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T

he ‘journey to digitalisation’ is the tech
industry’s call to arms for organisations
of all shapes, sizes and sectors to get
into the 21st century. It’s a philosophy
that requires the strategic leveraging of
technology so organisations can make
themselves more innovative, competitive,
efficient and profitable. As the momentum
builds, so too does the frequency we hear
and read about the well-known international
examples of digitally-native disruptors –
think ride-hailing and accommodation
booking apps. These companies are
frequently used as an indication of how
relatively small, young, lean companies are
changing industry dynamics because they’re
not burdened by legacy infrastructure or
inefficient business processes.
Digitalisation affects organisations of
all sizes, and arguably is harder for larger
ones to move towards, given the complex
architectures to modernise. Regardless of
size, I can’t imagine many organisations
have the luxury of dumping expensive,
unamortised IT assets and scrapping existing
practices to simply start everything again
from scratch. And that’s why the word
‘journey’ gets used so frequently in the
digitalisation context, you need to move step
by step, project by project towards this digital
Utopia. Of course, with so many evolving
technology trends in play – cloud, big data,
Internet of Things, artificial intelligence and
mobility, to name a few – it can be daunting
to know where and how to move.

In this Brainstorm Special Focus, we
examine the role that Microsoft Services
plays in advising and enabling organisations
across South Africa to leverage their
existing Microsoft environments and evolve.
Throughout these pages, there’s some great
advice for organisations taking steps on their
digitalisation journey. It’s not just about going
digital for the sake of it, it’s about identifying
a business need, determining appropriate
technology to meet the need, and evolving.
For me, the practical is always better
than the theoretical. And, what I particularly
like about this edition is the inclusion of
three case studies featuring well-known
South African organisations. Each is using
Microsoft solutions, pieced together in
partnership with Microsoft Services, to meet
real-life business needs and take steps on
their own digital journeys.
After much gnashing of teeth and public
presentations, the journey to digitalisation
has begun. But, what’s most reassuring, is that
thankfully we’re starting to see some examples
of established local organisations leading the
way to make digitalisation very real.
Happy reading.

Adrian Hinchcliffe
Editor
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The big picture

Making
the journey
to digital
Digitalisation is key to competitive advantage, especially in
markets where product differentiation is blurring and customer
expectations for product and service performance are expanding.

By Monique Verduyn
Photo Mike Turner

T

he world we work in today is changing
fundamentally. Think 3D printing,
artificial intelligence (AI), robotics, the
Internet of Things (IoT) and the cloud.
This ‘fourth industrial revolution’, as elucidated
by Professor Klaus Schwab in Davos in 2016, is
characterised by digitalisation.
Gartner defines digital business as “the
creation of new business designs by blurring
the digital and physical worlds”. In the
farming sector, for example, ‘connected cows’
are already a thing – they wear pedometers
which allow farmers to accurately predict
when a cow is in heat, improving pregnancy
rates with artificial insemination by 66%,
according to Microsoft.
“Digital business leaders are now thinking
about how they will re-invent their vision,” says
Zoaib Hoosen, managing director, Microsoft

4
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South Africa. “Companies that embrace
digital as a way to transform their business are
outperforming their peers in every industry,
demonstrating increased revenue, higher
market values and great profitability.”
Just how ready is South Africa for digital
transformation? A recent IDC survey
commissioned by Microsoft found that 40%
of the CIOs surveyed indicated they were
currently undertaking or about to start
digital transformation initiatives in South
Africa, and that the CEO (not the CIO) is the
driving force behind digitalisation.
Digitalisation and the traditional
business landscape
As digital technologies continue to transform
the economy, local business leaders need
to set a digital strategy, shift organisational

Zoaib Hoosen,
Microsoft South Africa

structures, and remove the barriers keeping
them from maximising the potential impact
of new digital technologies.
“Capitalising on digital is the key to
innovation and growth,” says Hoosen.
“Media, telecoms, financial services and
retail companies have been most disrupted,
while utilities, mining, and manufacturing
are still at the early stages of digitising
and connecting their physical assets. We
encourage CEOs and CIOs to think about
reinvention by asking two key questions:
‘how is your sector being changed by
digital?’, and ‘how is your core business
model being changed by digital?’”
Hoosen says organisations can’t transform
to digital unless their people do. Given the
pace of digitalisation and automation, the
gap between current workforce skills and
future business requirements is very real.
IT leaders are therefore introducing digital
literacy strategies and increasing employee
engagement with new technology rollouts.
In addition, savvy leaders are embracing
digital-first to fast-track business
transformation. “CIOs who are digital leaders
are transforming IT from within through
targeted investments,” Hoosen adds.
“They’re turning to the cloud for scalability,
Software as a Service for efficiency,
architectures built for agility and platforms
that enable collaboration. When it comes
to the current data explosion, AI is already
enabling organisations to manage data from
smart machines, sensors, and devices, and is
key to manage information overload.”
What are the benefits of
digitalisation?
When Instagram was acquired by Facebook
in 2012 for $1 billion, it employed just 13
people, was less than two years old, and
had more than 100 million active users.
“Digital businesses are able to grow at an
accelerated rate that’s mind-boggling,” says
Hoosen. “Think about how long it would
take to build a traditional business to that
level of value. Digital makes the journey to
profitability so much faster.”
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Developing the right vision
and plan for digital business
transformation
To stay competitive in
today’s cloud-first, mobilefirst world, digital business
transformation is critical.
However, if businesses
are going to succeed with
this transformation, it’s
imperative that they have
a vision and a plan.
John Tadman, Country
General Manager, Avanade
According to John Tadman, Country General Manager at Avanade, without
proper vision, an organisation won’t know where it’s going, while if it has
no plan, there’s a significantly high probability it won’t make it.
“The first thing you need to do is ask yourself why you’re considering
digital transformation. Is it a defensive ‘me too’ reaction to the market, or
is it an offensive initiative to gain competitive advantages such as enticing
new customers, improving efficiencies or attracting and retaining staff?
It’s all too easy for the business outcome to get lost in the excitement and
minutiae of the underlying technology,” he says.
“That said, there are many benefits to be derived from a digital business
model, ranging from staying competitive, to gaining an edge on your
competition. They can also include a better work experience for staff and
an improved experience for customers.”
Avanade works closely with clients to help them form their
digital strategy and develop their digital plan, and then to deliver on
these. Tadman suggests that by leveraging techniques such as Service
Design and Human Centred Design, Avanade creates holistic employee and
customer experiences that are created through design thinking and built
on digital technologies.
The company has identified four key areas within the digital
transformation space. The first is empowering employees by allowing them
to do new things that previously may not have been possible – such as
providing real-time advice based on customer-centric data analytics.
The second area is that of enhancing customer engagements. This
can range from real-time support such as video chat through Skype for
Business-enabled applications, to tailored financial services products that
meet the client’s specific needs.
Third is the challenge of optimising operations. “By leveraging design
thinking and digital technologies, we can greatly streamline and automate
business processes, for instance through Robotic Process Automation, while
also removing those that are redundant. This will normally result in doubledigit cost reductions and an improved staff and customer experience.”
The final area identified is that of transforming products and services.
“The proliferation of mobile devices, the application of analytics to big data
and the power and ubiquitous access of cloud technologies have allowed
companies to create new products and services. These may be tailored to
the individual or may even be brand-new services that were not previously
available.”
“Avanade assists companies to focus on these four key areas, by
bringing together business outcome-based thinking and the best technical
resources. In this way, we’re able to deliver redefined business processes,
built on the most appropriate cloud and digital technologies,” he concludes.

www.avanade.co.za
mabel.pooe@avanade.com
Tel: +27 12 622 2300

What comes to
mind when you
think workforce
of the future?

The big picture

Hoosen cautions that traditional
businesses are under enormous pressure to
change because of this acceleration. Half a
century ago, the life expectancy of a Fortune
500 firm was about 75 years. Today, it’s less
than 15 and declining.
“The need to change to survive is real,”
he says. “Companies need to develop new
capabilities by transforming themselves into
digital businesses that leverage intelligence
from every system, device, process and asset
across the organisation to survive into the
next decade.”
Hoosen cites Rolls-Royce, whose
engines power more than 50 000 flights
around the world every month, as an
example of a company using the power
of digital technology to transform the
aerospace industry. Using a range of smart
data analysis capabilities and predictive
tools, and engineering expertise to add
additional insight, the company is helping
airlines reduce fuel usage, fly routes more
efficiently, and ensure the right teams and
equipment are in place to service engines
more quickly and maintain the highest levels
of availability.
The four pillars of digitalisation
Engaging customers, empowering
employees, optimising operations and
reinventing products and business models
– these are the pillars that will enable
companies of the future to build true
competitive advantage, Hoosen says.
Harnessing data that gives the business
a complete view of the customer results
in actionable intelligence and yields
predictive insights that can be used to
deliver personalisation at scale. “Digital
leaders are improving the customer journey
by utilising the IoT, smart machines and
sensors, digital agents, bots, and language
and speech recognition. The challenge is
to balance the flood of new customer data
with security and maintain user trust so that
you can deliver profoundly contextual and
personalised experiences.”
At the same time, employees are
being empowered with tools that drive
ever greater mobility, collaboration and
productivity. Social conversations within

organisations are enabling real-time analysis
of employee sentiment, while feedback is
being captured during presentations and
other meetings.
Operations are being optimised to help
reshape customer relationships and service
models. Data is being gathered across a wide
range of endpoints, and advanced analytics
are being applied to introduce improvements
on a continuous real-time basis.

