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Digital transformation is a reality, and
organisations around the world are looking
to transition their businesses to ensure
they survive and thrive into the future.
While organisations are focusing their attention on deploying software-defined
data centres, many are failing to transform the network – and specifically the
network edge. Yet it’s the edge that will determine whether digital transformation
will succeed or fail.
The network edge is the first line of defence for most systems; it’s the infrastructure
that delivers applications and services; it is the strategic gateway for distributed
organisations; it’s a bridge to the customers; it’s where the Internet of Things (IoT)
will happen; and it’s really the best place to understand what’s happening with the
business.
As companies transition to digital enterprises, they need more intelligence than ever
out on the edge. This is to enable faster innovation through better experiences and
highly granular insights across users, devices, applications and threats.
Adding intelligence is important to lower cost and complexity, to simply establish
policy and manage change at scale while reducing hardware and software churn
across wired, wireless, and wide area networks.
Companies that are looking to update their network infrastructures to tap into the
opportunities and data insights that come with digital transformation should be
considering innovative Cisco products and services to help build, manage and
grow their network edge using the Cisco Digital Network Architecture (DNA)
provided by Business Connexion.

www.cisco.bcx.co.za
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BCX

is a name that’s
been around the
industry for years,
albeit unofficially. Part of the process
of pulling together a publication
such as this is ensuring consistency
and sticking to uniform and official
naming conventions. In the past, in our
production stages, we’ve sometimes
had the shortform BCX accidentally
creep into articles rather than the fuller
Business Connexion, and it was only in
the last stage of proofreading that we
picked up the inconsistency. However,
now, thanks to the company’s official
rebrand to BCX following its acquisition
by Telkom, that little part of our job has
been made easier.
Of course, the rebrand has much
wider implications than the pedantries
of publishing. The formalisation of
the BCX brand is significant because
it heralds the beginning of a new
chapter. It’s much more than changing
the name to a shortform version and
adding a snappy logo. The merging
of Telkom Business and Business
Connexion brought together much
technical capacity and resources. And,

while there may have been some slight
overlap in places, the result has been a
much broader and stronger ICT services
offering.
The digitalisation trend is a key part
of this, and ties in with the new BCX. At
its core, digitalisation is about bringing
together the big bet technology trends
such as cloud, mobility, collaboration,
IoT, big data and the wide-reaching
security aspect. And the same can be
said for the new BCX – that it too brings
together these technology components,
as both of its former founders had
focused on these areas to varying
degree. Combined the new BCX is now
well positioned to bring the necessary
technology components to the mix to
assist its clients with rising to meet the
digitalisation challenge.
A core element of digitalisation is the
importance of the customer and the
customer experience, and this customer
focus has been placed at the centre of
the new BCX.
As a part of the Telkom group, the
company has also taken the opportunity
to move to a new head office. The
new building has been designed with
the digital workforce and modern
management approaches in mind.
By adopting these technologies and
business philosophies, it makes sure
the company is living what it’s selling.
And that also works well in reaching
out to appeal to millennials, who will
increasingly be both customers and
employees as time moves on.
In these pages, we find out from
many of BCX’ key executives how the
company is positioned and how it
hopes to continue being a key name in
the industry for years to come.
Happy reading

Adrian Hinchcliffe
Editor
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BCX

has walked a long path since it was founded
in the mid ‘90s. From a small company
focused on selling Microsoft solutions to the converged
powerhouse that it is today – it’s undoubtedly a South
African success story.
Chief Customer Officer, Johann Henning, is bullish
about the future of the company as the enterprisefocused arm of the Telkom Group. With the integration
of the old Business Connexion and Telkom Business now
all but complete its time to focus on the future of the
company and its place as one of the largest converged
ICT service providers in the country.
The key to the company’s future success remains tied
to the original reason that Telkom acquired Business
Connexion in the first place. Bringing together a very
successful connectivity business with a top ICT service
provider allows the new BCX to deliver a set of services
that no competitor can match.
“Having scale is important and the ICT market almost
always plays in your favour. For us, the ability to deliver
services not just in South Africa, but across the continent,
makes all the difference,” he says. “When customers are
making the choice about who to partner with, our ability
to support their plans, be they local, continental or even
international puts us in a strong position.”
This scale is borne of the marriage of two, not
insignificant organisations each with their own
individual strengths.

He explains that the rationale of integrating Telkom
Business and Business Connexion and creating the
new BCX joins the leading player in the enterprise
connectivity space with one of the top IT services
organisations. “We will, however, be judged not on how
we can do what we have always done, but rather on
what new services we can bring to market and how we
can make the new, combined set of offerings deliver
better services to our customers.”
Tough to match
“The strength of the new BCX is something that puts
us in a healthy position and it’s not something that our
competitors will be able to replicate easily. While there
has been a lot of new infrastructure rolled out, the
difficulty of building a world-class professional services
organisation cannot be underestimated,” he says.
“It’s not just about hiring the right people – although
that’s critical – it’s about building a specific way of
working, enhancing your capabilities, creating a level
of maturity around the best practices that need to exist
in order to deliver a world-class service to some of the
most demanding customers in the country.”
“This advantage does not mean that we can rest
on our laurels,” he says. “We have a limited time to
take advantage of what we’ve created before our
competitors catch up. What we must do is move the
organisation forward so that when they arrive at where

we are now, we have raised the bar in terms of what it
will take to compete.”
The state of the South African economy is, however, a
key concern for Henning.
“Even though the company is in a great place now
it’s important to keep in mind the country as a whole
and how that will impact on our plans. With a GDP
growth of less than one percent and our exposure
to both the mining and the retail sectors we’re
already seeing fewer big projects being initiated. It is,
however, vital to see this as less of a threat and more
of an opportunity as we have the capability to work
with our clients and assist them in finding innovative
ways of working and use our skills to make the most
out of the resources available.”
Talent honeypot
Being a leader in its field will also stand the company in
good stead in attracting talent; something that remains
crucial in a country where the skills shortage is an everpresent threat. BCX must compete, not only against
other local players, but also against global service
providers that look to South Africa for top-notch ICT
skills.
“The investments that the company has made in the
past have positioned BCX as an attractive place for young
talent to work. Graduates look at the scale of a company
like ours and the opportunities that it presents to them

SPECIAL FOCUS | BCX
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“There is no
reason for
any individual
to have a
computer
in his home.”
Ken Olsen.
Founder of Digital
Equipment Corp.
1977.

“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.

www.bcx.co.za | #bcxmeetthefuture

Corporate overview

across the different industry sectors with the ability
to work with different customers. This helps them
build a broad set of skills, and work with experienced
management enabling them to learn from the best,”
says Henning.
“In the SAP space, where we’ve traditionally been very
strong, we’re expecting to see a big movement in the
market towards the adoption of SAP HANA and there
really aren’t enough skills in South Africa to cater for
the anticipated demand. This means that we’re going
to have to invest heavily in our people, both in talent
management, training and in recruiting the right people
to meet future needs. Fortunately, we already have the
systems in place to make this happen,” he says.
Henning adds that the scale of BCX allows the
company to invest in skills and training at a time when
many other companies are tightening their belts.
“This is the best time to be investing for the future,
because when the economy turns we will already have
the skilled workforce in place.”
The integration of the two organisations has been
key to positioning the company for future growth and
the move to the new head offices is only going to
accelerate this process. “We’ve done a lot of the stuff
behind the scenes to ensure that we retain customers
and have made a big effort to retain key employees.
We’ve seen that the integration hasn’t caused too much
anxiety and people are now feeling more positive about
their careers,” he says.
Customer-centric
From a customer perspective BCX has also moved
quickly to ensure the merged entity offers a higher
level of customer service. “One of the things that
we’ve already done in terms of our engagement
layer is to remove duplication. This has allowed us
to create clear points of escalation so the customers
know who to contact, who is managing their
account, and who makes the decisions.”
At the same time, Henning says the response from
customers to the new service offering has been
very positive. “We have significant business with
many of the big banks and they’re more than happy
to engage with the new BCX. Even though they had
dealt with Telkom Business and Business Connexion
before, they feel the new value proposition makes
more sense and is more cost-effective.”
An additional benefit to customers is the ability
to reduce the number of vendors they need to
work with. In the past many companies made the
choice to work with what was perceived as being
the best vendor in a specific space, but Henning
points out that the costs of managing multiple
vendors has continued to increase to a point when
it has become unviable. This makes engaging with
a single converged service provider an attractive

proposition.
Henning outlines the core areas that BCX sees as
critical growth areas for the next few years.
Cloud services are at the heart of the plan. With
the datacentres from both Telkom and Business
Connexion now in the BCX fold, the company has
over 15 000m2 of datacentres across the country, from
which it can deliver services.
“This infrastructure will allow us to move clients from
a traditional outsourced model to a more servicesoriented model, leveraging both the connectivity and
datacentre resources we have available.”
The importance of cybersecurity is something
that remains a critical issue for all organisations and
something that requires dedicated resources that

The strength of the
new BCX is something
that puts us in a
healthy position and
it’s not something that
our competitors will
be able to replicate
easily. Johann Henning

many companies can’t afford on their own.
As a result, BCX is investing heavily in its security
skills to ensure it can meet whatever gets thrown at it.
The other key area that Henning expects to grow
rapidly over the next few years is services around
the Internet of Things. Through its subsidiary Fastnet,
BCX has a strong team from which to deliver services
around this rapidly evolving market.
The one thing that remains clear is that the new
BCX, through its infrastructure, scale and depth of
skills, is well positioned to take on whatever the
market demands of it and deliver above and beyond
what’s asked of it.
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Crafting the future data
centre using Composable
Infrastructure

O

ne of the IT industry’s latest buzzword is ‘Third Platform’, which was a
term coined by industry analyst firm IDC as being the inter-dependencies
between mobile computing, social media, cloud computing, big data and
the Internet of Things. The Third Platform is expected to redefine many
of the accepted industry truths and to have an impact on ICT akin to that
of the industrial revolution’s effect on society a few centuries ago.

