources
like budget and people to where they will
have the most impact.

PUBLIC SECTOR

Kroshlen Moodley, GM of Public Sector

“When a government department
delivers services normally, it’s very hard
to measure effectiveness. You can only
measure their efficiency – how quickly
they do something – but not the gains
that they’re actually making.”
He cites many use cases of analytics
in government like combatting social
grant abuse, to using predictive asset
maintenance for electricity and water
utilities, for example. “These use cases
require answers around effectiveness,
and analytics is a key enabler to ensure
government moves in this direction,
empowering them to make impactful
decisions that benefit both the country
and its citizens.”
Government is realising the benefit
of integrating governance, risk and
compliance into a single solution that will
support the machinery of government.
Government is more at risk than ever
before of civil action being taken against
it as a result of legislative changes
not being managed correctly, or not
having the correct control processes
in place to support their business — all
this supported by the citizens access
to social media resulting in greater
citizen education and awareness. With
social media, social campaigns such as
#feesmustfall or #PayBackTheMoney
can go viral in a few hours and result in
widespread mass action.
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Government needs to see risk from
an IT and business perspective, says
Moodley. “Consider the reputational
and personal damage caused should
hackers get into the government’s
legacy systems and then divulge citizens’
personal information.”
Government needs an integrated
platform to manage risk, compliance and
governance across its ICT. The impact
on improper expenditure alone will be
tremendous, says Moodley. “Imagine
being able to track procurement spend
or identify duplicate suppliers, then
compare this data to the government’s
employee database to identify potential
conflicts of interest where government
employees are directors of these
companies. We’ve seen too much waste
and money channelled inappropriately
because government systems are
designed to process transactional data
and generally do not have controls in
place to detect fraud, waste and abuse.”
However, says Moodley, there’s a
reason that government doesn’t have a
holistic approach to looking at fraud and

risk management – it requires bringing
together massive amounts of data from
various sources. Only once you have
all of the statistics around spending
across all departments and across the
whole of government, can you get a
full picture of government spending.
This would require an ERP solution
across government, which the National
Treasury is looking into, that will provide
consolidated data and do away with the
traditional siloed approach. Once you
have all of this data, you’ll need data
management platforms, data analysis
tools and analytics to match data and
identify anomalies.
Analytics Centre of Excellence
Another challenge is the scarcity of skills
for data management and advanced
predictive analytics within government.
Moodley points out: “Moving to a
cloud environment actually creates a
managed service, which means that
a centralised pool of resources will
maintain and manage the infrastructure.
By investing in learnership programmes,

government can create a transversal
capability of specialist skills in predictive
analytics , data management and
data science supported by industry to
create a centralised Analytics Centre of
Excellence for government.
“The intelligence that will come out of
this will put government in the driving
seat to ensure that South Africa is a
better country for all, and that’s a very
powerful position to be in.”
Moodley concedes that a data-driven
approach to managing government
requires investment in technology,
people and infrastructure, but says that
when one considers the benefits that this
can have for the nation, government has
no other option but to invest in all three
areas. “There’s no point in investing in
the technology if people don’t have the
necessary skills to use that technology.
The advent of the cloud means there’s
no longer a need to invest heavily in
data warehousing. It’s now possible to
perform predictive analytics on big data
in-memory without building expensive
data warehouse structures.”

Is your SAS platform optimal? Operate!

Struggling for real business value? Create!
dnx Operate: a complete SAS platform administration offering
Leverage our team of experienced, certified SAS administrators to reduce your
SAS support TCO while providing service continuity.
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dnx Create:

Data Management,
Analytics and Business Intelligence
consulting services

Contact us now on 021 531 1246 or
info@datanomix.co.za

AFRICA

Young, techsavvy Africa goes
big on analytics
Africa’s ambitious young executives are demanding worldclass tech tools to build their businesses, presenting good
opportunities for SAS across the continent.