Increased personalisation, the wrapping of
services around a product, and a bundling of
products to yield price advantages are some
of ways that companies are transforming
their business models from being productto customer-centric, and that’s how they’re
maintaining competitive advantage.
Nike allows customers to personalise
their product purchases with NikeID,
while Xerox’s managed print services

“Companies need to develop new
capabilities by transforming themselves
into digital businesses that leverage
intelligence from every system,
device, process and asset across the
organisation to survive into the next
decade.” Zoaib Hoosen
“These capabilities have the potential
to reshape relationships with customers
by supporting levels of service that were
never even imagined before,” says Hoosen.
“Companies can anticipate and solve customer
issues before they even become issues.”
The move to digital enables businesses
to reinvent products, services and business
models too, which is key to survival. As more
and more information becomes available
to customers and competitors, and nontraditional players enter the market, prices,
values and product characteristics all tend
to converge.
“Forward-looking incumbents
are successfully shifting their focus
from products to services as a way of
differentiating themselves and increasing
margins,” Hoosen says. “They’re focusing on
innovation that can truly revolutionise and
disrupt the market.”

sells document management solutions
to customers, not printers or copiers.
Contracts are based on pay per use, over
several years, with risks managed by the
company and the customers are assured
of always having access to the latest
technology and process improvements.
These intertwined relationships between
manufacturers and customers turns the
relationship from a sales transaction to
a mutually beneficial partnership that
continues to add value for both parties
throughout the entire lifecycle.
“It’s through differentiation and
innovation that organisations can create
the shift in mindset necessary to win in the
digital game,” says Hoosen. “Digitalisation
is enabling the development of new
systems of value for customers, locking
them into long-term relationships and
shutting out the competition.”
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Getting full value
The road to digital transformation is peppered with products and
technologies that glint and shine delightfully, but business must
source the right ecosystem to ensure sustainable success.

By Tamsin Oxford
Photo Mike Turner

T

he idea of digital transformation is
interpreted by business in so many
ways that it can be difficult to pin
down a definition. Is it enabling
the employee and the systems they use?
Or is it about ensuring the business can
meet its long- and short-term goals with
seamless efficiency?
For Microsoft, these questions are only
two of the four which have to be asked when
investing in any strategy around digital
transformation.
“We believe that there are four pillars
which underpin digital transformation,” says
Kethan Parbhoo, Services lead, Microsoft
South Africa. “The first is to empower
the employee by giving them the tools,
systems and processes they need to meet
organisational goals. The second is to
engage with customers to ensure that digital
differentiates the business in the market,
and reduces costs. The third is optimising
operations – a fact often overlooked, but
which is essential in ensuring infrastructure
is ready and capable. Finally, the fourth pillar

Kethan Parbhoo,
Microsoft South Africa

is about enabling the organisation to take
advantage of the pace of change.”
Each of these four pillars is upheld by
the implementation and adoption of
technology to deliver on a sustainable
digital strategy. It’s technology that’s the
great enabler of any digital transformation
and the choice behind which solution to
use, and how it’s adopted, makes all the
difference in the success of any digital
transformation.
“Probably one of the best ways to define
digital transformation is to describe it as the
blurring of the digital and physical worlds
to enable the business to achieve its goals,”
adds Parbhoo. “The reality is that digital has
been around for a while, but the buzzword
is being driven by customer and company,
which is why it’s trending today. However, to
really ensure that the term ‘transformation’
can be tacked onto the end of ‘digital’,
the business has to make sure it’s taking
advantage of technology to achieve the
objectives it wants.”
Digital demands a strategy, and one that
ensures the business gets value from its
investment and that any implementation
is conducted in line with goals, existing
infrastructure and a long-term view. The
global market is still in tough economic

SPECIAL FOCUS | Microsoft
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Value creation

times. The South African market is no better.
Organisations must find simple and effective
ways to differentiate themselves and attract
customer attention, and they have to do all
of this while cutting costs and staying on top
of innovation. As tall orders go, this one is a
world leader.
Give me a reason
“Digital won’t succeed if it’s done just for
digital’s sake,” says Parbhoo. “It has to be a
tool that finds you a far more efficient way of
achieving your business objectives. It must
be driven by FOMO – the fear of missing out
– on that consumer, or that market, or that
innovation. And there must be the constant
recognition that if you don’t do digital, it’s

digital transformation process addresses the
underlying problem, the business can unlock
its potential. It will also ensure that the model
selected, be it hybrid, cloud or mobile, is the
one that works for the business.”
Parbhoo believes his is the most successful
approach to any digital implementation. It
must solve a real business problem or it isn’t
worth the money spent on it.
“It could be this incredible technology
which makes your business look like it’s way
ahead of the game, but if it isn’t actually
delivering on anything specific, then it just
isn’t worth it,” he points out. “The CEO
will come along and ask how the solution
delivered and, all too often, there isn’t a
positive answer.”

“We are, in many ways, digital architects,
constructing solutions carefully tailored to
the unique and the specific, structured to
suit highly targeted business needs.”
Kethan Parbhoo

very likely that those who are will be the ones
who get to eat your lunch.”
To ensure the right path through digital,
the organisation should be pragmatic when
building, designing and supporting any
solution. Always ask – what problem are
you trying to solve? The answer to this is
the crux of any thought or planning around
digital transformation. Know what part
of the business it’s set to accelerate, what
challenge it’s designed to overcome and
how it enables people and processes.
“We are, in many ways, digital architects,
constructing solutions carefully tailored to
the unique and the specific, structured to
suit highly targeted business needs,” says
Parbhoo. “By ensuring that every step of any

10
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Investing in products
Microsoft invests heavily into all its
technology to ensure it remains best-ofbreed across every platform and solution
– mobile, cloud, hybrid and more. The
CEO, Satya Nadella, has made it clear that
Microsoft is to lead the way in productivity
and platforms, and that drives its focus.
Solutions such as Office365 and Dynamics
365 have had tremendous uptake in South
African organisations, and they come with
features and systems which add value to
the business.
The Microsoft Services division takes
the ubiquity of the solutions and blends
it with the pragmatism required to build a
sustainable digital transformation strategy.

Every solution and implementation
constantly asks the question – ‘does it
solve a real business problem?’
Addressing business issues
“We have a number of projects that
we’re working on at the moment and
each is focused on solving a real business
problem and is designed to fit in with
a long-term business strategy,” adds
Parbhoo. “Globally, Microsoft spends
more than US$10 billion on research
and development, we have no shortage
of intellectual property and we deliver
innovation on numerous platforms,
however, the key isn’t to show our
customers want we can do, it’s to show
them how these innovations can help
them improve what they do.”
Microsoft Services works closely with its
partners to ensure they tick these boxes
and provide clients with a full lifecycle of
support. It’s a strong strategy and one
which clearly works.
Parbhoo adds: “Our goal is to ensure
our customers get the best possible
experiences. We complement our partners,
subcontracting with them to provide
support which is both proactive and
reactive, keeping customers top of mind
and resolving their business challenges.”
Microsoft’s partner ecosystem remains
one of the most robust in the country
and the solutions implemented across
market and customer clearly deliver on
digital demand. From Azure to Office,
each platform and system can be tailored
and adapted to fit within an organisation’s
digital strategy.
“From the advanced threat and antivirus solutions built into our technology, to
the easily deployed systems to our focus
on working with our customers, Microsoft
is leading the way when it comes to digital
transformation,” notes Parbhoo. “We
understand what our customers need and
work closely with our partners to author
exceptional solutions. We’re at the edge
of the arrow and this gives our customers
confidence, knowing that we have the
skills, experience and partners they need
to take them to the next phase of their
digital journey.”

Roadmap

I

ntelligence is often the edge over an
opponent, so the ability to collect and
use information is key. This isn’t a new
message: run your business on realtime intelligence and you’re ready for the
future. But the necessary disruption of
implementing such ‘systems of intelligence’
must be understood as well.
This technological change that
businesses experience is often labelled
‘digital transformation’, a deceptive phrase
that has even annoyed technologists like
Solution Architect manager (EMEA) at
Microsoft, Carlos Goncalves.
“I’ve been in this industry for many years.
I started in digital. It’s always been digital!
But the digital transformation speaks of
something else. Not just digitising paper
and other real-world data, but new ways
of doing things. It’s not a technology
paradigm, but new ways to build and
overlap business systems,” he says.
MIT’s Sloan School of Business
Management calls digital transformation
`the use of technology to radically improve
performance or reach of enterprises’.
Business has always had to adapt and
adopt. The ways companies ran in the early
20th century, when modern corporate
structures and function were created,
seem archaic today. Even technology
firms like Microsoft have made hard turns
and energetic explorations that led to an
intelligence- and service-driven culture.
Goncalves says: “Five years ago, our
solutions catalogue would have included
an Exchange 2010 upgrade or a Lync
deployment. Now, 90% of what our technical
guys deliver is industry- or solutions-based.
We used to be a technology-only company,
but now we focus on services. It’s a subtle
change, but it’s a big thing. What is the value
realisation the customer will get? And how
will we get them there?”
This change was the vision of Microsoft
CEO Satya Nadella. He saw the value of
using systems of intelligence to unlock new
levels in business. But Nadella also noted
the tougher side of digital transformation:
“It creates unforeseen roles and challenges.
Business leaders have to understand it,”
Goncalves says.