To put things into context, the first
platform is considered to be the mainframe
computer system, while the second
platform is the client/server system. Now
we have the rise of the Third Platform. This
is because it gives IT the ability to drive
new business opportunities by quickly
delivering revenue-generating products,
services, and experiences, rather than
simply providing technology to automate
internal business processes.
“The real challenge with current IT
infrastructure”, says Marco Vieira, Country
manager: Data Centre Infrastructure
Group at Hewlett Packard Enterprise, “is
that it’s just not good enough to fulfil the
demands of the idea economy. In the idea
economy it has never been easier to invent
a new product or service or develop a new
revenue stream.”
“Instead, a new architecture is needed
– one that’s designed to power innovation
and value creation for the new breed of
applications, while also running traditional
workloads more efficiently. This new

www.hpe.co.za

architectural approach is known as
Composable Infrastructure, and it’s going
to reshape how we think about the data
centre,” Vieira continues.
He explains that typically, infrastructure
decisions are made by the IT operations
team, such as the IT director and
IT administrator. These decisions,
naturally, are taken with operation and
cost optimisation in mind, making it
difficult to deliver on innovation that
will drive business outcome. This is why
organisations started to take applications
to the public cloud but many companies
are keen to explore other solutions due to
concerns about the longer-term financial
model and issues of lock-in and security.
“Generally, the IT needs for the data
centre are borne out of infrastructure
requirements, meaning that those
tasked with innovation – such as the
developers – can only work within the
rigid requirements of such infrastructure.
Composable Infrastructure has been
developed to enable the needs of both

the IT department and the developers,”
states Vieira.
“Composable Infrastructure gives
developers the ability to write code and
deploy services in a cleaner and quicker
environment, without needing to pull
in the entire IT department to assist
in its delivery. Instead, they can do it
by themselves, in a controlled manner,
because the fluidity of the infrastructure
makes it possible. You could say that
Composable Infrastructure is all about
providing the platform for application
delivery, coupled with economic
optimisation.”
Riaan Swart, HPE product manager
at BCX adds that Hewlett Packard
Enterprises (HPE) has adopted
Composable Infrastructure as a strategy
and has developed a platform that has the
ability to deliver on this message today.
“This is the HPE Synergy Platform,
which is built on the premise of scale and
fluid resource pools, which are focused on
enabling the delivery of applications, first
and foremost. HPE Synergy is the world’s
first platform architected for Composable
Infrastructure and can support applications
running in virtualised, containerised and
bare metal environments.
“HPE Synergy builds on the company’s
converged infrastructure knowledge and

(LEFT) R iaan SwaRt, HPE product manager at BCX
with (RIGHT) MaRco VieiRa, Country manager: Data Centre
Infrastructure Group at Hewlett Packard Enterprise.

experience, to deliver a new architecture
that can meet the growing demands for a
faster, more flexible infrastructure. It has
been built from the ground up to bridge
traditional and new IT with the agility,
speed and continuous delivery needed for
today’s applications,” says Swart.
“We have the right technology to
enable the future data centre, and BCX
– as a partner of HPE – is capable of
consulting with the client, understanding
their business needs and then translating
this into an offering that can bridge the
divide that currently exists between an
organisation’s IT and development teams.”
“BCX has different tiers within its
business that can bring together and
implement an entire Composable
Infrastructure plan for the data centre, for

a client. Moreover, we have the backing of
HPE, which already has global experience
in this regard to draw on. This means that
we can leverage from global vendors’
capabilities to ensure a swift and efficient
implementation,” he continues.
Swart adds that HPE Synergy will be
a platform that will continuously drive
innovation and is something that will
develop far beyond what it’s capable of
today. HPE, he says, already has a strong
vision of where this platform is going to
grow to.
“From a BCX perspective, we have
stated that our aim is to ‘take your
business into the future’ – to do this
properly, you will need true data centre
flexibility, and Composable Infrastructure
will be what gives you the ability to

change your business as you require and
as your demands change. It is focused on
delivering the networking, storage and
compute power your business needs, as
and when it is needed, and in the volumes
required – and that’s where the true future
of the data centre lies,” he concludes.
www.hpe.com./info/composable
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Where next for
convergence?
Why converged communications
is actually just the start of the
opportunities that the digital
journey presents businesses.
By Adam Oxford

w

Photo Mike Turner

hen it comes to IT buzzwords, few are as open
to interpretation as ‘converged communications’.
For some, its meaning is as dry as moving all-IP traffic for
voice and data. Ideally, it should just be there – as reliably
and invisibly as turning on a tap or flicking a light switch.
For Jacques Loubser, chief of Infrastructure Solutions, BCX,
converged communications is an opportunity to define
exactly what the new company stands for, can do, and to
remind and inspire a whole generation just how incredible
some of the technologies at our disposal are.
“As BCX, we combine the infrastructure and expertise of
the former Business Connexion and Telkom Business, giving
us a significant role to play in building a new innovative
brand,” Loubser says. “It becomes our responsibility to
upskill, generate new talent and opportunities for the next
generation. We must make it exciting to be in the industry
and be excited ourselves.”
For Loubser, market changes are creating real
opportunities to be more engaged with technology and –
ultimately – better at sales. The technology of convergence
opens conversations about how BCX can go back to every
single customer and re-evaluate how they can benefit from
digitalisation within their organisation.
“We need to have the right conversations,” he continues.
“We have to reflect back on what we think their business
priorities are. We see all customers as a digital business
now, and everyone in the organisation must be able to
articulate what a customer’s biggest business priorities are
and how digitalisation can help them achieve that.”
Loubser says that historically, sales conversations tended
to focus on the practical. There’s always been a ‘cautious
balance’ which led with core technology and speed, or to
reduce the most obvious costs. That must change.
“If we advise our customers that they, for example, need

10
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Jacques Loubser,
BCX

cheap connectivity,” Loubser says, “they will perceive us as
a company that provides low-cost internet and that’s where
the conversation will end. But if we talk about business
opportunities and processes and how we can help, then
the conversation changes completely.”
Selling an experience
“Converged solutions are the coming together of a whole
lot of components that previously were treated in isolation,”
Loubser says. “The evolution of technology is allowing us to
explore new business models.”
The other thing that has changed for BCX, of course,
is its ability to sell converged solutions as an end-to-end
product. It has the network, the connectivity and the service
packages to help customers benefit from convergence.
Loubser borrows language usually applied to consumer
technology rather than enterprise networking and CRM,
and discusses sales moving from solutions to conversations
about experiences.
“We understand our clients and know that they want to
innovate and deliver new products to their markets, while
continuing to focus on their customers,” he continues.
“When we start analysing where their investments should
be, we often find they already have the tools, but they’re
not deployed in such a way to harness the true benefits of
the solutions.”
From a network perspective, progress towards
converged communications in South Africa has been
inexorably moving to the point of ubiquity. While adoption
has been slower than some places in the world, it has
steadily gained momentum.
What’s held up adoption, Loubser says, has been the
high cost of connectivity and data. More importantly there’s
been little burning appetite for the tools which converged
communications allows.
In the same way that, for example, the US hasn’t adopted
‘chip and pin’ payments because its banking system works
well, or mobile money hasn’t caught on in South Africa
because traditional payment mechanisms aren’t broken,
so the adequateness of existing telecoms has slowed the
deployment of convergence.
“We’ve had convenience with communications,”
Loubser says. “In Europe a lot of business is conducted
across borders, for example, which requires effort
to travel. In the US, there are huge spaces between
commercial hubs. But here a lot of the economy is very
concentrated in relatively small areas. It’s always been
fairly easy to do business face-to-face.”
That’s changing, of course. As our cities get ever
more congested, companies are increasingly looking at
teleconference solutions to reduce time spent travelling.

Likewise, conversations around home-working are finally
taking place within corporate employers. Converged
communications enable these things, says Loubser, but the
successful implementation thereof requires a very specific
focus on culture within an organisation.
Work is an activity, not a location
“Part of the reason home-working hasn’t caught on
in the past is to do with the culture around
performance measurement,” Loubser says. “You’re
measured by being at work from 8am to 5pm and
having a lunch hour. Being measured on performance
rather than hours means you can work from anywhere.
The technology is just an entry point for digitalisation
strategies – it’s about removing some of the physical
blocks that have been around the office.”
Quite often, Loubser adds, firms already have access to
the technologies in hand, they just need someone to show
them how to be deployed.
For all its faults, though, South Africa has a relatively
mature market for converged solutions within the
enterprise environment. And that gives Loubser and his
team a competitive advantage when it comes to expansion
beyond our borders.
“We have a lot of key learnings that we can share with
clients across the African continent,” he says. “We’re doing
things in South Africa that are competitive with global
markets. Being able to take that to the rest of Africa is
something we’re very excited to take responsibility for.”