By Tracy Burrows
Photo Vernon Reed

It’s

a popular misconception that
African countries beyond South
Africa’s borders lag behind the rest of
the world in terms of technology, says
Razel Mushiana, general manager:
SAS Rest of Africa. “We are finding
that there’s significant demand for
world-class technologies across
Africa, which is why SAS has increased
its focus on the rest of Africa market in
the past year.”
Mushiana explains that up and
coming enterprises across the
continent are increasingly led by
young, tech-savvy businesspeople
who have studied or travelled
extensively abroad and want to
implement advanced international
technologies back home. “For us, this
means growing interest in our risk and
compliance, anti-money laundering
and analytics solutions,” he says.
Demand for analytics tools cuts
across all sectors, he says, but the
majority of the big data analytics
market across rest of Africa – close to

50% – lies in the telecommunications
and financial services sectors.
“These sectors are driving uptake
across Africa, unlike the patterns
we saw in South Africa, where
telecommunications was an early
mover in the big data analytics arena.”
Compliance remains a very strong
selling point for SAS, particularly in
the banking environment, he says.
“We offer full governance, risk and
compliance as a solution, and give
customers the option of modular
implementations they can build on.
This takes them all the way from
operational risk through to liquidity
and stress testing.”
SAS Sub-Saharan Africa,
headquartered in Johannesburg,
is now expanding its reach
across the continent to meet this
growing demand for solutions
that reduce and prevent risk and
drive business growth. Mushiana,
who was appointed last year to
spearhead this expansion, expects
to see a significant increase in SAS
revenues from rest of Africa over
the next five years.

Growth hot spots
“We currently have an office in
Nigeria, a presence in Kenya, and
ten channel partners across ten
African countries. However, we’re
actively adding to our pan-African
resource and partner base to expand
our footprint and meet the growing
demand for solutions in the SAS
portfolio. Rest of Africa currently
makes up 25% of the SAS SSA region’s
revenues, but we aim to triple the
business through value-adding
engagements with both customers
and local partners. This will allow us
to attain our target of contributing
75% of the SAS SSA region’s revenues
within the next five years,” he says.
“We’re investing heavily in staying
relevant to the environment we
operate in, and in building our
partner ecosystem in rest of Africa.
“Nigeria and Kenya are strong
markets for us, but new markets
opening up include Rwanda, Tanzania
and even Ethiopia – where many UNdriven programmes are based, and
where organisations want to align
with best-of-breed international
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“The majority of the big
data analytics market across
rest of Africa – close to 50%
– lies in the financial and
telecommunications services
sectors.” Razel Mushiana
solutions. We’re now looking for
additional partners in the SADC
region – including South African
partners expanding into the SADC
region – with a focus on countries
like Mozambique, Angola, Namibia,
Botswana, Malawi, Zimbabwe and
Zambia, where we currently have
limited presence. In the Indian Ocean
islands, Mauritius has proven to be an
advanced and growing market, where

commercial business is very willing to
harness advanced analytics solutions.
We see increasing potential in the vast
business opportunities presenting
themselves across Africa.”
Addressing Africa’s challenges
SAS fraud and risk management
solutions are in high demand, with
banks and financial institutions also
driving uptake across Africa. However,

the use of SAS analytics is also
coming to the fore in public sector
projects aimed at addressing regional
challenges in the safety and security,
education, health, disease, water and
energy management areas.
SAS solutions are also gaining
prominence in pan-African academic
research and development (R&D),
supported by the SAS academic
programme. This SAS Sub-Saharan
programme, headquartered in South
Africa, sees SAS collaborating with
universities to train and partner
with students across Africa. “We’re
currently recruiting more universities
to come aboard the academic
programme across Africa,” says
Mushiana. “This initiative builds a
pool of skilled analytics resources
for use across government and
commercial environments. Through
this programme, SAS supports
relevant R&D and becomes
recognised as a player that’s there to
build the economy and help develop
an advanced skills base.”