Intelligent
business
through
systems of
intelligence
Creating an intelligence-driven business is no
small feat. What should you know about this new
era in industry?

By James Francis
Photo Mike Turner

Nothing is sacred
The world’s most popular business service
is Office365, the online suite of e-mail,
calendar and business productivity and
management applications modelled after
Microsoft’s traditional Office products.
It would be easy to assume that bringing
this into the company that developed
the service would be easy. Instead, it was
tumultuous.
The challenge was not in understanding
the service, but what it ended up doing
to Microsoft’s own processes. Suddenly,
the availability of new digital tools broke
workers out of the patterns they built
with traditional Office applications. Some

resisted, others bought into it completely.
Ultimately, it enhanced the workforce, but
not without a fight.
Fundamentally, these new business
tools destroy silos, says Goncalves:
“This change is overarching. All silos
are disappearing and this can have a
big impact. It also changes problems.
Problems used to be siloed and handled
in that way.”
It’s key to understand that embracing a
business driven by intelligence will challenge
the status quo in every aspect, with new
levels of networking and collaboration
across spheres. This happens because
systems of intelligence are universal,
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Roadmap

reaching across the walls that convenience,
delegation and fiefdoms have erected.
Companies need to unlearn the habits
of cemented hierarchies, where worlds
rarely overlap with each other. Often they
overlook simple things, such as who should
be responsible for the management and

“You often see an awesome
project has started, then
the infrastructure doesn’t
support the ambitions. So
we have to backtrack, fix a
lot of the foundations and
establish the right level of
digital maturity.”
Carlos Goncalves

reporting of new intelligence. Many expect
change management to do the heavily
transitional lifting. But this is a gross lack of
appreciation for the impact of introducing
unilateral, data-driven systems like business
intelligence and machine learning.
“We think it’s just traditional change: I used
to use this interface, now I use that interface.
But change is sometimes more fundamental,
especially with systems of intelligence.
Structures must be scrutinised,” he notes.
Count your tech cows
We live in an age of Technology as a Service,
where the swipe of a credit card can unlock
doors to new applications. This created
a sense that new technology fits into the
stride of the business. But it doesn’t apply
to systems of intelligence. Here the business

12
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must be as mindful of its infrastructure
readiness as its cultural willingness.
“Business may be ready to do all these
things, but the fundamentals aren’t there.
You often see an awesome project has
started, then the infrastructure doesn’t
support the ambitions. So we have to
backtrack, fix a lot of the foundations and
establish the right level of digital maturity,”
says Goncalves.
Lacking infrastructure is quickly
exposed on two fronts. Security is one:
large networks are often infected with
Trojans, ransomware and other nefarious
applications. These need to be cleaned up
before an intelligence system can be placed
on top. An ongoing security regime is also
paramount, especially as the company
expands its data-gathering systems.
The second concern is identities: “There’s
still a lot of prep work where people are
years behind. The most common one
is fixing identities in corporates. A lot of
companies changed as a result of mergers,
acquisitions and divestments. Now we’re
moving into the place where these systems
of intelligence need a wholesale look, but
identities are a mess.”
For example, a company-wide HR system
tracking salary information of any employee
should not fall into the wrong hands internally.
When it comes to systems of intelligence,
modernising infrastructure is crucial. So is
reinventing business structures.
Microsoft touch
Goncalves believes systems of intelligence
are beneficial to modern businesses. These
provide insight in many guises, such as
predictive maintenance and sales leads,
all invaluable and competitively prudent.
But there is no sense in misleading anyone:
systems of intelligence are tricky to implement.
“Let’s say we do machine learning for
fraud prevention. You get to an organisation
and they may have three different ERPs and
different silos and different empires. Then

Carlos Goncalves,
Microsoft South Africa

we have IoT devices for the Research and
Development division, creating yet more
silos. So even for a single customer, to get
the data and put it all together, you have to
engineer overlaps. We have to provide that
functionality.”
Traditionally this didn’t happen. In the
past, technology providers expected
companies to have their ducks in a row
before doing anything. “Our consultants
would ask for the data and, if it wasn’t
there, tell the company to get it together.
Now it’s totally different: you have change
management teams, roadmap teams and
architecture teams that look across the
project for the customer. They coordinate
which divisions and people are there. It’s
been a big mindshift for how we do things.”
There has also been a structural change
within Microsoft to ensure that local delivery
teams incorporate global knowledge and
expertise, when necessary. “To deliver
on our digital promise, we’ve organised
our delivery business into centres of
excellence – ‘domains’ as we call them –
business productivity, Dynamics, modern
applications, secure infrastructure and
data insights. This ensures we have global
pools of highly qualified skills across
our digital technologies so we can meet
customer demands on their journey of
transformation,” he says.
The responsibility of Microsoft and its
peers is to build technology platforms
so that customers can build their own
technologies on top. Systems of intelligence
form a digital feedback loop to create and
strengthen these avenues for companies to
take advantage of future opportunities.
It comes down to one multi-faceted
question: How is your business and its
core business processes being changed by
technology? Systems of intelligence help
provide answers, shifting your vision from
lagging to leading indicators. But it’s not
about one solution. It’s about your business’
future as a digital company, enabling people
with the right systems and technology.
“We had to build the trust of customers
and tackle perceptions,” says Goncalves. “You
can’t beat a good technology, so instead, you
must look at how you will adopt it. Trying to
block it and keep your silos is suicide.”
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Digital advisory services

Planning
a path to
tomorrow
Companies need to innovate to survive (and
thrive), and Microsoft’s digital advisory
services is helping organisations globally to
embrace digital transformation.

By Monique Verduyn
Photo Mike Turner

“T

he world is
digitalising.
Transform now or
get left behind.” So
goes the war cry from the tech
industry. But it’s easier said than
done, especially when there’s
investment and existing assets
involved. How does your business
actually transform?
The importance of developing
digital strategies to remain
competitive and relevant, goes
without question. Globally,
digitalisation is happening
across industries and sectors
such as finance, health, retail
and government, which are
all undergoing significant
transformation while adopting
new technologies.

14

SPECIAL FOCUS | Microsoft

“Technology, the internet and
cloud computing are creating
new business models and making
the old rules of business seem
insufficient. New and extraordinary
opportunities are appearing,”
says Kim Schulze, head of Digital
Advisory Services, Microsoft South
Africa. “Every type of business,
regardless of whether we talk
about products or services, must
become a digital company with a
new mentality and a continuous
search for new value.”
Describing Microsoft’s digital
advisory business and how it’s
helping customers make the
transformation to digital, Schulze
says the company has a defined
approach that starts with a dream
of what’s possible.

Defining the ideal digital state
“If your organisation is ready to set out on
its digital journey, Microsoft Digital Advisory
Services will help you create an aspirational
plan that formalises your digital vision. We’ll
work with your organisation to identify new
innovative opportunities,” he says.
“Part of that process includes creating
and refining scenarios, as well as the desired
customer and employee experiences. We
also help your organisation bring together
its own, internal digital transformation team,
and we work with that team to develop a
portfolio and roadmap that becomes the
starting point for your organisation’s digital
innovation and ideation centre.”
Schulze stresses that the dream phase is
important and requires much focus to ensure
that the outcomes yield significant value.
It’s important, for instance to determine
how digitalisation will support business
fundamental KPIs related to driving new
growth, increasing market share, attracting
more customers, and creating competitive
differentiators. One important premise is that
society has entered the digital era, where
experiences are the economic offerings
that are in highest demand, and which thus
generate the highest value returns.
To succeed in the digital world requires
embracing innovation and identifying new
engagement models and new business models.
In its research report ‘Aligning the organisation
for its digital future’, MIT Sloan Management
Review notes that capturing the rewards of a
digital world requires an investment in talent,
the intentional effort to create an effective
digital culture, and considerable commitment
across the organisation: “Preparing for a digital
future is no easy task. It means developing
digital capabilities in which a company’s
activities, people, culture, and structure are in
sync and aligned toward a set of organisational
goals,” notes the report.
As crucial as digital transformation is to
competitiveness, it’s important to avoid overcomplicating the topic. The primary objective
should be to develop a clear understanding

Kim Schulze,
Microsoft
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SEAN BRADY, SALES DIRECTOR, EOH
take the lead and on-board Microsoft architects and consultants
at an impressive price point, or Microsoft leads the way and we
subcontract to them. In both instances, we mostly work in the
government space to deliver cross-platform, targeted solutions that
uphold our business goals.” Both organisations have a shared goal –
helping government realise its ambition to create a connected, truly
digital citizenry.
EOH’s offering is impressive, covering the breadth of Microsoft
services and products. The solutions the company crafts are holistic
– blending EOH’s in-depth understanding of product and client with
industry nous and expertise to create sustainable answers to common
business questions. EOH can tailor-make solutions that fit specific
industry issues, and tackle highly specialised public sector challenges.