We see all customers as
a digital business now, and
everyone in the organisation
must be able to articulate
what a customer’s biggest
business priorities are and how
digitalisation can help them
achieve that. Jacques Loubser
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The evolution
of a brand
How do you bring together two
well-known brands in the same
sector and produce something
new that draws on both, but comes
out stronger? Ask BCX.
By Tamsin Oxford

I

Photo Mike Turner

f there was ever a company that set out on a dynamic
and demanding branding journey, it was BCX. The
journey started in August 2015 when Business Connexion
became a part of Telkom and the two companies
faced the task of creating one seamless solutions-based
business while figuring out the logistics of a clearly
defined brand. In July 2016, Telkom Business merged
with Business Connexion to become a powerful and
cohesive unit, and in November 2016, the final pieces of
the brand journey puzzle were slotted into place.
“Both Telkom and Business Connexion had equity in
their own right, each one bringing loyal customers and
employees to the fold,” says Jess Mason, managing
executive: Marketing and Communications at BCX.
“Business Connexion had a strong focus on a culture
of family and mutual growth, and in-depth customer
relationships. Telkom, while equally committed to
customer and employee experience, focused heavily on
thought leadership.”
The companies were quick to realise that a brand
architecture strategy needed to be developed, which
would map back to both markets and organisations. A
brand was required that was inclusive of the strengths
upheld by both Telkom and Business Connexion, but
which was capable of defining itself as an independent
entity within the Telkom Group.
“Creating a brand doesn’t happen overnight,” says
Mason. “Even the strongest brands in the market took
time and focused energy to build themselves to a
reputable level. We’ve used the time since the merger

12
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to do a lot of research into brand awareness, how each
brand was perceived and the changes that need to be
put in place. While each brand had built its own level of
equity and market share over time, we needed a new
brand that would be able to create a broader level of
appeal and bridge the gap.”
In addition to these challenges, the company had to
ensure that the new brand didn’t move too far away from
previous messaging as this would result in too much
client confusion. “The company stayed focused on the
brand attributes, recognising that it was a market leader
in the ICT sector with expert insight and capabilities,
and an impressive résumé. The final brand outline was
defined by these key characteristics – knowledgeable,
experienced, determined and owning these attributes,
while always dialling up the attributes of a visionary
brand over time to continue to provide innovative
solutions to the category.”
“We knew that we wanted the brand to uphold the
expert qualities of the two companies, and how we
value our customers and our commitment to them,”
says Mason. “It had to reflect the positive experiences
that customers have had with us in the past, and the
improvement they would recognise going forward. It
also had to position us perfectly within the ICT space
as the company of choice when looking to implement
innovative and strategic solutions with sustainable value.”
The BCX brand is fresh and new. The design of the
arrow within the logo indicates the forward motion
of the business, perfectly encapsulating how the
company thinks and looks ahead for its customers
and its employees. Every part of the brand identity is
crafted around this visionary concept, showing how
the company is willing to push the boundaries for its
customers, always ready to take them to the next level.
“Everything about our brand is bold and brilliant,” adds
Mason. “Just as the market demands boldness from our
customers and our solutions, so does our brand identity.”
At the time of writing, the company had completed its
roll-out to staff and customers, and was in the process of
revealing it to the media. “The overall market sentiment
has been positive, customers appreciate the look of the
brand and the fact that the attributes of the company are
not just visual, but tangible.”
“Our customers know that we’re walking the walk
and that our brand identity reflects this perfectly,” says
Mason. “We will leapfrog off this launch, single-mindedly
building ourselves up to be Africa’s premier end-to-end
digital solutions provider.”

While each
brand had built
its own level of
equity and market
share over time,
we needed a new
brand that would
be able to create
a broader level of
appeal and bridge
the gap.
Jess Mason
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CUStOMEr-CEntrIC

It’s all about the experience
Ensuring customers experience excellence in service across the value
chain requires the right combination of people, processes and platforms.
By Rodney Weidemann

C
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ustomer experience, which encompasses not only
existing customers, but future customers too, is one
of the most critical components of business success.
More than this, customer service is an invaluable way
for organisations to differentiate themselves from their
competition, which is why the well-structured enterprise
always aligns towards serving the customer. By driving
customer loyalty, these organisations will not only retain
existing customers, but also attract future customers.
In order for service to be accepted as a core value of
the business, says Johann Henning, chief customer officer
at BCX, you need to ensure your customers obtain value
throughout the value chain.
“Delivering such value starts with collaboration. This is
something that needs to occur both between members of
the delivery team and with the customer themselves. Such
close collaboration is vital if you are to truly understand the
client’s business,” he says.
“It also encompasses innovation. As a service provider,
it’s critical to be agile and innovative at all times, allowing
you to evolve to meet changing customer requirements.
Finally, it includes service, something that should always be
conducted with integrity and excellence.”
Henning suggests that if the true differentiator today
is customer service, then businesses need to shift their
thinking away from the old product-oriented approach
to one where the customer is at the centre of everything.
It’s no longer sufficient to have experienced engineers
building great solutions that don’t fully serve the customer’s
needs.
“Centralising the customer in this manner requires three
core aspects of business working in combination: the
processes within a company have to be well-formulated
and aligned to servicing the customer; the platforms
(systems) you provide service from need to be agile,
integrated and robust; and your people need to have the
right skills, culture and attitude.”
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A new combination
Henning says that from a BCX perspective, getting these
‘three Ps’ aligned has been quite challenging, as the
merger with Telkom Business introduced separate distinct
platforms for billing, order fulfilment and fault handling, that
need to be unified. There’s also a vast array of processes
requiring integration.
A major positive aspect of the integration is the
combination of the skills of the two historical organisations,
meaning the new organisation arguably has the biggest skills
base across all aspects of ICT services. Positioning itself for the
‘Fourth industrial revolution’ and new generation IT services,
he adds that the business is in the process of determining
exactly what abilities and skills are needed to take it forward
and how employees can, if necessary, be re-skilled to assist
in achieving this. The second step related to skills, continues
Henning, will be to create an organisational environment that
attracts the best talent.
“Even as this integration process takes place, we’re focusing
on vertical-oriented segmentation so that we can logically
combine, by industry, those clients who likely have similar
requirements. As we want to ensure every client gets the
products and solutions they need, segmenting by vertical
makes it much easier to deliver the right product bundles to
each customer.”
“Because the customer is our core focus, we created the
customer experience function with an executive appointed
to focus on customer experience across the value chain. In
this way, we have a senior person facilitating the alignment
of the value chain towards service excellence. This role is
all about determining and understanding what challenges
customers face and then putting initiatives in place to address
these areas.”
He adds that when combining two organisations of the
size of Business Connexion and Telkom Business, there are
difficulties such as those already outlined, but there are also
enormous benefits.

Johann Henning,
BCX
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n increasingly connected world places new demands on all business types which, in turn,
poses a myriad of new questions. what data do we need to collect? what is relevant?
how should we interpret the information and learn from it? how do we turn insight into
action? what should be automated and how? the question is this: how do organisations
continuously adapt to manage risk or take advantage of new opportunities?

The answer for SAP is SAP Cloud
Platform – an agility layer that allows
businesses to collect, manage, analyse
and leverage information of all types,
to extend and connect to business
systems, and to innovate new edge
scenarios to allow the business to
continuously adapt and advance.
Using a cloud platform to deliver
continuous innovation is one measure
many companies are leveraging to stay
ahead of the pack – to out innovate rather
than be yesterday’s news. SAP is at the
forefront of platform innovation and
confirms that the business value is far
greater than the sum of the parts, when
a vibrant and diverse set of innovation
partners is enriching on an industry-wide
platform at scale, and delivering new
customer innovation at speed. That is why
SAP’s strategy is to equip our ecosystem
with the skills and capacity to build new
IP on the SAP Cloud Platform and deliver
value either as apps (packaged IP), or as
very agile digital transformation projects
(idea to concept in days and weeks).

SAP knows that the market is
extremely competitive and that it
is imperative to articulate the value
of building this innovation on SAP
Cloud Platform as opposed to others
platforms.
The short answer is openness,
breadth, understanding, enterprise
quality, and flexibility: we are combining
45 years of industry experience, with
best in class business capabilities, on
an open, agile and secure platform that
allows partners to extend, integrate
and build IP. The result is significant
additional business value to our
customers by enabling them to remain
agile in an ever-changing world, optimise
their business to be nimble and run
efficiently, and accelerate their digital
transformation strategy. Basically, the
right enterprise-ready apps, in the right
way, quickly.
The value to the customer is flexibility
and choice and no lock-in in a multicloud world. The reality is that there will
be multiple clouds. SAP’s advantage

Phone: (011) 2356000
Email: nicholas.maweni@sap.com
For more information on SAP Cloud Platform partners visit us here:

https://cloudplatform.sap.com/index.html

is that SAP systems drive the global
economy and digital transformation is
an extensibility game. It is impossible to
escape legacy – so you need to deliver
agility through continuous change by
extending and evolving what were once
stable core business systems – whilst
maintaining integrity and compliance.
SAP provides the platform and is
already the pervasive backbone of
global business which is now being
modernised with the introduction of
SAP S/4HANA.
The ecosystem enriches and enables
this backbone making it a win for
everybody. So, whether you drive digital
transformation through pure edge
innovation (edge to core), or are looking
to start your journey to SAP S/4HANA
(core to edge) – partner innovation
based on SAP Cloud Platform will be
pivotal to success. With 600 partners
building IP on SAP Cloud Platform and
15,000 partners supporting our GTM
and delivery – this is a great time to be
innovating with SAP.