Razel Mushiana, general
manager: SAS Rest of Africa

SAS solutions are bringing global
expertise to address a broad range of
challenges in Africa
Analysts at SAS are investigating how
data mining technology can track
diseases like the Zika virus and help
create a different type of response to
global disease outbreaks.
In Nigeria’s Ogun State, SAS analytics
tools were used for research into animal
breeding and genetics.
In Zambia, SAS analytics tools were
used in a USAID/Save the Children
study on building community systems
to improve the health of newborns and
children in rural areas.
In Zambia Central Statistical Office,
SAS tools will be used in a collaborative
study on HIV, TB and unemployment in
mining regions. SAS will also help the
Ministry of Health, the University and
other government organisations obtain
a holistic view of citizens through data
integration, data quality, analysis and
management.
In Mozambique, SAS analytics
tools were used in a Bio-Statistics
and Modeling project at the
Eduardo Mondlane University to
investigate mortality rates and make
recommendations on HIV/AIDS
programmes.
In South Africa, Nedbank uses SAS
Office Analytics and SAS Enterprise
Miner to identify information leading to
targeted and relevant conversations with
the customer.
Absa in South Africa uses SAS to
integrate, analyse and understand big
data and SAS data visualisation tools to
demonstrate value to business.
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Legal advice
SAS’s in-house legal and contracts department
is a trusted advisor, partner and essential
collaborator. By Tamsin Oxford Photo Supplied

“Over the past few years, there’s

been a steady shift in the corporate
landscape as the external legal advisor
has become an in-house collaborator,
creating a powerful partnership that
has long-term potential,” says Natasha
Pramchand, regional director: Legal
Counsel for Middle East and Africa
(MEA) at SAS:
“There’s been a marked shift in how
businesses perceive the in-house
legal advisor,” she says. “They see the
importance of having an in-house
lawyer – someone standing shoulder to
shoulder with them when challenges
arise and who is completely immersed
in the business and what it represents.
At SAS, the legal and contracts function
is embraced and we are seen as true
business partners, which is hugely
beneficial to both company and
corporate culture.”
The SAS legal and contracts
department primarily focuses on
transactional work, handling deals
and ensuring they are in good order,
sustainable and not in conflict with any
laws and/or regulations. The team also
makes sure that pricing is correct and
that all elements adhere to the SAS
Licensing Model and an ethical code of
practice. This plays a pivotal role in the
company’s continued move into Africa.
“Our role is to uphold the ethics
of the organisation, something that’s
becoming increasingly important as we
grow into Africa,” says Pramchand.
The legal team undertakes an array of
complex tasks as the company moves
across borders. A myriad concerns
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have to be managed, planned for and
controlled, not least of which include
jurisdictional boundaries, intellectual
property protection and the movement
of finances out of the countries in which
they operate.
“We must assess each country
against the relevant criteria and we have
to negotiate the best deals possible on
international lines that address the big
issues, protecting both our business,
and our clients, against potential risks,”
adds Pramchand.
The SAS legal department supports
every department, providing quality
legal advice across all functions such
as HR, compliance, risk, finance and

Natasha Pramchand, regional director:
Legal Counsel for Middle East and Africa

more. By investing in an in-house legal
team, the company has instant access
to solid advisors who understand the
business, know its clients and place
value on supporting its strategic view of
the future.
“As an in-house legal team, we delve
deeply into the SAS proposition and
licensing model, we know the business
and we understand its vision,” says
Pramchand. “It’s a far richer relationship
than if the legal team were contracted
externally. We are fully immersed, we
can interrogate the information we
receive more critically and we can work
with SAS teams to get them and our
customers where they want to be.”