A symbiotic
relationship
Enterprise-scale, bespoke
solutions crafted out of expertise,
engagement and a common goal.
True partnerships can be defined by their ability to work symbiotically
– each participant bringing something unique and relevant to the
table. For EOH, this forms the core of their relationship with Microsoft
and the projects they undertake, together creating bespoke solutions
for clients across the public and private sectors.
“EOH and Microsoft focus on transformational projects that enable
the customer experience and support the development of the citizen
from a public sector perspective,” says Sean Brady, Sales Director,
EOH. “There are two ways in which we work together – either we

“Some of our key projects in the public sector at the moment take
manual processes and automate them to improve service to the
public,” says Brady. “We have recently worked with the National
Skills Fund, under the Department of Higher Education and Training,
to create a bespoke platform using ten different Microsoft products
and an innovative combination of service, solution and sector
requirements.”
Microsoft and EOH have together determined which segments of
government they will tackle in their shared goal of enabling digital
citizens and optimising platforms, and the path they plan to take to
get there. EOH is using Microsoft solutions that have had proven
track records internationally – such as a full-service implementation
recently rolled out in Estonia. Considering the challenges Estonia
faced as it moved towards a more transparent and digitally active
government, the success of the project was no mean feat and has
positive implications for South Africa.
In addition to a broad product pool, EOH is a single service
aggregator, providing customers in both the public and private
sectors with managed services and support. The company has
worked with leading financial service providers and healthcare
providers to create solutions that fit their corporate requirements, and
then continued to work with them in managing these implementations
over the long term.
“Ultimately, we see the difference between a business solution or a
pure technology solution,” says Brady. “We implement technology in
an agile way, allowing for organisations to transform both business
and processes and move towards a more digital future. In light of the
need for organisations and government to adapt and evolve alongside
digital trends, this is essential. Those that do not recognise the value
of digital will fall behind those that do.”
EOH delivers sustainable and strategic solutions to clients,
working with its partners to assure clients of relevant and dynamic
ecosystems and holistic implementations.

087 295 0701 | eohamp@eoh.co.za
www.eohamp.co.za

“In the EOH Microsoft division, we eat and sleep Microsoft,”
concludes Brady. “We don’t do anything else. This means that our
clients get the best and know that they are dealing with experts who
understand how best to bring their businesses to life.”

Digital advisory services

of what digital means for your business. With
that understanding, it becomes possible to
create a prioritised action plan to ensure
long-term success in the digital world.
Microsoft has identified four key pillars
of digital transformation: engaging with
customers, empowering employees, optimising
operations and transforming products.
1. Engage your customers
In the digital era, according to Microsoft,
companies compete for the trust and limited
attention of customers. That requires you
to gain insight into customers’ habits and
preferences, enabling actionable customer
segmentation, more informed interactions,
and new opportunities for targeted product
offerings and cross-selling. In addition,
companies need to create apps that provide
relevant, personalised, and seamless
experiences, regardless of how and when the
customer interacts with them.
2. Empower your employees
Digital-savvy employees use information
to positively impact individual, team and
company performance. A large part of
this optimisation work is to get better at
gathering, analysing and acting on data.
Organisations need to focus on collecting,
organising, maintaining and processing
data in the most efficient ways, so that
employees can actively and more easily
innovate, make informed decisions,
and design business processes. Using
technology to create seamless employee
experiences for HR, procurement and other
internal workflows is what changes the way
people work so that digital transformation
advantages can be achieved.
3. Optimise your operations
Once the organisation becomes a digital
business, it can start to use data and software
to optimise the supply chain, enable almost
immediate direct-to-consumer fulfilment,
adjust pricing in real-time, optimise
logistics, and lower overheads. It can also
reduce errors by applying the Internet of
Things using sensors, drones, and other
technologies that connect the physical and
the digital.

“Every type of business, regardless of
whether we talk about products or
services, must become a digital company
with a new mentality and a continuous
search for new value.” Kim Schulze, Microsoft
4. Transform your products and
services
Digital organisations are able to innovate
and ideate, and create new revenue streams
that would have been inconceivable a
decade ago. They gain the ability to stay
ahead of their competitors by using their
physical presence and depth and breadth of
operations as an advantage. This is where
they capture the enormous value of the
digital era, and remain ahead of the curve. All
companies everywhere are becoming data
companies – from agriculture to financial
services. Businesses are using data to connect
everything, and transforming the products
and services companies offer is happening
because of data intelligence.
Not all value creation is equal
“The order of value created is not the same
across all four pillars, for obvious reasons,”
says Schulze. “While each is of critical
importance in the roadmap to digitalisation,
it’s in product and service innovation
that new value becomes more apparent
and tangible, as this is what transforms
the customer experience. To succeed,
organisations must design outstanding
products and experiences and the
ecosystem to deliver them.”
Microsoft is helping customers around
the world utilise cloud technology to
enable digital transformation. Schulze
notes that Microsoft has made it possible
for organisations to build a comprehensive
cloud infrastructure, to support hybrid
computing in its purest form so that it
provides the flexibility needed, and to

build a rich data platform on top of it so
that businesses can start building the
intelligent systems they need to drive
business transformation.
“Our customers also have the assurance
of knowing that, as Microsoft’s ISO
27001 certification demonstrates, we
follow international information security
best practices and adhere to numerous
international governance and compliance
standards. In addition, the digital advisory
business has an extremely rigorous recruiting
process which ensures we employ only the
best and most experienced people in the
sector, who have best-in-class business and
technology skills. As a customer-obsessed
organisation, ensuring we create value for
the customer underpins everything we do,”
Schulze says.
Taking the leap
To be successful now, he says, requires no
less than the creation of enhanced or new
business models, new operating models,
new ways of interacting with consumers, and
new ways of product creation and selling.
However, going digital doesn’t have to mean
forking out millions for new IT investments,
or sudden upheaval in IT.
“The use of information systems and
technology to drive business transformation
is not new. The cloud has however
changed this and undertaking the digital
transformation journey is exciting and
requires a partner that understands how it
can be done in your business. And from our
side, that’s what Microsoft Digital Advisory
Services does best,” he concludes.
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Orchestrating
the (Microsoft) cloud
Dimension Data’s Managed Cloud Services for Microsoft combines a
consultative and solution approach to help clients realise the benefits of
digitisation in a complex, hybrid ecosystem.

Paul Potgieter,
Dimension Data

E

nterprises need to invest in digital
transformation to remain competitive
and customer-centric. Cloud
is emerging as a key enabler of digital
transformation, but businesses frequently
find it a complex and time-consuming
journey. If it’s not properly planned or
executed, it can fail to reach the desired
goals of reducing costs, achieving flexibility
and scalability and, ultimately, serving
clients better.
“Delivering digital through cloud has
a powerful allure for businesses today,
especially when it comes to accessing
Microsoft’s growing suite of productivity
applications. However, the reality is that the
enterprise cloud environment is a hybrid
one. Customers want the flexibility of
migrating to cloud on their terms, leveraging
legacy and digital in a phased approach,”
says Paul Potgieter, General Manager,
End-User Computing at Dimension Data
MEA. “A complex environment like this
requires careful management to give users
a seamless experience wherever they are
in the world, and deliver the commercial
benefits to the company.”
No surprise then that one of the top trends
in Dimension Data’s Top IT trends in 2017
is that `Hybrid IT comes of age’. Virtually

no company starts with a clean slate, so
one of the main success levers is the ability
to integrate complex, heterogeneous
ecosystems.
“In response to these challenges,
Dimension Data leveraged its established
partnership with Microsoft, our
understandings of its technologies and our
deep insight into what our clients need to
create innovative solutions,” says Potgieter.
“There are two important elements needed
to make the rich Microsoft product stack
available as a true set of services across
today’s hybrid ecosystems, and so truly
deliver the outcomes that clients want.”
One of these elements is the capability
to create the right solution for each
client in the first place. Designing and
then building a customised solution that
delivers the right outcome is key to the
Dimension Data approach.
“Our close relationship with Microsoft
plays a key role here because it gives us a
deeper understanding of what value needs to
be created, and we can also feed back into its
development process,” says Potgieter.
For example, enterprises are today
exploring ways of moving their voice into
the cloud, but they also want to protect
their existing investments in unified
communications. To do this, Dimension
Data believes an advisory and consultative
approach is critical, and facilitates early
interaction with Microsoft. The approach
focuses on integrating Skype Enterprise
into clients’ collaboration solutions, while still
delivering the leaner commercial model they
want by leveraging hybrid options.
“Our approach is to outline the solution
landscape fully, integrate it into the
workspace design, and build viable TCO
(total cost of ownership) and ROI (return
on investment) modelling into the business
plan. It is critical this is fully articulated to

achieve the benefits from the beginning,”
Potgieter says.

Innovation, innovation,
innovation
Having developed the right design for a
client, it is necessary to turn it into reality.
In this area, Dimension Data continues to
focus on R&D to come up with the enabling
technology. A key technological innovation
has been the development of Dimension
Data Cloud Control to enable the easy
management—or orchestration—of the
complex hybrid cloud environment.
“Microsoft Cloud provides an incredibly
rich product platform, but it needs to be
managed in order to deliver the desired
business outcomes of simplicity, flexibility
and scalability across complex enterprise
IT ecosystems and broad geographic
footprints,” says Potgieter. “Managed
Cloud Services for Microsoft allows
Dimension Data to take on the burden of
orchestrating the back- and front-end
management of productivity workloads,
regardless of location.”
Essentially, this allows clients to have full
line of sight of their hybrid environments and
to leverage the benefits, scalability and price
points that come with hybrid IT.