Customer-centric

“Combining the scale and infrastructure that are some
of Telkom Business’ best attributes with the technical ICT
and integration skills that are the hallmark of Business
Connexion opens new doors for us. There’s a lot of
complementary aspects to the two businesses, and I
believe there’s enormous potential for both us and our
customers, moving forwards.”
“Combining these two organisations in this manner is a bit like
trying to build a plane while it’s in the air. We both have existing
customers to look after while we perform this integration of our
two businesses,” he says. “To signify the new organisation with
its values of collaboration, innovation and service, we recently
launched the new brand ….. BCX.”
Getting trendy
Henning suggests that the current trend towards digitalisation
and customer self-help is creating some challenges for the
customer experience function. He says that although in certain
sectors – such as financial services – customers are very keen
on self-help, as it means not having to queue for bank services,
in other industries clients still prefer personal interaction.
Therefore, as a provider across multiple verticals with multiple
customer demands, BCX remains very relationship-oriented,
focused on building and maintaining client trust. However, he
adds that in the interests of improving the overall customer
experience, the organisation is also deploying digitalisation and
self-help technology.
“Ultimately, it’s our view that digitalisation should help
us, both in terms of generating new revenue streams
and by enabling us to become more efficient. To get on
top of this trend and be able to utilise it to improve the
customer experience, we’re first deploying it within our
own organisation.”
Another trend playing a significant role in the customer
experience is big data. Henning says the amount of
information available provides an opportunity to gain indepth knowledge of the customer’s business.
“For us, it’s about how we use technology to understand the
customer better. This means utilising all avenues available to
us, including analytics, research, megatrends and more. This is
also why we segment customers into vertical markets, as this
enables us to more clearly understand the trends impacting
each industry and thus develop solutions to enable clients in
these sectors to become competitive in the future,” he says.
“This also offers us a clearer view into what’s coming down
the line, which means we’re proactively prepared, and thus so
are our customers, for disruptors that may appear in the future.”
Continuous value
Delivering continuous value begins with the ability to
understand the customer’s business better, says Henning.
“We’re using all means available to us to obtain this
high level of understanding, and are using this to develop
solutions specific to their industry and their individual
company requirements. We understand we can’t use broad
brushstrokes in developing these solutions, as what works for

a bank may not work for a retailer or a mine, or what works
for the public sector might not work in the private sector.”
“For us, continuous value means addressing client issues
like better service, cost savings and generating new revenue,
to name a few. After all, if a customer remains happy and
feels they’re getting value from the relationship, they’ll
continue doing business with you.”
No matter how good the service, it’s inevitable that, at
some point, something will go wrong that potentially will
result in a bad customer experience. The key to surviving this
lies in how well you react and close the loop. This boils down
to communication – if you keep the customer informed
about the situation, what’s being done to resolve it and when
they can expect restoration of service, the experience will be
less traumatic for them.
“Also, it’s quite often what you do ‘above and beyond’
solving the problem that’s remembered the longest. For

Because the customer is
our core focus, we created the
customer experience function
with an executive appointed to
focus on customer experience
across the value chain.
Johann Henning

example, if an airline suffers a long delay in its flight, but
arranges accommodation or meal vouchers for the stranded
passengers, they will remember how nicely they were
treated, not the fact that they were inconvenienced.”
“Ultimately, the aim is to keep your existing customers
happy and attract new ones. To do this, you need to ensure
that the underlying platforms are strong. You also need the
service you deliver to work well, and ensure your processes
are aligned and orientated towards service excellence
Finally, you need to have built the right culture and skills
in your people, so they can deliver the highest possible
level of service. Customer experience is really about the
journey from good to great. Making it great means having
customer experience embedded in your values and culture
and ensuring it comes through in your vision and mission,
so you’re in continuous alignment with your customers,” he
concludes.
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FUtUrE FIt

Making banks
future fit
The financial services sector is one of
those currently experiencing significant
assimilation into the digital world.
By Iwan Pienaar
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ew people can tell what the future holds, but being
prepared is a good start. One of the industries
that faces a significant shift in its business approach is
banking. Fortunately, the past few years have seen huge
strides made in preparing for a digitalised future. But, has
it been enough to stay ahead of changes to come?
“For banks, products and services are becoming
digital and customers are far more educated around
service offerings than in the past. Employees are also
increasingly viewed as knowledge workers. These
elements are combining to create the potential for a
major industry disruption,” says Tim Coetzee, chief of
Corporate Enterprise at BCX.
He feels that Fintech is leading the charge and has
become a major threat to banks worldwide. “Globally,
the industry is changing rapidly. Digital disruption is
happening all around us. Mobile has changed the
expectations of the millennial generation when it comes
to engagement. With this internet-connected generation
now hitting their 30s and entering senior management,
they’re becoming less forgiving of companies that aren’t
keeping up with digital innovation,” he says.
This has also seen Africa no longer able to shy
away from what’s happening globally around digital
innovation. Banks on the continent must remain on par
with international best practice and keep up with the
pace of change dictated by startups and Fintechs.
“One of the major challenges faced by banks is legacy
back-office and IT systems. Significant investments have
been made in home-grown applications and systems
that now need to be retired and make way for futureready solutions,” says Coetzee.
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Tim Coetzee,
BCX

Becoming digital-friendly
At times, some banks are seen to be quite traditional in
their adoption of technology and others very innovative.
It is this dual role that remains a challenge especially
when it comes to foregoing legacy solutions. The reality
means banks don’t have a choice in the matter.
“If banks don’t stay innovative they’ll be challenged
and potentially overtaken by Fintechs. Even smaller
banks are proving to be quite agile as they don’t have
the reliance on legacy systems like the traditional big
players in the industry, but there needs to be a balance
between innovation and legacy solutions,” says Coetzee.
“Banks should try to make incremental

at ways of reinventing themselves,” adds Coetzee.
Changing value proposition
Mario Paes, executive consultant for Group
Strategy at BCX, argues that the banking value
proposition needs to be different.
“It’s encouraging that banks are moving
towards a universal view of their customers.
Because Fintechs are not built on traditional silos,
they already have this single view and therefore
can provide rapid financial assessments,
recommend optimum product and service
options and ‘new generation’ insurance policies
and investments,” he says.
“These omni-channel and customer-centric
enhancements are resulting in environments that
can take artificial intelligence and analytics, and
delve deeper into customer buying behaviour
and identify new business opportunities. Currently,
digital is a piecemeal approach. The entire
leadership needs to become digitally-savvy to
enable transformation of the strategy and culture
within the bank,” adds Paes.
African disruption

Banks have a unique opportunity to create and lead
with digital agility. Given the rise of chat bots and other
technologies, it’s not that difficult to do. Tim Coetzee

improvements and not cannibalise themselves. It’s not
good enough to create a digital bank within existing
operations. If the bank is to balance its infrastructure
with the demands of a disruptive environment, it
must create a digital entity outside of the traditional
environment,” he says.
However, the reality is that banks aren’t able to ‘rip
and replace’ legacy infrastructure for solutions more
capable of a digitalised future. They therefore need
to look at specific steps to evolve into more digitalfriendly environments.
“Banks must move towards a disruptive digital
business model. Going forward, everything needs to
operate from a different culture. Some banks are already
quite successfully taking on a digital culture and looking

These challenges (and opportunities) aren’t
limited to South Africa. The rest of the continent
is embracing digital in different ways to be
innovative and capitalise on new customers who
expect more from their service providers.
“Just look at how Kenya has become a global
leader in mobile peer-to-peer payments through
the recent launch of PesaLink. This has disrupted not
only traditional banking but the entire sector. Now,
customers can make payments using their phones
without relying on banks as the intermediaries. The
rise of crypto-currencies is also gaining momentum
on the continent,” says Coetzee.
This, accordingly, is resulting in banks needing
to look at their future customers.
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Future fit

Mario Paes,
BCX

“With millennials already in their 30s, the next generation
of users will take what’s happening now and move a step
further in how they interact with banks. If banks don’t have
the necessary digital interfaces in this environment, then
they won’t remain relevant,” he says.
Globally, banks are looking at Africa for examples
of how using innovative technology can overcome
traditional challenges.
“In Africa, we need to get people to think differently about
banking. The old way of doing things and thinking about
banking can’t be maintained. For their part, banks need to
push regulators to also be more open and innovative when
it comes to their requirements,” Coetzee says.
Banks require a business redesign to move beyond the
traditional footprint.
“Especially in Africa, financial institutions need to reach
the unbanked market. The business opportunities in
this regard are huge but can’t be adequately targeted if
banks insist on pushing traditional models. The bigger
South African banks that have a footprint across the
continent can use this experience to touch on other
innovations working elsewhere and duplicating it in the
country,” says Coetzee.
Balancing the old with the new
Banks need to move towards digitalisation. “The entire
C-suite needs to buy into the digitalisation journey. And
even though many banks are appointing chief digital
officers, there seems to be very little momentum.
Fortunately, there are signs that they’re trying to amend
their digital infrastructure and align operations to meet
future challenges,” says Coetzee.
However, this isn’t happening quickly. Expectations
are that the next two years will see at least some of the
major South African banks disrupting themselves and
transforming for this digital environment.
“Banks have a unique opportunity to create and lead
with digital agility. Given the rise of chatbots and other
technologies, it’s not that difficult to do,” says Coetzee.
For Paes, research indicates that almost 90% of corporate
enterprises agree that the digital transformation must take
place. “Sadly, a fraction has prioritised it. Again, this has to
happen at the C-suite level and be aligned to a broader
digital strategy,’ says Paes.
“If banks want to become digital, leaders need to
realise it’s more than just technology. They need to
understand their future customers and listen to what they
require. It really is a case of listening, adapting quickly,
and offering what is needed,” he concludes.