Partners and possibilities
In addition to handling the risk and reward of an organisation’s move into Africa, the
legal and contracts department has to prepare against one of the biggest threats of
all – cybercrime.
“More than ever, we need to protect the business, its partners and its clients,” says
Natasha Pramchand, regional director: Legal Counsel for Middle East and Africa
(MEA) at SAS. “Gone are the days when a company providing cloud solutions can lull
its clients into a false sense of security by claiming to have secure gateways, firewalls
and anti-virus software. There’s no such concept anymore. Legal has to make sure
parameters are in place in case anything should go wrong. We protect against the
worst case scenario – what you haven’t contemplated, we already have.”
Not only does the team focus on how to protect and fortify the SAS legal frontiers,
it’s also committed to providing customers and partners with the same levels of
support.
“Protecting our customers is vital,” says Pramchand. “In the same way, we ensure
that our partners share our vision and values for sustainable relationships and a
mutually beneficial value proposition. That way nobody gets any surprises when they
go into the market, both locally and abroad.”
The SAS legal and contracts team works closely with potential partners to ensure
a good fit and that the partner shares the same ethical approach to business. This
makes for viable long-tem business relationships.

HR: SKILLS DEVELOPMENT

By Yule Edwards
Photo Supplied

A university

student’s software
project to analyse agricultural data
quickly grew into a formidable software
company when it became clear that
it could add tremendous value to the
business world. Dr Jim Goodnight,
graduate of North Carolina State
University, co-founded SAS Institute
in 1976 and the company has always
maintained strong ties with academia
and a dedication to skills development.
“The SAS Global Academic
Programme focuses, among other
things, on data science and advanced
analytics skills in universities, with
the goal to have students achieve
their Master’s degrees in those
areas,” says Murray de Villiers,
Senior Manager, Global Academic
Programme. “These skills are in huge
demand across industries.
“Three quarters of South African
universities are using SAS, some where
it’s totally integrated into their curricula,
and we’ve assisted in developing
thought leaders who are completely
SAS conversant as academic thinkers.”
This has built up a profound relationship
between SAS and these universities,
opening a communication channel
between business and academia. “We
position ourselves as the glue that binds
universities and business. We engage
them, encourage them to talk to one
another, and we provide a platform
where industry can express its needs
and academic skills can make it reality,”
says De Villiers.
While SAS focuses on universities
to encourage the growth of SAS skills,
it also offers its own range of training
and education – largely SAS-based, but
also more generic courses. Training
SAS skills will boost your pay by up
to 6.1%, according to Time’s Money
Magazine. The article, published in
May, outlined the most valuable career
skills in terms of how they affect an
individual’s income. Data mining and
data warehousing were next on the list,
offering a pay boost of 5.1% and data
modelling at 5%.

Murray De Villiers,
senior manager,
Global Academic
Programme, MEA
and Turkey

Leonard Browne,
education
manager for SAS
South Africa

Teach a
man to fish...
“Education is the most powerful weapon which you
can use to change the world.” – Nelson Mandela
formats vary: from physical, classroombased training and workshops, to
online classes and e-learning self-study
courses. “This allows people of all
generations, in all regions and timezones to access our learning,” says
Leonard Browne, education manager
for SAS South Africa.
The classroom learning is intense,
with a SAS instructor guiding learners
through demos and practical use of
software. The online content covers the
same material as the classroom-based
learning matter and the e-learning
courses are interactive and engaging.
All delegates are offered a year’s free
access to the online learning material,
which offers a global network of trainers,
other users and white papers. “Learning
shouldn’t end when the training is
over, so we foster a knowledge-sharing
environment, both in the real and in the
virtual world,” says Browne.
SAS has a skills development
programme that addresses learning

from kindergarten to career. It starts
with learning apps for pre-school to
flash card apps for primary school
children. For grade 6-12 students, SAS
Curriculum Pathways offers more than
1 200 interactive online supplementary
resources in English, maths, science,
social studies and Spanish. These are
freely available online, as is much of
the tertiary training material. “We also
have an awesome writing app, as well
as a reading app,” says De Villiers. “All of
our CSI spend in the last financial year
was on education initiatives exclusively.
We’re driving education and enabling
education,” he says.
“We’re actively involved with our
partner community to promote our
content for school learners as well as postschool learners,” says Browne. “The free
learning version of SAS, SAS University
Edition, comes with two e-learning
courses, which are the first steps
towards SAS Certification. And this is the
beginning of a career path – free.”
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HR: GRADUATE PROGRAMME