Scalability in centralisation

“For South African clients, we think it’s
particularly noteworthy that the Global
CDO is located in Port Elizabeth. This
means jobs and new skills for the local
economy, while giving local clients the
extra comfort of an in-country support
capability. The CDO will ultimately service
all our clients globally and, in fact, the first
client to be transitioned into the Centre
was a multinational organisation with
over 13 000 seats,” says Potgieter. “A
development like this is a function of our
close partnership with Microsoft.”
Dimension Data has been a Microsoft
Systems Integration Partner for more than
12 years. Over time, the two companies
have invested in building solutions for
mutual clients, and Dimension Data has
built up a significant array of Microsoft skills
and credentials. Dimension Data is also one
of only six framework partners for Skype
for Business.
“Microsoft has a compelling vision for
the enterprise of the future and how the
digital economy will work—and cloud
services have a critical role to play in
achieving that vision,” concludes Potgieter.
“One of our real differentiators is the close
strategic alignment between ourselves
and Microsoft, which helps us to create the
solutions that turn that vision into a reality
for our clients.”

Over and above rich technology and
robust solutions, another innovation is the
development of a Centralised Delivery
Organisation (CDO) for Communication
and Collaboration that includes Managed
Skype for Business Enterprise Voice.
Enterprise voice has proliferated in the
cloud market as an integral part of a
total collaboration solution and the new
Dimension Data CDO offers a specialised
capability for delivering this important part
of the cloud-services mix.

For more information, please contact Dimension Data on 011 575 0000 or go to
www.dimensiondata.com
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A connected
collective
How collaboration fuels Engen’s business across Africa.

By Rodney Weidemann
Photo Julian Goldswain

T

echnology has been a key factor in
the evolution of the workplace and
how the nature of work has shifted
dramatically in recent years. In
particular, there has been an increasing focus
on secure mobility and collaboration, with
the aim of boosting productivity. However,
successfully implementing such a focus
requires a new mindset and the effective use
of technology.
As a major player in the oil and petroleum
space, Engen Petroleum has operations across
multiple countries in Africa, which has made
such collaboration tools not merely a nice-tohave, but in fact a complete necessity.
Peter du Plooy, CIO, Engen Petroleum,
says the company currently operates across
26 countries in Africa, adding that in today’s
globalised world, it’s critical for the company
to have communication across these regions
at both management and social levels.
“We have a close relationship with
Microsoft, which led to the implementation
of Office365, Sharepoint and OneDrive. All
of these are highly collaborative tools that
increase productivity by enabling seamless
communication among employees,” he says.

Peter du Plooy, Engen

The social aspect
Another tool that has been key for Engen
is Microsoft’s Yammer, which is used for
social collaboration and sharing across the
organisation’s African operations. The beauty
of this solution, says Du Plooy, is that it not
only allows the entire enterprise to recognise
employees or departments that have done
something special, but it also creates a
platform for dialogue on how it was achieved.
“When such an announcement is made,
we inevitably find other regions asking
specific questions about how this particular
achievement was realised. They’re all eager
to learn lessons and avoid any pitfalls that
may have been identified, so they can work
towards achieving similar goals.”
“Stimulating such dialogue benefits both
individual morale and the business as a
whole, and because the entire enterprise has
access to Yammer, it means that everyone
from the CEO at head office to a depot
worker in another country can contribute to
the discussion and learn from it.”
Perhaps the most important thing,
from a corporate perspective, about such
cloud-based tools is that the company has
now begun utilising the built-in analytical
component. From a business perspective,
says Du Plooy, analytics now enable Engen
to gain a clearer understanding of exactly
what’s going on and how well things
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are doing at a plant, country and even a
regional level. “These tools give us a range of
business insight that simply wasn’t possible
in the past.”
Another major benefit is that, unlike many
other social networking tools, Yammer is
licensed to the organisation and users are
linked via Active Directory, so anyone posting
messages is clearly identified. This, in turn,
ensures there’s little likelihood of anyone
posting anything embarrassing or not workrelated. “It’s a self-managing solution, which
also means we don’t have to be concerned
about the admin-intensive processes usually
associated with social media tools,” he says.
User adoption
While these technologies have definitely had
a positive impact on the business, Du Plooy
admits that introducing them hasn’t been
without its challenges.
“Perhaps the most inevitable of these
is the challenge related to user adoption,
despite the benefits such technology offers.
People tend to be reluctant to do things
differently or adopt new ways of working, so
change management is always required when
introducing something of this nature.”
This is particularly true of collaboration
technologies, since how frequently users
communicate with it and what information
is communicated will play a major role in
how successful the uptake will ultimately be.
Engen has put a lot of effort into analysing
statistics in order to tailor communications to
help drive increased adoption.
“We have formal change managers involved
in working out exactly what information and
which pictures need to be put out there to
increase adoption of these platforms among
our staff,” he says.
Du Plooy adds that driving adoption with
Millennials is relatively easy, but that older
employees tend to need more coaxing.
“The other thing we’ve learnt is that
approaches that work in South Africa may
not work elsewhere. We had to assess the
technological competence of employees as
well as carefully understand demographics,
cultures and even the legislation in various
countries, in order to drive adoption
successfully,” he says.
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“These tools give
us a range of
business insight
that simply wasn’t
possible in the
past.” Peter du Plooy

Changing the business model
According to Du Plooy, Microsoft has been a
strategic partner for a number of years, and
Engen’s IT people have worked closely with
both the local team and the one in Redmond,
with the aim of aligning Engen’s technology
roadmap with Microsoft’s own.
“One of our great success stories has been
the introduction of Skype for Business, which
integrates nicely into our African affiliates.
Today, all our employees have Skype for
Business accounts, which massively simplifies
communication across the various regions.
“If you consider that, just a few short years
ago, there were so many challenges across
Africa relating to fixed lines –and sometimes
even mobile communications. Obtaining input
from, or even simply communicating timeously
with, people in other countries was so difficult.”
The increased level of collaboration Engen
experiences today, between head office and
the affiliates and between the various regions
themselves, has had a phenomenally positive
impact, he believes.
The levels of uptake and the concomitant
desire to share information has boosted
productivity exponentially, says Du Plooy. It has
also empowered employees to become more
involved, be more confident in taking decisions
and had a positive impact on morale.
“The oil and petroleum industry is facing an
uncertain long-term future, which is why this
technology has been so crucial to our strategy.
It has enabled us to place greater focus on our

customers, deliver more competitive services
and, ultimately, drive the sustainability of our
business in this sector. We’re now working on
integrating digital into our customer-centricity,
and are using it to drive both business model
change and process improvement.”
“The way these tools are impacting on
globalisation and creating more social and
immersive experiences in the workplace has led
to our decision to fully adopt the principles of
collaborative technology. It has fundamentally
altered how we do business, because it
has enabled us to move away from the old
corporate top-down structure, by offering us a
horizontal touchpoint across our organisation,”
he notes.
The Services approach
Prior to dealing with Microsoft Services, Engen
made use of a number of different service
providers to deliver technology direction,
implementation services and troubleshooting
By simplifying the process and dealing
directly with Microsoft, the company is
assured that these services will be delivered
both reactively and proactively. Going directly
to source suits Engen’s business model and
has improved the company’s turnaround
time, along with the quality of the service
being delivered.
According to Du Plooy, the proactive
services included a full assessment
of the company’s environment, with
recommendations on how to integrate the
technologies it has deployed – Exchange,
Active Directory, SharePoint, Skype and
Yammer. This has been extremely well received,
as evidenced by the fact that the roll-out and
adoption of the technologies has been high.
“The service provides us with access to
global Microsoft Technical experts and tools
that are available on a 24x7 basis. In addition,
the health-checks and proactive monitoring
are delivering value, while the ‘talk and chalk’
sessions with experts on new and updated
technologies are being used by our internal
technical support teams,” he says.
“Finally, the product implementation,
planning and deployment services have been
used for roll-out across our various African
operations, and these too have delivered
exceptional value.”
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Driving
innovation
FNB improves internal processes and customer
service with big data and analytics.