It’s encouraging that
banks are moving towards
a universal view of their
customers. Mario Paes
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CLOUD

The view
from up high
Cloud offers both enterprise and
public sector inordinate potential.
By Tamsin Oxford
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he cloud is perceived by enterprise, public sector
institution and individual in a multitude of different
ways. For some there’s the potential of the Something
as a Service model, from Platform as a Service (PaaS) to
Software as a Service (SaaS), and for another it’s the shift
from the physical to the virtual (Infrastructure as a Service –
IaaS). Fortunately, when it comes to cloud, all views lead to
Rome as its ubiquity and capability allow for it to be cut and
crafted to suit the requirements of any business, regardless
of sector or perception.
“For the enterprise, cloud has numerous benefits,
dependent on whether they’re focused on going into
the public cloud or hosting a private one or even a
blend (hybrid) – which is the most common these days,”
says Charles Lalieu, Infrastructure Solutions executive,
BCX. “With the private cloud, the enterprise needs to
commit to hardware and software investment, which
is capital intensive, along with administrative control
and IT awareness. However, it’s a strong model for
the organisation with a heavy hand on the data and
which needs that level of control and wants to alleviate
security concerns. For others, the public cloud is as
equally powerful an option as it provides them with
partners in performance that share a commitment to
functionality and always-on availability.”
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Organisations such as Amazon Web Services, Google
and Microsoft Azure have developed models that provide
extraordinary scope for the private sector moving into the
public cloud. Their stacks can deliver a variety of services
and their cloud ecosystems can be tailored to fit specific
requirements and markets.
“When it comes to what cloud can offer the private
sector, it’s just phenomenal to see what’s available today,”
says Lalieu. “The hyper-scale companies like Microsoft and
Amazon have incredible services on offer, and they provide
the business with expertise and support that are highly
specialised and capable. What this means for the enterprise
is that it doesn’t need to be an expert in any one area to
get the full benefit of what it can potentially provide to the
business. The enterprise’s cloud partner does it for you.”
Cloud provides high availability with endless opportunity
to expand, change and adapt an offering with added
benefits of security. In the past, security was a concern
when moving to the cloud – now it’s one of the reasons
organisations are moving to the cloud. The benefits to the
private sector are obvious – scalability, control, functionality
and pay as you go growth. Of course, cloud doesn’t
come without its challenges and the enterprise needs to
enter the fray with eyes wide open. Know the challenges
and the threats, ensure that engagement spans the entire
organisation and not just the top executives, and introduce
solutions that have relevance.
The cloud, of course, provides the public sector with
the same benefits as the enterprise, but the challenges are
different, and the dynamics unique.
“A lot of the solutions on offer for the public sector have
incredible potential to transform the government services
landscape – from city to rural town to intelligent geospatial
systems,” adds Lalieu. “The introduction of cloud-based
platforms can provide the public sector with the tools
it needs to streamline legacy systems, speed up old
processes and even capture data with greater efficiency.”
The data realm
It’s in the realm of data where cloud can offer the public
sector something extraordinary. The tools that are now
available can harness the intelligent insights within the data
generated by government processes and digital-savvy
citizens, and allow for the government to interpret the data
accurately. It’s entirely possible to structure cloud in such a
way to create data lakes from which analysis can be pulled,
titbits gathered and actions measured.
“Ultimately, the ability of the public sector to tap into
this stream of data to pull insights of value will benefit the

Charles Lalieu,
BCX

Security, governance,
certifications, scale,
on-demand, flexibility,
complexity – these
are just some of the
advantages that cloud
brings to the table.
Charles Lalieu

citizen,” adds Lalieu. “It will also benefit the municipality
and the services it offers, the efficiency of these services
and the ability to improve on them in real time, with
measurable results.”
Already, people can drive down the road in South Africa,
dodge a pothole with practiced ease, pull over and take a
snapshot and report it instantly. Within hours, that pothole
will have been flagged and filed in the public-sector system
and a workforce dispatched to repair it. The days of citizens
bathing in potholes to make a point have been ended by
the possibilities of the cloud.
“Security, governance, certifications, scale, on-demand,
flexibility, complexity – these are just some of the
advantages that cloud brings to the table,” says Lalieu. “And
this is to every table, both enterprise and public. Consumers
benefit from the improvements in service and delivery,
product and capability when the enterprise truly harnesses
the potential of the cloud. The same can also be said for
the public sector where improvements in infrastructure and
red tape make all the difference to the citizen.”
At BCX, cloud has long been a priority and a significant
part of its journey as a company. More than ten years ago,
the company recognised the potential of the cloud and
paid attention to it. Today, it means that it’s ahead of the
curve for business, government and vendor.
“We run a multi-vendor strategy to ensure that clients
can access tools, services and solutions that work for their
businesses,” notes Lalieu. “We don’t believe in one provider,
one toolkit. Cloud has to be formulated to map back to
the physical, the product, the company and the situation.
Otherwise it’s just ticking a box without the benefits.”
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COLLABOrAtIOn

Working well
with others
How collaboration and unified
communications are going to
change the workplace.
By Adam Oxford
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ou can’t sell something unless you know how to use
it, says Arnold van Huyssteen, managing executive:
Converged Communications at BCX. So, when it comes
to helping sales teams understand the complex benefits
of unified communications (UC), if only there were a
large company going through a transformative process
that involved a massive infrastructure overhaul, new
headquarters and bringing together workers in satellite
offices around the country to practice their pitch.
A company not unlike BCX, for example.
“It’s important for our customers to see that we’re
adopting these digitised processes and technologies inhouse as we try to convince customers to do the same,”
Van Huyssteen says.
The company has most certainly embraced collaboration
technologies. Its new Centurion offices, for example, will
be based on ‘agile workspace’ principals. Everything is
open plan and designed to encourage employees to
move around internally between hotdesks. This is part of a
process towards building a flexible working culture where
people work from where they’re most productive: that
might be at home one day, in the middle of a large team
the next.
“It’s been a bit of a shock for some,” admits Van
Huyssteen. “Especially for those who were used to having
their own offices. But the point where people ‘got it’ was
when they saw the direct benefits. For a while, a lot of us
were travelling from our old Pretoria office to Centurion
once or twice a day, but once people understood that
they could save a couple of hours of travelling and still have

24

SPECIAL FOCUS | BCX

quality meetings using videoconferencing, behaviours started
to change.”
Modern collaboration software offers knowledge workers
the ability to work together, sharing documents, instant
messaging, videoconferencing and so on. If someone needs
to move to a quiet area or coffee shop, where they feel they’ll
be more productive, they can do so without breaking the
continuity of their work environment.
Obvious benefits
Van Huyssteen says that it’s one thing to give staff UC tools, but
getting them to use them to their full potential usually involves
pushing towards a tipping point where the benefits clearly
outweigh any learning curve involved.
There’s also been a lot of bad experiences which put
people off.
“Videoconferencing and using things like smart whiteboards
online are already mainstream,” he says. “But historically it’s
always been a battle to get the more advanced features of UC
to work. Now it’s all a lot easier.”
What’s important, Van Huyssteen says, is to recognise those
limitations. Desktop video hasn’t really proved itself, for example,
as a natural successor to a phone call or e-mail, due to quality
and end-user device issues. But there’s no questioning the value
of high resolution conference cameras and dedicated rooms,
and once you’re used to using them internally the next step
is encouraging the use thereof with external customers too.
Desktop devices will now follow quickly.
“The ability to bring social media and messaging clients into
UC is important too, especially when communicating with
customers. They want to communicate on the platforms that
are familiar to them,” Van Huyssteen says.
Don’t rush the journey
While BCX has made considerable investments in what it
considers best-of-breed OEM platforms, such as Cisco for
enterprise clients and Broadsoft for the mid-market, Van
Huyssteen says that overall the company is platform-agnostic
and accommodates any particular vendors that clients prefer.
This has two key advantages, it gives BCX access to a wide
ecosystem for solution components that can cater for a specific
client’s needs, and it means that the firm can also integrate
existing and older technology with relative ease.
“We can create a customer journey for an organisation that
wants to adopt UC, so the investment is spread over a period
of time,” Van Huyssteen says. “We can move the control units
to the cloud, for example, while still guaranteeing that existing
endpoints will still work.
“The final cherry on the cake is that we can support most
technologies in-house,” he adds. “We have no reliance on
third parties.”
Through the cloud
Aside from the productivity benefits of UC, Van Huyssteen is
also keen to point out the cost benefits too. By its nature, UC is
a software-defined environment, best when it can be accessed
anywhere via the public cloud. And more companies are

Arnold van Huyssteen,
BCX

starting to see the cost benefits in moving
technologies to the cloud. But just like the
UC solutions themselves Van Huyssteen
says there’s an increasingly mature view in
the market that you don’t have to have all
or nothing.
“We don’t need to get customers to
invest in new hardware,” he says. “Most
of the solutions allow you to go to hybrid
solutions first and then move to full cloud in
your own time.”
The key driver in the market, though,
is the falling cost of bandwidth without
associated compromise on quality.
Affordable connectivity is still something of
a novelty, Van Huyssteen says.
“The whole concept of collaboration
has been around for ages, but it’s only
now that one can start offering solutions
in an affordable way. The bandwidth
to do video or shared documents was
expensive, but it’s affordable and reliable
now. Much more so than just three or four
years ago.”