Skills for
graduates
SAS’s graduate programme opens doors for
mostly disadvantaged students.
By Yule Edwards

As

part of its commitment to
skills development, SAS launched
a graduate programme in 2012
aimed at training people from
mostly disadvantaged backgrounds
and preparing them to become a
SAS-Certified Base Programmer.
University students chosen for
the graduate programme would
typically have excelled in subjects
like statistics, mathematics, computer
science, information technology or
economics, and graduates would
have completed a B.Sc/B.Com or
Honours degree.
With two intakes a year since 2015,
of about eight to ten graduates each,
spread out over 12 months. Six months
of this covers the theoretical and
technical aspects, with classroom
training, while the next six months are
spent with SAS’s partners or customers
getting on-the-job work experience.
The interns earn a basic salary for the
duration of the programme.
Confidence Manganya was a
computer science student at the
University of Limpopo. “In my
final year, while I was browsing
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Requirements to participate in SAS’
graduate programme:
• Applicants must hold South African
citizenship
• They should have a bachelor’s
degree in computer science, statistics,
analytics, risk or economics
• Knowledge of the Windows
operating system
• Candidates must be no older than 26
years of age
• They may not have participated in
previous learnerships, graduate or
internship programmes or have prior
work experience.

The programme also looks for softer
skills like:
• Co-operation/teamwork
• Reliability
• Flexibility
• Problem-solving skills
• Good numerical skills
• Proactive and self-motivation
• Initiative
• Good interpersonal skills
• Ability to deal with conflict
• Empowerment and accountability

the internet, looking for a job,
I came across SAS’s graduate
programme and applied,” he says.
He was accepted into the inaugural
group of six students – the only
man among five women – and has
subsequently been employed
by SAS, working in professional
services on a range of projects.
Becoming employable
“I have realised that BI and data
management are good, marketable
skills,” he says. “I’ve found that it
opens doors.” He’s quick to point
out that it’s not just the technical
skills that have benefitted him, but
also the soft skills taught in the
programme. “They train you in soft
skills like business ethics, financial
planning, diversity and presentation
skills – basically, we’re taught how to
conduct ourselves in a professional
business setting.”
Manganya has developed his SAS
skills – he’s a SAS-certified Advanced
Programmer and is a senior technical
consultant working at SAS.
Although SAS is no longer in touch
with all its graduate programme
alumni, many of them have found
employment at SAS partners and
customers, including Accenture,
EY, FACTS Consulting, Quintiles ,
Nedbank and FirstRand.
SAS also runs an academic
programme in which it works in
collaboration with universities, providing
installation support and highly
discounted pricing on software and
training material. “We act as an enabler
on that front too,” says Murray de Villiers,
senior manager, Global Academic
Programme. “As part of a university’s
licence, the lecturer would receive a
free copy of the software to play with
at home. We allow them to pull it apart
and incorporate portions into their
courses.” Lecturers are also allowed two
publications free, every quarter.
The SAS graduate programme
has led to training, both within the
sphere of SAS’s own product range
as well as encompassing broader
soft skill sets.