By Rodney Weidemann
Photo Rich Townsend

here can be little doubt that the
numerous disruptive technology
trends driving digital transformation,
such as the Internet of Things
(IoT), analytics and machine learning, offer
companies enormous opportunities to
improve their operational processes.
For organisations in the financial services
sector, perhaps the most crucial area of
operational improvement is to deliver better
customer services.
Mo Hassem, CIO, FNB believes technology
is a vital part of improving customer service.
He points to the fact that mobility has already
offered such institutions the opportunity to
put a ‘bank in everybody’s pocket’.
“Technology has been key to improving
customer service in leaps and bounds over
the years. With mobility, we’re now able
to reach customers at a time and place
convenient for them. This is a whole new
way of doing business and has meant that a
lot of extra work has had to be put into the
customer experience,” he says.
“However, this is only the first step.
In a new, increasingly connected world,
FNB is now looking to use the increased
connectivity provided by IoT to deliver
services and products to customers on an
individually targeted basis. As an example,
if we’re able to learn in real-time that a
customer is viewing a vehicle at a car
dealership, we could send them a product
offering related to car finance or even shortterm insurance.”
Self-improvement
Hassem says the biggest challenge with
achieving such a lofty goal is that doing
so requires a huge amount of data, along
with the ability to store and analyse this
information.
“Thanks to Microsoft’s cloud services,
we’re now able to scale our systems to what’s
required to handle this. Of course, as a bank,
we face additional challenges related to this
information, in regard to the laws around
data protection and the need for effective
cyber security.”
“When it comes to security, it’s worth
noting most companies are forced to be
reactive, but thanks to the use of big data
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and analytics, we’ve now found opportunities
to be proactive in this regard. In other words,
the same tools designed to model customer
behaviour are able to assist us in modelling
the behaviour of our own systems. In this way,
we’re able to pick up anomalies much more
easily. In effect, these tools are helping us to
improve our own security systems as well.”
Many organisations are looking at how
they can use such technology to better
exploit their customer base, thereby
increasing profits, says Hassem. However,
FNB realised the biggest benefit is to use the
data and technologies internally, to improve
the organisation itself.
“For example, we’re implementing more
analytical capabilities on the systems
management side, which helps reduce our
reliance on highly-skilled technical people. As
everyone knows, there’s a skills shortage in
such highly technical fields, so we’ve found a
lot of benefit in using AI systems to manage
this side of things instead.”
Exploiting the cloud
Hassem says the bank has a long relationship
with Microsoft, which has evolved to the point
where the company is considered a strategic,
solutions-focused partner. This is significant to
an organisation like FNB, which needs just such
a partner to assist it in moving from its legacy
infrastructure background into the cloud. This
not only delivers efficiencies and economies of
scale, but is the foundation on which IoT, big
data and analytics strategies are built.
“Microsoft, and in particular the Services
team, is thus working very closely with
FNB to assist us in properly exploiting the
cloud platform moving forward. We began
by taking the Microsoft product suite and
delivering this to our employees via the
cloud. We’ve also begun the journey from a
security point of view, to enable us to manage
what’s going into the cloud.”
“Microsoft has provided us with a solid
security framework – which is necessary in
the highly regulated industry we operate in –
and we’re now able to deliver securely from
the cloud. It goes without saying that we’ll
continue to build on this framework as we
move forward.”
FNB has been using the cloud to improve
its internal systems first. Hassem says that
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“Technology
has been key
to improving
customer service in
leaps and bounds
over the years.”
Mo Hassem, FNB

as the business gains better experience
and understanding of the cloud, it will look
to migrate its customer-facing side of the
business as well.
“At the moment, we’re using the cloud to
create greater economies and efficiencies
within our organisation, and certainly see the
value it delivers in comparison to building
new physical infrastructure. Obviously, we
still have a lot of legacy infrastructure assets
that haven’t reached the end of their life yet,
but as and when we get the opportunity
to refresh, the approach going forward is
definitely cloud-first,” he says.
Looking to the future
Looking ahead, Hassem indicates that one
of the things Microsoft has always been, and
continues to be, is a specialist in the area of
productivity software.
“If you look at how this space is unfolding
and the effort the company is putting in here,
Microsoft will be a leader for a long time to
come. Naturally, as a strategic partner, we’ll
be able to benefit from this enormously
going forward.”
Hassem points out that Microsoft’s
Cortana platform, which includes business
intelligence, big data and advanced analytics
service offerings in the Azure cloud,
will be the key to the company’s goal of
transforming its vast amounts of customer
data into intelligent actions in the future.

Mo Hassem, FNB

“As a fully managed big data and advanced
analytics suite, Cortana Intelligence is a
powerful solution that will allow us to collect
and manage vast quantities of data, to
analyse this in order to obtain predictive
and cognitive insights, and ultimately to
operationalise this in a way that will enable us
to deliver better services to customers.”
“We have no doubt that as Microsoft
opens up platforms like this and makes
them available for use, so FNB will be even
better positioned to not only improve its
internal systems, but to provide a much more
personalised and targeted set of services to
its customers. This is something we’re really
looking forward to,” he concludes.

Early adopters
Africa as a whole, and its financial services
sector in particular, has been an early
adopter of revolutionary technologies, such
as mobile. For example, the success of MPesa
across the continent shows how well Africa
has taken to new technologies.
With this in mind, FNB is now looking
into the possibility of utilising artificial
intelligence, machine learning and advanced
analytics to provide basic investment
advice to clients, without needing human
involvement. The bank has been quick to
recognise the value offered by these tools,
which are able to process massive amounts
of data in a very short period, and at the
same time draw connections that a human
being wouldn’t notice.
“For FNB, the real difficulty that lies in
being an early adopter is that when you lead
the way, there’s no one ahead of you making
mistakes from which you can learn. Add to
this the particularly African challenges we
also face – like high bandwidth costs, getting
connectivity to more rural areas and even
the fact that some users don’t have access to
smartphones – and being an early adopter
offers more than its fair share of challenges.
Nonetheless, we’re extremely optimistic about
what the future holds from a technology
point of view and will continue to lead the
way in our industry,” says FNB’s Mo Hassem.

SPECIAL FOCUS | Microsoft

25

ADVERTORIAL

CITIZEN
FRAME
What better way to transform a city, a
country and a nation than through the
power of its people.

D

igital transformation is more than just a buzzword
for the business, it’s also about improving the
lives of real people. It’s about bringing about
change through technology in such a way as to remove
boundaries and create tangible benefits for all. This
understanding of digital transformation is one of the
underlying principles of the Intervate Smart Citizen
product, which forms part of the City of Johannesburg’s
smart city initiative with Microsoft South Africa, branded
with the delectable moniker of Maru A Jozi – the cloud
of Jozi.
“The implementation of Smart Citizen is important
because of the way it approaches citizen involvement
and their engagement with government,” says Peter Reid,
Head of Intervate, a T-Systems company. “It’s an essential
part of the changing world, the digitisation of the public
sector so as to inspire people to participate in their city

and make a difference in their lives. Smart cities are a
global reality and as more and more people become
connected through mobile devices, the more they can
become connected citizens and this development gives
them the tools they need to do just that.”
Smart Citizen holds at its core the concept of citizen
engagement. The goal is to use technology to bridge
the gap between people and the municipality in which
they live, allowing them to engage directly with those
who provide the services they depend on. And it does
so without the usual flashes of consumer frustration that
usually come hand in hand with municipal reporting.
“Currently, if you interact with the City of Johannesburg
(CoJ), you go through the call centre, and this system
tends to work against itself,” says Reid. “There are four
reasons why the standard methods of contacting the city
don’t work. The first is that they are phoning in a crisis.
You have a burst water main and suddenly thousands
of people are calling the centre at once. The lines are
immediately jammed up, making it the least likely place
to assist you at a time when you need it the most.”
The next challenge that comes with the outdated call
centre model is the fact that it can’t feed information
back to people. Instead, citizens report an issue, wait,
and then have to call back to find out when it will be fixed
or get an update. The third factor is that people want to
play an active role in their communities. They want to be
able to report incidents or potholes or burst pipes, but
they are discouraged because contacting the relevant
authority has a large barrier to entry. Few people want to
be passed from internal pillar to post while listening to
hold music just so they can do the right thing.
“It’s invaluable to any city or department to have this
flow of information happening,” says Reid. “If only 10%
of the issues are being reported, then only 10% can be
repaired. Which introduces the fourth challenge around
traditional communication methods – the call centres
and touch points get jammed up with 70 to 80% of the
same types of questions. There has to be an easier way
to answer these so the systems are freed up to respond to
the critical situations.”

OUR PRODUCT WILL SOON BECOME THE POINT OF
COMMUNICATION BETWEEN THE PEOPLE AND THE CITY. IT WILL ALSO
HAVE A WEALTH OF DATA FOR REPORTING, WHICH WILL SHOW THE CITY
WHERE CALLS COME FROM AND WHAT THE PROBLEM AREAS ARE.
Peter Reid

Intervate’s Smart Citizen has been designed to
respond to these challenges, introducing elements that
allow for an integrated city and direct citizen contact.
The app brings a world of digital services to screens of
all sizes, and people of all ages. It can tell users where
buses or taxis are, it can guide people from point A to
point B by telling them when a bus will arrive, which
bus stop to wait at and where to go to catch the next
one. It also has an intelligent chatbot that is capable of
answering basic, frequently asked questions, which frees
up the call centres for those all-important emergencies.
Reid adds: “The most important part of the app is
its incident reporting; the second part is the targeted
notifications. For example, if a water pipe bursts in an area,
the CoJ can tell people that the water is out, that it will be
returned in X number of hours and provide them with a
tracking number. Calls to the call centre are cut drastically
and everyone knows a plan is being made. In addition, the
speed of reporting will see a huge impact on water loss –
often it takes up to 16 hours to find out that there is a burst
pipe. With this app, they can find out about a problem and
shut it off from the control room within a few minutes.”
Maru A Jozi lives in the Microsoft Azure cloud and the
product built by Intervate ensures that every aspect is easy
to use and understand, removing the barrier to entry for all
users. Those citizens engaging with the app will be able to
see responses from the city instantly and will be updated
until their issue has closed. It is a solution Intervate has
already implemented to great effect with the JRA Find & Fix
app, which has seen the incident reporting time at the JRA
decrease from an estimated 30 days from time of complaint
logged at the call centre to a matter of seconds. It’s this
success story that is set to be mirrored by Maru A Jozi.
“Smart Citizen for the City of Johannesburg, branded
Maru a Jozi, has been deployed and is awaiting the final
integration into the city’s SAP solution and is expected
to be available for Johannesburg citizens during 2017,”
says Reid. “Our product will soon become the point of
communication between the people and the city. On top
of all the benefits to the people, it will also have a wealth
of data for reporting, which will show the city where
calls come from and what the problem areas are. This
capability will change responses from reactive to active
and have a meaningful impact on the city and its people.”
PETER REID,
Head of Intervate, a
T-Systems company

+2711 254 7400 | www.intervate.com.