The whole concept
of collaboration has
been around for
ages, but it’s only now
that one can start
offering solutions in an
affordable way.
Arnold van Huyssteen
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COnvErGED COnnECtIvIty

Connectivity,
digitalisation, smart
cities – oh my!
In an increasingly digital world, government
needs partners to assist it in overcoming
the many technology challenges in its way.
By Rodney Weidemann
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he public sector in South Africa is faced with many
challenges, some of which are more acute than
even in the private sector, such as the demand to do
more with less. At the same time, the demands on
government can be even greater than on ordinary
companies. For this reason, government needs
assistance from the private sector if it’s to achieve
its goals of driving connectivity to the population,
increasing digital citizens and developing smart cities.
“There’s a lot that private enterprise can do in this
regard,” says Themba Gumbi, chief of Public Enterprise
Sales at BCX. “Enabling two-way communication
between government and citizens is critical, and this in
turn requires solutions that have the ability to integrate,
orchestrate and deliver communications to a range of
participants. BCX not only has solutions like this in its
stable, but we also have a strong partner ecosystem
that can assist the public sector in developing new
communications solutions and new possibilities
around how to communicate.”
He suggests all that’s needed is proper engagement
between the parties in order for BCX to clearly
understand what government requires. Once this is
known, prioritisations can be put in place and these can
then be executed on.
“The merger between Business Connexion and
Telkom, which created BCX, has resulted in an
organisation with massive capabilities and expertise
it can leverage. We’re ideally positioned to assist
government with its complex requirements.”
The connectivity conundrum
Gumbi says the first challenge to be overcome, from
a public sector perspective, is to provide universal
connectivity. The United Nations has determined that
connectivity is a basic human right, which means it’s
imperative this problem is cracked.
“Solving the challenge of providing connectivity to the
nation, particularly in the more remote and rural areas,
will necessitate a different approach. This will require not
only collaboration between government and industry,
but will also entail a lot of ‘give and take’.”
“Firstly, it’s important to put mechanisms in place via
policy to drive a stronger focus on, and prioritisation of,
rural connectivity. Then government will also need to
consider incentives – to drive this forward.”

Themba Gumbi,
BCX
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Gumbi says that a straightforward economic case
can’t be made by private companies for putting
connectivity into these areas, but reward always drives
behaviour. Therefore, if government can incentivise the
private sector in some way, industry can play its part in
driving the country’s socio-economic agenda.
”We should also be willing to look to what has been
achieved in other developing nations, via various
forms of public-private collaboration. There has been
substantial success achieved in some other countries by
looking beyond the traditional options and focusing on
emerging technologies that are more suitable and often
come at lower costs.”
The digitalisation wave
Digitalisation is something that will play a critical role in
driving government forward, he suggests, because at
its essence, it is all about doing more with less.
“We must remember, however, that in a country
with high levels of unemployment, skills shortages
and a large number of people living below the
breadline, technology isn’t always viewed as a
necessity – at least not in the same way as food,
shelter and jobs,” says Gumbi.
“Government is in a tough situation, as there’s a
feeling the basics should be in place before money
is spent on technology. This is a challenge in most
emerging economies, but the real problem is that
without access to technology, it becomes increasingly
difficult to get the basics in place.”
What’s needed, he continues, is to prioritise which
areas should be digitalised first, so these can then have
a catalysing effect on government and help it to quickly
unlock value, both for itself and for the citizens.
“Basically, the idea is to create a snowball effect, so
that what’s digitalised first will achieve the greatest
results with the least input. We can’t afford to have the
digitalisation wave pass us by, as trying to catch up after
the fact will only create additional problems. It’s vital we
prioritise where to digitalise, so we can focus resources
most effectively.”
Getting smart
Asked about the drive towards smart cities, Gumbi
says BCX is well positioned to assist municipalities in
their drive towards such ideals. The company, he says,
has a strong understanding of the public sector and
has plenty of experience in working closely with local
government.
“We not only have the capability to enable the
infrastructure level, but we’re also experienced at the
application level. This means we’re well positioned to
enable smart cities and create the platform for them to

succeed. Add to this our robust partnership ecosystem
and the fact we work with some of the best global
enterprises that have experience in deploying smart
solutions into cities around the world, and we can help
move smart cities from concept to reality.”
He indicates that BCX is already working with
some metros in this respect. However, it must be
remembered the smart city concept is so broad, with
many things falling under the definition. The first focus
has to be to identify the areas to work on to build a
foundation to truly enable the smart city of the future.
“The key to success in the broader smart city
endeavour lies in placing the right focus on the right
areas. South Africa has a young population that’s
thrilled by technology and grassroots innovation is
strong.”

The idea is to create
a snowball effect, so
that what’s digitalised
first will achieve the
greatest results with
the least input.
Themba Gumbi

“What’s needed is to create a culture of innovation
and encourage more youth to study maths and
science, to focus on technology and to understand the
opportunities that technology offers.”
“As for BCX, we’re committed to helping government
to transform itself, to digitalise and to develop next
generation smart cities. Our goal is to transform the
lives of citizens by delivering solutions and applications
that impact on critical areas like education, healthcare,
transport and citizen engagement,” he concludes.
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The digitalisation
foundation
Mobility is the most critical building block in
developing a strong digitalisation strategy.
By Rodney Weidemann
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igitalisation clearly represents a major technology shift,
not to mention a change in thinking and organisational
culture. In fact, digital transformation is the key to
competing in a new economy.
According to Andrew Dawson: executive for Business
Sales at Telkom, the move towards digitalisation is mainly
due to the advent of mobility, since that has been the
driver behind the growing demand for anywhere,
anytime availability and accessibility of things, people
and technology.
“Mobility is certainly a critical building block of
digitalisation, and without mobility, digitalisation wouldn’t
have as much power. In the modern world, the ability
for customers, stakeholders and employees to transact
anywhere is a driving force for business, which is why
mobility is so important.”
“Of course, while mobility provides the foundation,
moving beyond this base is vital to achieving the required
level of seamlessness. If you want to leverage disruptive
technologies like the Internet of Things (IoT), you will need
to have fully embraced digitalisation,” he says.
Data trumps voice
Bearing in mind the importance of mobility to
digitalisation, BCX has been disruptive in terms of how
it takes its mobility services to market. The building
blocks for mobility at the foundational level are voice,
data and connectivity.
“While voice has traditionally been the driver in this
space, with the others initially viewed as little more than
add-ons, we’re now seeing data on the end device as
driving demand. Mobile workers are far less concerned
about voice than they are about always being connected.
For this reason, we have turned the model on its head and
begun delivering data and connectivity as the service,
with voice as the add-on,” Dawson says.
“Our on-network voice services are free with specific
enterprise data packages, which has led many customers
to move to us, due to the fact that they’re saving anywhere
from 40% to 50% on their existing mobile spend.”
For BCX, mobile is an important component in the
end-to-end solution it aims to offer customers. Dawson
says that BCX’ parent company Telkom has the network
and the ubiquitous coverage across South Africa to ensure
mobile delivers on the voice, data and connectivity
requirements of businesses.
“Of course, since mobile is the foundation of
digitalisation, another component we seek to offer is how
to enable disruptive technologies in a secure manner. To
this end, we cater for end device management for the
enterprise. Mobile device management is about enabling
beneficial approaches like ‘bring your own device’ while
protecting company confidential data and the network
itself. This is done through a combination of technology

and the implementation of new processes and policies,
which govern the use of mobile devices in an enterprise.”
In conjunction with this, he continues, the company
has relationships with all the major original equipment
manufacturers, which means it’s able to provide the full
range of end-user devices to a client company as well.
This means that whether they require specific devices
for security reasons, or even ruggedly built ones – for
industries like construction and mining – these can be
supplied as part of the end-to-end solution.
“Naturally, once the mobility part is taken care of,
enterprises need to plan a roadmap of how to continue
their digitalisation strategy. This requires an experienced
partner that can assist them in taking things to the
next level, such as the development, publishing and
management of applications.”
A mobile future
Dawson says it’s not just the private sector that needs
assistance with its digitalisation strategies either.
BCX is also working closely with the different tiers of
government, to assist the public sector in driving a
digitalisation agenda via mobility.
“An example of this is the solution we’ve developed for
government to help improve digital citizen engagement.
It focuses on government-to-citizen communications and
is about helping municipalities build better relationships
with their constituents. Designed to work on both feature
phones and smartphones and foster bi-directional
communications, it’s the first step towards a digitalised
future that includes smart cities.”
“This is the digital future we’re aiming for,” continues
Dawson. “True smart cities, governments and enterprises
leveraging the IoT, using big data and analytics to
understand the customer or citizen better and so on. And
of course, mobility is a massive component of this, and
something that’s only going to become more necessary.”
At its most basic level, the GSM network has been used
for more than a decade for telemetry-type solutions, and
with the rise of the IoT, this will continue to grow. You can
collect all the data you want from all the sensors in the
world, Dawson adds, but if you can’t send it back to the
relevant database, it remains useless. The mobile networks
also provide the answer here.
“So, while mobility is only one part of the bigger
digitalisation strategy – alongside cloud, big data,
analytics and the IoT – mobile itself is the enabler for all
these other disruptors.”
“I suppose at its most basic, digitalisation is about
having the ability to disrupt business models, as well as
being able to transact. If you can’t transact, your business
is little more than useless – and mobility gives you that
ability in real-time, from anywhere, at any time and
ultimately from any device,” concludes Dawson.