HR: TRAINING CENTRE

By Yule Edwards

As

an organisation that puts
much of its energy into training and
education, SAS’s facilities make
learning accessible to anyone.
Its training centres in Houghton,
Johannesburg and Century City,
Cape Town offer a traditional
classroom setting. It also provides
learners with the option to attend
remotely by joining real-time classes
online. SAS e-Learning courses are
available for those who wish to selfstudy in their own time and those
who wish to refresh their classroom
training or access SAS online forums
and content.
“The average length of our
courses is between one and five
days, usually three,” says Leonard
Browne, SAS SA Education manager.
“These courses are usually part of a
larger SAS Learning Path curriculum.
SAS Extended Learning students
have access to our online material
for a year after classroom training
and we encourage them to use
our content and participate in our
forums, which provide access to
other students, instructors and our
whole pool of resources.
“SAS’s strong academic ties
means we’re able to augment our
instructor pool with lecturers,
uniting universities and our partners
as well as our students,” he says.
This hand-in-hand approach with
academia is the basis of one of SAS’s
key philosophies. “Our approach is
to empower teachers. Of course we
focus on the learner, but we should
focus more on the teachers, because
that can make a real difference. One
teacher at the top of the learning
pyramid passes their knowledge
down to a huge number of learners.
This is one reason why we discount
our academic pricing, which is a huge
enabler,” he goes on.
SAS has been dovetailing with a
number of South African universities
for some time to incorporate its
skills into various degrees. “We’ve

e-Learning
empowers all
SAS training facilities offer easy access for
high quality learning.

• SAS has awarded over 75 000 Global
Certification Programme credentials.
• With an average pass mark of 80%
- depending on the subject - these
courses are tough, but this also gives
them credibility in the job market.
SAS COURSES
Foundation Tools
Programming
SAS Grid Manager
SAS Enterprise Guide
Advanced Analytics
Statistical Analysis
Data Scientist
Forecasting and Econometrics
Data Mining
Text Analytics
Optimisation and Simulation
JMP Statistical Analysis
Business Intelligence and Analytics
SAS Office Analytics
SAS Visual Analytics
SAS Enterprise Business Intelligence
Data Management
Data Integration
Data Quality
SAS/ACCESS
Administration
SAS Platform
Application/Technology Area
Solutions
SAS Solutions
Customer Intelligence
Fraud and Security Intelligence
Risk Management
Health and Life Sciences
Performance Management

had about 300 Master’s degrees in
the past ten years,” says Murray de
Villiers, senior manager of the Global
Academic Programme for MEA and
Turkey. “We’re educating about 40
per year.” These students can then
take advantage of the embedded
graduate project and go straight
into a project at one of SAS’ clients
and have the benefit of a mentor
guiding them between academia and
industry experience.
De Villiers adds, “We’re expanding
this into Kenya, Nigeria, Tunisia,
Morocco and Turkey to extend
the horizon for the exchange of
information across regions, cultures
and projects. Beyond this, “We also
have an exchange programme for
students and teachers. This is a global
programme and SAS is a relevant
technology offering vital intelligence.
Ninety-nine percent of US universities
offer SAS qualifications.”
In addition to the courses offered
by SAS for tertiary students and
industry professionals, a range of
learning material is available for
school learners – from toddlers all the
way to high-school students. These
apps are freely available for teachers,
parents and children with content
such as children’s flash cards, an app
to help nervous public speakers or
professionals who wish to improve
their writing skills.
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CASE STUDY

Finding golden nuggets
Nedbank leverages SAS Office Analytics & SAS Enterprise Miner to drive
relevant conversations with customers. By Tamsin Oxford