Case study

Riding the rails of
a digital journey
The Internet of Things, big data and the cloud deliver
tangible insight that redefines business process and
ignites transformation at Transnet.

By Tamsin Oxford
Photo Mike Turner

T

he trends say that capturing and
analysing data and driving digital
transformation can lead to improved
insight into customer demands,
innovative development of products and
services and improved business processes.
The cynic asks if these are just the dramatic
promises of a hyped technology, or the
dreams of an engineer hanging ideas on
the line to look at. At Transnet, these ideals
are already a reality. The organisation
has developed sustainable and strategic
technology solutions and created a dynamic
platform that can analyse data proactively for
improved processes, productivity and pricing.
“We believe that by optimising our business
for data it will allow us to dramatically change
the way our organisation does business,”
says Moses Matsepane, head of Software
and Diagnostics, Transnet. “Today, predictive
analytics are of far more value than the
traditional, reactive ones. A system that
informs you of an existing problem is usually
telling you something you already know. What
the business needs is a system that will tell you
of a problem before it happens, and in time to
do something about it.”
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Modelling lifespans
Data can be used to predict the life remaining
in a product, the next system failure or even
financial consumption based on systems
the business has in place. It can mitigate the
impact of delays and save endless zeroes on
the bottom line. To fully harness this capability,
Transnet has built technology which has taken
potential of data and transformed it into a
functioning reality.
“One of the systems we developed
examines the wear rate on locomotive wheels
over time,” says Matsepane. “It sounds simple,
but currently the maintenance facilities must
always have wheels available. Presently, this
can only be ensured by ordering extra sets
of wheels. If these aren’t used, they tend to
rust to a point where they become unusable.
When a set of wheels costs in the region of
R350 000, and there are six on a locomotive,
it’s easy to see why a new digital platforms
such as ours can save the organisation
tremendous amounts of money.”
Matsepane adds: “Another concern is that
if you don’t order enough wheels, then you
have to fly them into the country at great cost
– they’re extremely heavy and transportation

Moses Matsepane, Transnet
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is pricey. Alternatively you have to wait up to
three months via traditional shipping. With our
predictive technology, we can now look at the
current wear rate of the wheel and determine
when we need to order the next set before it
fails, and in time to replace it. This is the real
value of data and technology.”
Cloud provides clarity
The Transnet digital platform on which this data
analysis tool rests has been developed entirely
on Microsoft Azure. The various elements
include Azure SQL for the database, Azure
Pipelines to manage the ingestion of data, and
an IoT hub to manage real-time streaming data.
“The beauty of Azure is that we can use
it to ingest all kinds and forms of data,” says
Matsepane. “In the past, you had to build a
complex database and if you wanted to add
something, then you needed to change an
entire data model of your database. Now,
because it’s a dynamic structure, you can add
or remove any data set with ease. And you
can integrate it into any existing data stream.
Another benefit, of course, is that Azure is built
for mobile technology so it enables ease of use
and access across platform and device.”
For Matsepane, this access to data on
demand, and the ability to use systems such
as Power BI to present it, forms the core of
digital transformation and its potential. It’s
about taking the business into the digital
space and relying on technology and data to
make real-time, accurate and insight-driven
decisions on demand.
“Our platform is designed for a future that’s
full of uncertainty,” says Matsepane. “We’ve
created a base technology which can be

integrated to build new products and services
at any time in the future, or whenever there
is a need. All existing systems can now be
integrated, from maintenance and operations
to HR and back again. And once all this data
has been brought together, we can gain insights
which allow us to make far more sophisticated
decisions. I believe that if a business is not
integrating data, then the decisions it makes are
not as impactful as they should be.”
Time in the sun
Data is finally getting its day as technology
catches up to its potential, and Transnet isn’t
wasting any time in making sure it harnesses
this potential as efficiently and effectively as
possible. The platform developed by Transnet
and Microsoft is not only driven by data and
digital, but is cognisant of the fact that change
is, in itself, inevitable.
“The days of having to sign for this or
approve that are rapidly dwindling, thank
goodness,” says Matsepane. “In the digital
world, all these processes are automated and
accessible on a computer or mobile device.
We’re less reliant on interdependent systems
and people to make fundamentally important
decisions as these are now streamlined
through the cloud.”
Transnet recognised the benefits of digital
early on, and has subsequently focused
on developing a solution which allows the
company to enhance its product offerings and
its services on a wholly digital platform.
Products into services
“Transnet has been manufacturing wagons
and coaches for a while now, and we’ve

“A system that informs you of an existing
problem is usually telling you something
you already know. What the business
needs is a system that will tell you of a
problem before it happens, and in time to
do something about it.” Moses Matsepane, Transnet

also been integrating and refurbishing
locomotives,” says Matsepane. “Some of these
have been sold in Botswana, Mozambique
and other parts of the continent. Today, we
can’t just sell a product anymore – nobody
buys products, they buy services. They want
to purchase reliability, a reputation and a
solution. We have had to evolve our offering
to incorporate the right services that fit the
needs of our clients.”
To achieve this goal, the organisation
invested in IRIS – Intelligent Rail Information
Services – a digital platform designed to
support clients in avenues related to being an
OEM, maintainer or an operator. The OEMs,
those in charge of maintenance and the
operators who run the rail operations now all
have real-time data at their fingertips. They
can find out where an asset is, what the asset
is doing and they can use this data to better
optimise their roles and responsibilities.
“IRIS is designed to transform the business
digitally,” says Matsepane. “For example, one
of the services is Automated Maintenance
Scheduling – if there’s a fault on an asset it will
automatically book itself in for maintenance.
While it does this, parts are being
automatically ordered, and by the time the
asset arrives at the yard, the parts are ready
and the workforce is prepared to correct the
fault as quickly as possible. This results in
limited interruption to the value chain and
the savings are staggering. You can’t do this
without a digital platform.”
The Transnet project was developed in
conjunction with Microsoft Services. Transnet
provided the skills and insight into the
business and Microsoft Services provided
the expertise and the understanding of the
technology. The result is a flawless system with
exceptional potential.
“We opted to work with Microsoft as it’s a
large global company which has conducted
implementations like this before,” says
Matsepane. “The Services team helped us
to build up our platform to a point where it’s
mature enough for our engineers to continue
development independently. They also brought
world-class expertise in data modelling, data
mining and data analytics. They’re in tune with
trends, they helped us ask the right business
questions and we trust them to give us reliable
expert advice. It worked.”
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National government

Big pressures
Nashreen
Hofmeester,
Microsoft

Supporting national
government’s mission
Enabling government to meet its mandates benefits all citizens.

By Rodney Weidemann
Photo Mike Turner

S

outh Africa’s government is structured
into three tiers, each with different
constitutional mandates. When it comes
to national government, its most critical
obligations relate to governance and oversight,
with limited citizen-facing service delivery.
Nashreen Hofmeester, Microsoft’s lead for
delivery in public sector central, points out
that when dealing with national government,
the company focuses on a diverse portfolio
of departments, ranging from those dealing
with healthcare, social development,
social security as well as public safety
and national security. “We’re supporting
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these departments in innovating around
personal computing, the intelligent cloud,
productivity, and business processes. This
innovation, supported by our local partner
network, enables national government to
achieve more.”
“For our part, we’ve chosen to educate our
people more deeply. By focusing specifically
on this vertical, we’re able to teach our
people to look beyond their deep technical
knowledge and rather to understand how
each product can support the mission of the
particular government department it’s being
implemented in,” she says.

Naturally, says Microsoft’s Nashreen
Hofmeester, there are many challenges this
sector has to deal with, including budget
pressures and the need to do more with less,
as well as labour concerns – particularly the
fear that technology will make jobs redundant.
“In addition, South Africa faces spatial
challenges, like ensuring delivery endpoints,
such as a national department’s offices, are
located in both urban and rural areas. There’s
also the problem of fragmentation of systems.
After all, data analytics and the insights
generated by this are only useful if national
government’s systems are all able to talk to
one another, which isn’t always the case.
“Nonetheless, while overcoming these
challenges may be difficult, Microsoft is
still able to help government meet its most
pressing priority: by helping government save
money, it will be able to channel this additional
revenue into service delivery initiatives, to the
betterment, ultimately, of the nation’s citizens.”

“So our focus is more on how the solutions
these entities have invested in are able to
assist them to better facilitate their strategy.
Whether it’s about empowering employees
to work more efficiently or creating new
channels to engage with citizens, our goal
is to help make government more effective
and accessible.”
She adds that in this respect, Microsoft is
focused on enabling government employees
to do their best work by leveraging the
power of mobility and drive productivity and
collaboration. The company also looks to
harness data, analytics and the Internet of
Things to provide decision-makers with access
to reliable information at the right time to be
more responsive and improve planning.
“As we develop a better understanding of
the common challenges faced across these
departments, we can deliver value at a faster
rate, because we understand their context even
more deeply. And because we have a holistic
view of the sector, it makes it easier to put in
place integrated solutions that improve and
innovate new digital government processes
and services for increased effectiveness and
efficiency,” she concludes.