Mobile workers are
far less concerned
about voice than they
are about always
being connected.
Andrew Dawson
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No place to hide
Organisations have no choice
but to be part of the connected
internet economy, but this brings
risk for large and small enterprises.
By Ciaran Ryan
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nformation security should be an enabler in this economy,
and not a grudge investment, says Eric McGee, managing
executive of Information Security and Managed Network
Services at BCX.
“Information security is the cost of participating in the
internet economy. It’s the ticket to the game. However, we
always tend to overcomplicate the execution and make it
difficult. Organisations’ information security defence strategy
should be simplified. It should primarily aim to understand
what are the most important information systems and
data. These should be protected by building ‘high walls’, so
that any anomalous activity in or around these walls would
trigger at multiple points in the infrastructure,” he says.
“In other words, specific protection for the high value
assets. Don’t forget the lower walls and more generic
protection still has its place to deter and channel malicious
attention to easier targets.”
One of the fundamental controls currently in place
requires passwords for authenticating users. McGee
says multi-factor authentication is crucial and it should
be implemented in a way that makes it easy for users to
utilise. For example, smartphones are now pervasive and
are ideal for this purpose. The user’s location is known
through GPS, so any attempt to log in at an unusual location
could be grounds for assuming the phone has been
stolen or hacked. Smartphones also make it possible to
use biometrics such as fingerprint readers, cameras and

eric McGee,
BCX
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microphones to add a further layer of authentication for
online transactions.
These technologies are already broadly available,
though not utilised to the extent they should be. They’re
only slightly more cumbersome to use than existing
security measures, such as username and password
logins, but the increase in security is exponential once the
potentialities of smartphones are added to the picture.
Not if, but when
McGee says in today’s threat landscape it’s inevitable that
attacks will occur. “If they do, an organisation must be
resilient by being able to recover from the impact. A wellrehearsed incident and disaster recovery plan must be in
place. Offsite backups must exist, and these must be tested
regularly.”
It used to be that small and medium-sized businesses
went relatively untouched by cyber hackers, who
traditionally targeted the bigger firms with deep pockets.
That’s no longer the case. Numerous studies show that
small businesses are now being targeted almost as
frequently as larger organisations.
For a small organisation, the effects can be devastating –
even life-threatening.
McGee explains why small businesses are becoming
the preferred target of attack for hackers: “First of all, small
businesses have tended to rely on their obscurity as their
primary line of IT security defence, while putting in place
some rudimentary security measures. Unfortunately, this
is no longer good enough. Bigger companies, because
of their large investment in IT security, are harder to crack.
Smaller businesses are seen as easier targets.”
Small businesses are also seen as stepping stones
into larger companies. By hacking the data networks of
smaller companies, many of them are vendors to larger
organisations, hackers are sometimes able to sneak in the
back door to bigger companies with deeper pockets.
McGee cites an example of a small South African
organisation which found itself hostage to ransom
demands from a hacker who managed to infect
malware onto the organisation’s network. Unless several
hundred thousand rands were paid over to the hacker,
the organisation’s computer systems would remain
encrypted and therefore unusable. In this instance, the
matter was resolved by negotiating with the hacker who,
it seems, had a conscience and realised he was robbing
a non-governmental organisation and abandoned his
ransom request.
But not all attacks on small business end this happily.
Hackers typically enter the system through a legitimate
port and then figure out how to jump to more sensitive
areas on the network. Smaller companies are often slack
in maintaining backups, or keeping them onsite rather than
offsite. Finding your back-ups encrypted by hackers can be

a company’s worst nightmare.
“From our experience, small and medium-sized companies
often don’t understand the risks to which they’re exposed,”
says McGee.
Add POPI to the picture
Another factor which will impose a greater burden on
companies is the Protection of Personal Information (POPI) Act,
which is designed to protect personal information captured
and stored by individuals and companies. Personal information
is widely defined, including name, gender, race, religion, e-mail
addresses, employment history and salary, financial information
and membership of various organisations. The combination of
someone’s name and phone number and e-mail address, for
example, is a lot more significant than just a name or phone
number on its own. As such the Act defines a ‘unique identifier’
to be data that ‘uniquely identifies that data subject in relation
to that responsible party’.
What this means is that companies will require far greater
protections in place to guard this type of information and
regulate the way it’s handled. Here’s a potential scenario
posed by this new legislation: a hacker steals personal
information from your computer and then uses this information

IT security is seen as
a grudge spend until
you’re a victim of an
online attack. Eric McGee

to attack a third party. “In this scenario, even though you were
the victim of cyber-hacking, you could be held liable for the
hacker’s subsequent attack on a third party because you didn’t
take sufficient precautions to protect that information,” says
McGee.
No organisation – big or small – can afford to relax on IT
security. “By the time you’ve been hacked, it’s too late,” says
McGee. “This is a message I’ve been expounding for many
years, and I will keep on pushing this message. The risks are
huge. IT security is seen as a grudge spend until you’re a victim
of an online attack. My message is to address these threats
before they occur, not after.”
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Driving the
digitalisation wave
The Internet of Things has evolved beyond
a trend into a trending reality, one which
needs careful attention to succeed.
By Tamsin Oxford
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he Internet of Things (IoT) has become one of the key
drivers of digitalisation, but making optimal use of the
technology and the data it produces, requires that the
business pay attention to the details, not the hype. The
potential of IoT lies in the technology used to harness
it, and the strategies put in place to manage it. Without
these, the data is a meaningless storm in the proverbial
teacup – lots of noise, very little impact.
“The IoT concept has been around for some time, but
today it’s granting enterprises access to new realms of
information and data because the technology to do so is
increasingly becoming available, and affordable,” says Louis
van Wyk, managing executive: Industrial Solutions, BCX.
“Today, IoT allows us to fast track the analysis and
interpretation of data and establish how this information
can be converted into business value. For example, in
the industrial sector, plant level data has been available
for many years, but the accessibility and volume of data
has been more than what traditional analytics could
use in real-time. Data sources are often in very remote
locations, making it difficult to access. Now IoT allows us
to access remote data and blend it with shop floor data
to create insights that can make impressive contributions
to the business.”
Thanks to the ubiquity of technology and its everevolving landscape, there’s an increasing array of
solutions available to the organisation looking to eke
benefit out of IoT. The challenge is determining which
solutions are ideal for the business, how they can be
implemented to ensure sustainable benefit, and ensuring
they’re of value. It doesn’t matter how new or exciting
the solution may be, if it isn’t a strategic fit, it isn’t going to
deliver the benefits.
“IoT has ensured a level playing field where
organisations can interact with it in a consistent way, and

Splicing atoms and bytes
There has long been a desire to connect the physical
world to the virtual, to get as much information about
each realm as possible, and then develop methodologies
to analyse them effectively. As IoT becomes more
mainstream, these tools and capabilities are becoming
more proficient and the results they deliver are far more
interesting. And enterprises on the edge of innovation are
paying attention.
“Organisations are recognising the value of
digitalisation and how it can play a role in helping
their businesses evolve alongside the evolution of the
market, customer and technology,” says Vish Rajpal, chief
of business solutions, BCX. “They’re asking us – how
can IoT help improve my revenue, reduce my costs,
streamline my processes and make decisions in a more
agile fashion? IoT is an untapped lake of information
that can be used to answer every one of these business
questions. That’s the true value.”
The business must establish how it is to articulate this
information, especially in terms of the use of big data
and analytics. The technology is increasingly capable of
dipping into the data, catching small sets at high velocity.
It can also be interpreted in real-time. So, if it can be
tailored to deliver tangible real-world results across
cost, productivity, capability and agility, then the value
potential is extraordinary.
Customer-driven
“At BCX, we’re led by what our customers want and the
conversations they’re having,” says Rajpal. “And right now,

IoT is what our customers are talking about. Our solutions
and innovations in the IoT arena are being driven by
customers looking for digital answers to common
business questions.”
One of these questions is finding a way of internalising
and realising the value IoT and creating models which
unwrap the value it presents.