Nedbank processes three

billion transactions at any given time.
Data enters the organisation through
various channels such as point of sale
machines, internet banking, social
media, the Nedbank contact centre and
thousands of branches countrywide.
Just managing this high volume
of data is challenging enough, but
transforming it into valuable, usable
insights is a different ballgame.
By using SAS Office Analytics and SAS
Enterprise Miner, Nedbank has been
able to identify what it calls “golden
nuggets” of information that lead to
targeted and relevant conversations
with customer.
Simon Marland, BI head at Nedbank,
defines a “golden nugget” example
as follows: “People getting a monthly
deposit in their accounts typically aren’t
golden nuggets, because that’s their
salary. It has to be an abnormal deposit
that catches our attention, because then
we can offer the customer a relevant
product, like a unit trust or stock
broking services.”
These nuggets allow the bank to
tell stories with its data. For example,
the bank takes information from point
of sale machines and tracks its own
client, and competitor card swipes to
break these down into research and
operational data that provide insights
into customer behaviour.
SAS Enterprise Miner allows
the bank to build descriptive and
predictive models that help uncover
opportunities hidden in data. These
models can predict which customers
will purchase what products and
when; which customers are leaving
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and what can be done to retain them,
increasing response rates for marketing
campaigns and improving anticipated
resource demands.
For instance, the bank can paint a
picture of the way in which a visitor
to the Gateway Shopping Centre in
Durban behaves. “It’s very busy there
on a Tuesday night. Boyfriends like to
take their girlfriends to the movies.
Those couples will pop into Guess
to buy a pair of jeans. So that type of
insight – knowing that there’s good
turnover in shopping malls – tells us that
it’s a good idea to place a Guess store
close to the movies.”
It’s golden nuggets such as these that
Nedbank uses to open new revenue
streams. Rather than only using these
insights to inform internal decisionmaking, it sells the data back to its
clients, in essence providing information
as a service.

Challenge: Finding value in endless,
fragmented data streams
Solutions: SAS Office Analytics & SAS
Enterprise Miner
Benefits:
• Nedbank has been able to use the
insights it has gained through data
analysis to create revenue for itself
and its clients
• Campaigns have been optimised
through centralised leads
management, generating the highest
returns possible
• The bank has acquired more
accounts with fewer leads
• Ability to provide personalised
service

In this way, Nedbank is moving into
the business intelligence market. “Our
customers generally don’t have big BI
shops, and customers that do, generally
don’t have this kind of data.”
At the same time, Nedbank’s BI
department also analyses data for
internal use, with the intention of
generating profit.
For example, the data scientist team
will work out that if an SMS costs 15c,
a call centre agent call costs R50, and
a campaign has a budget of R500 000,
which channel will be the most cost
effective to generate a return?
“Different business areas have
different business needs – sales,
services, research – and across a
database of millions, it’s important
that we co-ordinate our efforts so
that we manage the offers that
are presented to our clients. This
centralised leads management allows
for campaign planning, execution,
post-campaign reporting as well as
avoiding duplication in a client-centric
approach,” says Marland.
He says that since centralised leads
management began in the bank,
statistical modelling has allowed
them to acquire more accounts
with fewer leads. “We have all the
information we need to create
deeper relationships with clients.”
As a SAS user, Nedbank’s BI
department is clearly breaking
ground with data science, using the
tools not only to deliver revenuegenerating information to their internal
departments, but also to sell it to
customers who otherwise wouldn’t have
access to such insights.

CHANNEL

Evolving the
channel
Shawn Pilusa,
SAS

In a typical supplier-customer

relationship, the term ‘win win’ is often
used to describe the mutual benefits
received by both parties. However,
for a leading technology vendor
that relies on a network of strategic
partnerships to meet the needs of its
discerning client base the ultimate aim
is a ‘win win win’ situation. According
to Shawn Pilusa, Head of Alliances:
Sub Saharan Africa, this was one of the
ambitions behind SAS redeveloping
and relaunching its partner program
locally in February 2016.
“The market is evolving; and the way
clients want to engage with us and our
value-adding partners, is changing
too. We needed to transform how we
worked with our alliance & channel
partners; so we spent over 18 months
developing our new programme,”
says Pilusa. The transformation journey
involved contributions from both longstanding partners and external council.
“We defined a program that would
provide best practice mechanisms to
ensure that whenever SAS engages with
our partners we ultimately maximise
value to our end clients,” adds Pilusa.
“We appreciate the value that
partners bring to our business and
wanted to offer partners additional
value that drives up their ROI. We
created a value-based program
that encourages our partners to