Regional government

Bridging
the gap
Digitalisation helps regional
government drive service delivery

By Rodney Weidemann
Photo Mike Turner
Charmaine Nxumalo, Microsoft

W

hen it comes to ensuring that
service delivery takes place
and the needs of citizens are
met, South Africa’s provincial
and local government sectors play a
critical role. These levers of government
play an important part in supporting the
development of communities through
education, health and safety, as well as
being the touch point between government
and citizens.
Charmaine Nxumalo, Microsoft delivery
lead for provincial and local government,
points out that in this respect,
digitalisation has provided the catalyst for
new delivery models, where the citizen is
placed at the centre.
“For example, Microsoft has developed
a citizen engagement platform to help
enable two-way communications between
government and its citizens. This allows
municipalities to inform residents of topics
like road closures, while citizens can let the
government know about issues such as
water leaks. This is vital to improving service
delivery,” she says.
“However, this is just one aspect of what
we do – we’re also involved in assisting this
sector to transform education through

technology, to improve public safety and to
modernise and increase transparency within
the government.”
She adds that Microsoft is also focused
on assisting municipalities to gain improved
insight into the requirements and needs
of citizens, by leveraging big data and
analytics. This enables government to
identify trends within the public space more
quickly, allowing them to take immediate
action and proactively engage with citizens.
”As Microsoft, we find ourselves in
the fortunate position of being a tech
company, but one staffed by individuals
who are citizens first and foremost. This
means we’re aware of the issues around
service delivery and the challenges that
the average citizen faces. At the same time,
we’re empathetic towards government and
what it’s trying to achieve. By straddling
both sides, we’re able to understand the
government’s touch points and tailor our
solutions to match these.”
“We can also customise our technology
to serve as an enabler for service delivery,
by focusing on both the priorities of
municipalities and those of their citizens,
thereby bringing these two areas more
closely together,” she concludes.

Overcoming
challenges
Microsoft’s Charmaine Nxumalo suggests
that there remain challenges facing this
sector, including a slow rate of technology
adoption and budgetary constraints.
Budgets, she says, seem to keep shrinking
while the deliverables remain the same.
“There’s also the problem of aging
infrastructure, not to mention the
the complexity in navigating their
environments. However, the benefits of new
technology are so significant that I believe
these challenges will all be overcome.
For example, thanks to technologies,
such as Azure that can be leveraged by
government, what used to take weeks or
months to deploy now takes just minutes.”
“There’s no doubt that an increasing
number of government departments
are embarking on the cloud journey and
focusing on other cutting-edge technology
implementations as well. So although there
remains a long way to go, the trajectory in
this space is extremely positive,” she says.
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Commercial

Delivering better service
Microsoft’s Mohammed Seedat suggests that
the new disruptive technologies emerging
are starting to have a major impact on the
commercial space.
“Predictive maintenance and predictive
analytics offer enormous benefits for
everything from manufacturing plants
to mining vehicles. As an example, using
the Internet of Things to gather data
on the wear and tear experienced by
large mining vehicles or factory robots,
means maintenance can be proactively

scheduled when it will cause the least
impact to the business.”
“On the retail side, this also offers fantastic
opportunities for more personalised and
targeted marketing. This could be something
like delivering a message about a sale to a
customer’s phone while they’re at the mall,
and demonstrates just how clients in the
commercial sector – with Microsoft’s help,
of course – will be able to use analytics on
the fly to deliver better service to their end
customers,” he states.

Mohammed Seedat, Microsoft

F
Speaking
the same
language
Although covering a diverse
range of industries, the
commercial sector has a
number of common threads.

By Rodney Weidemann
Photo Mike Turner
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rom retail and manufacturing, to
mining, media and telecoms, Microsoft’s
segmentation of the commercial sector
covers a vast and varied number of
industries. Understanding that many of these
sub-sectors are very different from one
another, Microsoft has introduced industryspecific communities across the globe, to
enable customers across the commercial
spectrum to have access to knowledge and
information on their specific industry.
Microsoft’s Mohammed Seedat, head
of consulting and premier services for
the commercial sector, notes that these
communities offer customers access to
knowledge from around the world. This
gives them access to best practices and a
better understanding of how their peers and
competitors are operating.
“The varied nature of the commercial
space means that our people are expected
to have a technical background, yet be able
to hold a conversation at various levels of the
customer’s business – from the CIO down
to the IT administrator. It is, for us, a critical
skill to be able to converse across the value
chain in our customer organisations, so that
nothing gets ‘lost in translation’,” he says.
Seedat says having such strong industry
knowledge and being able to speak the same
language as the customer is all well and
good, but effective relationship management
is just as important. To this end, Microsoft’s

commercially focused people have a strong
relationship not only with the customers,
but equally so with the internal team. In this
way, they’re able to communicate across the
business and ensure everyone is pulling in the
same direction, so that the customer gets the
best service and solution possible.
“Because of the diverse nature of the
commercial sector, our people need to
be experts in their field – be it telecoms,
manufacturing or another area – and must be
able to not only have the right conversation
with clients, but also talk using the correct
terminology. For example, the concept of
theft management exists in both retail and
mining, but it means something completely
different in each industry.”
“We understand that this sector grouping
has vast breadth, but for our team, this
makes the challenges and rewards here so
great. This sector is both complicated and
awesome. Ultimately, when we adopted this
vertical approach to sectors, we created joint
accountability as well. Everything each of our
teams does is working towards servicing the
customer. So our consultants need to talk
with and understand the technical account
managers, who are there to support the
solution we implement. What we have now
is a single conversation throughout the
software lifecycle, which enables us to deliver
more rapidly and effectively to the customer,”
he concludes.

Financial Services

Widening
the net
Technology creates new
opportunities for financial services.

Yusuf Kader, Microsoft

T

he financial services sector (FSS),
which includes both the banking and
insurance industries, is being disrupted
by technology driven by tech-savvy
customers. The sector is facing up to increasing
levels of convergence, as a growing number
of banks are cross-selling in finance, insurance,
mobile services and other new offers that IT
technology is enabling.
Yusuf Kader, FSS delivery management

Security and
regulation
Among some of the biggest challenges
faced by companies in the financial
services sector are related to security and
regulation. The growth of mobility and
the increasing reliance of businesses on
technology has led to an unprecedented
increase in cyber crime. In addition,
concerns relating to data sovereignty and
the management and security of personal
client information are also significantly
impacting this sector.
Microsoft’s Yusuf Kader suggests,
however, that while increasing technology
advancements create more challenges,

By Rodney Weidemann
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manager, Microsoft, says that among the
biggest challenges facing the industry are
the areas of security and fraud. He highlights
that with customers being so comfortable
with technology, banks need to provide
these clients with services that access banking
systems anytime and anywhere. However,
at the same time they need to keep these
systems highly secure, which makes for a tricky
balancing act.

they also open up huge new opportunities
for proactive FSS organisations.
“For example, there’s the chance to
open up areas, avenues and client bases
they couldn’t previously reach. For
example, virtually every person today
owns a mobile phone, so this presents
a great opportunity for banks to reach
unbanked customers, not only for core
banking offers but also mobile, prepaid
services, and others. The growth of the
Internet of Things, in the meantime, offers
the insurance industry the prospect of
using sensors to more closely monitor
driver behaviour, thereby opening up a
new world of pricing models. So despite
the challenges, technology is paving the
way for a new future, and Microsoft will
continue leading the way,” he concludes.

“From an insurance point of view, fraud is a
major challenge, with companies seeking to
leverage technology to more readily identify
false claims. Proactive insurers are using
technology to protect customers, by using
weather prediction tools to warn customers
about hailstorms and detrimental weather
conditions that may damage their vehicles or
property, as just one example.”
“At Microsoft, we’ve shifted to a verticalaligned strategy, thereby enabling our people
to deeply understand this market, so that we
can work more closely with these organisations
to empower both them and their end clients.”
Kader says that the company focuses on
delivering solutions specifically targeted at
the sector, by ensuring that the customer
sees the value and efficiencies of cloud and
digitalisation strategies. These can assist the
industry to leap from legacy infrastructure
challenges to become agile as their customer
demands move forward, and the shift in focus
is towards their customers’ needs.
“Our account delivery executives are
embedded in our major clients, in order to
help them harness the latest technologies
available and help shift these customers
towards agility to their clients and market
demands. These account delivery executives
provide a single ‘go to’ person for the client
through this journey and provides the link
that accelerates the partnership between
these clients and Microsoft.”
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at a glance

Mission
Empower every person and every
organisation on the planet to
achieve more.

Making digital
transformation real
Trust
Transform your
products

Optimise your
business

Empower your
employees

Engage your
customers

Changing the
conversation

Aligning
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Intelligent
cloud
Azure

Reinventing productivity
and business process

SQL

Office 365

CRM Online

Cloud ERP

More personal
computing
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Windows10

Devices
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Functional global breakdown:
Engineering

38,7%

Sales and marketing support group

40,9%

Finance, HR and legal

5,3%

Business functions

6,5%

LinkedIn

8,6%

Office locations around West,
East and Central Africa
•
•
•
•
•
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Ivory coast
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Mauritius

•
•
•
•
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Pretoria
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Microsoft
spends more
than US $10
billion per
annum on R&D

devices are
running
Windows 10

Microsoft’s
modular
datacentres
consume

50%
less
energy than
traditional
datacentres.

Skype users make up to

3 billion minutes
of calls each day.

45995/E

“Cellular
phones will
absolutely
not replace
local wire
systems.”
Marty Cooper.
Inventor.
1981.

“The future business landscape is clear,
and it is digitalisation or liquidation.” BCX
Don’t let the past repeat itself. Talk to us about future-proofing
your business with tailor-made digital solutions. Meet the
future today with BCX, Africa’s premier end-to-end digital
solutions partner.
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