SAS has reworked its partner program in the
name of mutual benefit for itself, its partners
and ultimately its end clients. By Adrian Hinchcliffe

differentiate themselves by developing
and demonstrating their capabilities
in SAS technologies and solutions.
Our partners’ achievement of new
competencies and specialisations
gives our clients the confidence that
they have the skills necessary to
deploy SAS technologies to solve their
business problems. The new program
enables, rewards and supports our
partners’ go-to-market strategies,
whilst the benefits and requirements
are tailored to support multiple
engagement models. ” says Pilusa.
In addition to the renewed program,
there are a number of principles that
Pilusa believes should underpin the
engagement between SAS and its
partners to meet the needs of its clients.
“Firstly, any partnership that is going to
be successful and sustainable has to be
built on mutual value,” he says. Next
is a complementary value proposition,
where the whole is greater than the
sum of the parts. “As SAS, we’re
leaders in analytics, and we partner with
companies that bring strong domain
expertise that complements the use of
our technology for the benefit of our
clients in specific areas,” says Pilusa. The
third and fourth principles are closely
coupled, having a shared vision and
joint commitment to execute. “Both
being imperative to the success of any
partnership,” says Pilusa.

Types of partners
The SAS partner program establishes a
network of strategic partnerships that
create new avenues for delivering and
implementing SAS solutions. Pilusa
explains that SAS works with different
types of partners to deliver the right value
to end clients. These partners include
global alliance partners, solution provider
partners and resellers. Global alliance
type of partners include the ‘big four’
audit and advisory firms, global systems
integrators and technology partners.
Solution provider type of partners offer
strong domain expertise and use SAS
solutions to deliver purpose-specific
value propositions.
Thanks to a redeveloped partner
program and some new go-tomarket offerings, the third category of
partnership is a key area of focus for SAS.
In support
Pilusa notes that “Together with partners
we align our go-to-market initiatives
and center our activities on solving our
collective clients’ most critical business
challenges. We have a big focus on
enabling our partners, and we believe
that it is logical that if you support and
develop your partners’ expertise, they
will in turn deliver greater value to your
clients, which ultimately returns greater
value to you. This is our win win win
philosophy,” he concludes.
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AT A GLANCE

80K

Who uses SAS?
SAS has customers in
148 countries.

Our software is installed
at more than 80,000
business, government
and university sites.

Where it
started

Employees:
Worldwide
Employees
14,132 total
employees

Breakdown by Geography
United States:

World Headquarters (Cary, NC):

5,595

343

Latin America:

Europe, Middle East and Africa:

Asia Pacific:

7,133
452

32

SPECIAL FOCUS | SAS

3,777

91 of the top 100
companies on the 2015
Fortune Global 500 are
SAS customers.

Canada:

2,427

SAS began at North Carolina State
University in the United States as a
project to analyse agricultural research.
Demand for such software capabilities
began to grow, and SAS was founded
in 1976 to help customers in all sorts
of industries – from pharmaceutical
companies and banks to academic and
governmental entities.
SAS – both the software and the
company – thrived throughout the
next few decades. Development of the
software attained new heights in the
industry because it could run across
all platforms, using the multi-vendor
architecture for which it is known
today. While the scope of the company
has spread across the globe, the
encouraging and innovative corporate
culture has remained the same.

There is no perimeter.
Today, detecting threats quickly — and early — is key to confidently managing your cyberrisk.
Building on decades of Big Data analytics experience, SAS® Cybersecurity is the essential layer
of cyberdefense, accurately identifying your highest-impact network threats in real time. Make
incident response a non-event and get your confidence back.

Learn more.
sas.com/cybersecurity
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True insight knows no limits.
Your data and analytics shouldn’t either.
In one day, you’ll make a thousand decisions. All with consequence. You can’t rely on good
luck. You need good insight. Confident insight. Immediate insight.
With SAS®, you can scale analytics insight to any size data problem. Analyze data wherever it
lives. Put easy-to-use analytics in everyone’s hands. Push the edge of innovation with in-stream
processing, machine learning and the Internet of Things.
Read the MIT Sloan Management report on how to put these analytics innovations into action
and turn raw data into answers you trust.

Read MIT Sloan Management report.
sas.com/analytics-success
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