Ian Duvenage,
FastNet
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gain a quality of insight that wasn’t around before,” says
Ian Duvenage, IoT executive, FastNet. “The real value we
used to take out of data was linear, but now the data
is being communicated back down the value chain
to allow for the business to make informed decisions,
change tactics in real-time and allow the organisation
to adjust. This is the real value of digitalisation – it goes
both ways, from automated decision-making delivering
insight to humans or machines directing it with
advanced intelligence.”

Today, IoT allows us to fast track the analysis and
interpretation of data and establish how this information
can be converted into business value.
Louis van Wyk
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“We’re seeing at least three clients a week, and each one
is talking about IoT and how to derive value from it,” says Van
Wyk. “Until recently, these discussions were largely theoretical,
but now the potential of the concept has been clearly
demonstrated in other applications, everyone is keen to take
a slice of the pie. But, there remains the need to convert this
potential into real world results. At BCX we’ve already done
this in several business implementations, and this is forming
part of our core focus as we move further into this landscape.”
Organisations have recognised the importance of
unlocking the data, using previously untapped information
and sources to glean insights that can give them a
competitive edge. They’ve also acknowledged that while
there is technology that can do this, fairly effortlessly, they
must know precisely what this information is being used for,
and why it’s being used.
“We can provide anyone with a product that can mine the
data, tap into IoT and translate the information into readable
results,” adds van Wyk. “However, there must be a companywide understanding as to what the end goal is and their role
in interpreting and using it. South Africa is not sitting behind
the rest of the world in this endeavour either; in fact, I would
say we’re one of the leaders in innovation and adoption.
Many of our solutions are incredibly robust because of our
notoriously harsh conditions.”
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From the front, from the beginning
As for BCX, the IoT landscape and its potential are not new.
In fact, since its inception more than 15 years ago, BCX has
been at the forefront of technology and the trends. When the
company started, it was focused on cloud, something few
believed would ever take off. Today, cloud forms part of its
core business, providing a platform from which it can create
dynamic IoT solutions.
“We’ve always been ahead of the curve and anticipated
where our customers are going, listening to what the
market is telling us,” adds Rajpal. “We invested into IoT from
the start, before it became mainstream, and this focus is
paying off.”
IoT is fundamental to successful digitalisation. It is digital
which drives it, adds identity to objects, uncovers the value in
the created data, and which is interpreted by digital systems
that loop the information into learning curves and growth
paths. It is also within digital innovation that IoT will find its
return on investment.
“As we become more digital we look to commercial
models around IoT and creating solutions that circumvent
the traditional models,” says Rajpal. “The old methods don’t
work for IoT so we’re exploring transactional type offerings,
risk and reward investments and initiatives which drive
ROI and prove the business case for IoT. As BCX evolves
alongside IoT in this digital journey we’re becoming more
engaged and our solutions more intrinsically linked with the
potential of IoT and digitalisation.”
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Measurable value
out of big data
Turning data into actionable intelligence
with tools that define the trade.
Photo Various
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he volume of data generated by device, person,
platform and tool is increasing exponentially, and
this cascade of information isn’t going to slow down.
In fact, as more devices become connected to the
internet – a predicted 50 billion by 2020 – and data
collects in great lakes of information and insight, big
data is set to shift from trend and hype to an essential
business tool. A large driver of this shift is, in fact, the
tools being developed to tap into this data – capturing
it in measurable and quantitative ways to eke out valuedriven business insight.
“Structured and unstructured data has been around
for a long time, but now we’re finding ways to get inside
the data,” says Shamalan Soobiah, managing executive:
Telco Vertical, BCX. “In the past, we’ve been limited by
the technology at our disposal, unable to tap into the
volumes of data and synthesize information and use
it for business benefit. This is now an unfettered and
extraordinary reality thanks to technological evolution.”
Technology is allowing the creation of tools which
can turn the endless streams of data into actionable
intelligence. The key word here is ‘actionable’ – data
which has relevance to the business and adds value. It’s
essential that the business knows exactly what type of
insight it needs and aims the tools directly at this result,
otherwise it’s just more data layered upon data which
delivers little value to the organisation.
Four Vs
“Big data has to tick four vital boxes – volume, velocity,
variety and value,” says Soobiah. However, variety will be a
key driver of big data investments as businesses focus on
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integrating numerous sources of data and seek to mine it
for value and insight. “If your business doesn’t know what
it wants from the information that’s pouring forth from
phones, devices, platforms and things, then it won’t get
any actionable value from it,” he says.
In step with what technology offers as advancement –
strategy alignment and the role of data scientists are also a
vital part to truly realising the value of a big data investment.
Today data can be best described as vast lakes of
information, pools of data gathering at the base of the
cascades of input. With this imagery in mind, it’s easy to
see how complex it can be to navigate without some
measure of guidance or accuracy of vision.
“At BCX, we ask how we can help organisations capture
and store their data using technology to deliver strategic
value,” says Vish Rajpal, chief of Business Solutions, BCX.
“Then we can send the technology in to swim in the lake,
looking for the right information and connecting the right
dots, resulting in real insight that the business can use to
transform and grow.”

It’s an exciting field that goes beyond just the potential,
and into the imaginable and the possible. Machine
learning can be harnessed to tag files, link insights and
search for data that points in specific directions. Data
scientists come into their own as they look at the data in
new ways, uncovering avenues of analysis that previously
were never thought of, much less put into play.
“We can do so much more with the data than ever
before, and we’re actively recruiting data scientists
and developers who can look at these lakes with fresh
eyes and provide our clients with interesting ideas,”
says Rajpal. “However, we always balance the potential
with the practical, asking why the business should look
at that data, how it will deliver measurable results and
what its value is. Ultimately, big data must support the
vital points of budgets, costs, operations, automation,
streamlining and efficiency.”

it with increased efficiency. A good example is a service
provider that needs to repair broken connections or
systems to ensure clients receive seamless service. With
big data, the system can analyse the error submitted by
the customer or alert, determine if it needs a crew to go
out or a simple reboot, ensure that if a crew does go
out the correct tools for the job are taken, and inform
the customer of the progress. This way, the crew doesn’t
make two trips – one to assess and one to repair – and
the customer experiences limited downtime, if any.
“Highly focused and targeted big data analysis talks to
reducing costs and improving customer retention and
experience,” says Rajpal. “The disciplines of big data and
analytics are about the end result and delivering real
business value. We cover all the disciplines, providing
organisations with relevant and accurate tools which
deliver tangible results alongside ongoing service to keep
the insights coming and the business improving.”

Customer insights
In addition to adding value to the business across the
standard pain points, big data can play a significant role
in building customer intimacy. This is key, especially in
crowded markets drowning in similarity of solution and
disruption dissolution, the customer experience has
become a defining factor in success or failure.
“Every organisation should have the customer at the
centre of its ethos, and big data can help them define
this,” says Soobiah. “We have the tools the organisation
needs to look at its strategy, assess the customer values
and experience goals, and then take this view back to the
data to uncover how the business can improve or use the
information to stand out. We’ve actually delivered on this
promise for a variety of use cases and seen extraordinary
success, especially in the telecoms sector.”
Big data can also drive workforce efficiency, which
not only hits the price pain point, but customer
experience too. Proper analysis and experience can
help to determine the issues and the challenges in
the business, big data can be then used to establish
precisely what each situation needs and how to resolve

Big data has to tick four
vital boxes – volume, velocity,
variety and value.
Shamalan Soobiah
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Better together
The BCX group is an umbrella for a number
of different businesses, but thanks to a set
of common core strengths, its offerings
can meet the growing demands of a wider
enterprise market.
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is defined by its successes and impressive
repertoire of products, solutions and services.
The company provides some of the most advanced
information and communications technology offerings in
the country, building partnerships with clients and people
to ensure that its solutions are always seamless, and
technology always up to date.
“The value we offer can be found in the diversity of our
portfolio alongside our expertise,” says Ian Duvenage,
Internet of Things (IoT) executive at FastNet – a BCX
subsidiary. “We can take our offering to the next level as
we have so many customer options – networks, layers
of solutions and services – all under one umbrella. As
a company, we possess a huge amount of industry
understanding and insight which we use to ensure our
customers always get the best possible results.”
One of the biggest advantages of the BCX Group is its
diversity. The ability to place a wide range of solutions under
one roof, from the sensor or device to the WiFi, GSM or LoRa
network to the platforms to manage, refine and process the
data, and then intelligently blend these to create relevant
solutions. It is a smorgasbord of tools which can be woven
into a rich tapestry tailored to suit every client and their
individual requirements.
“We’ve been working hard over the years to ensure that
Integr8’s Nerve Centre platform is IoT-ready,” says Rob
Sussman, joint CEO of Integr8, another subsidiary of BCX.
“We’ve taken many of our clients through the journey and
rolled-out IoT services from the Nerve Centre and we’ve had
some fantastic feedback.”
A broad portfolio
BCX has a number of core strengths. These include
its hands-on approach, the goal to become an allencompassing partner to each and every client, the vision
of being the digital partner of choice for organisations
around the world, and its move from a product-based
company to one which can deliver a comprehensive
ecosystem of value to clients and partners.
“As part of our shift from being primarily focused on
single point products to being more focused on a holistic
and strategic offering, we’ve paid attention to what our
clients want and need,” adds Sussman. “We’ve worked hard
to understand our client’s environments a lot better and
this has ensured we can help them become more efficient.
We’re also committed to the process of digitalisation and
ensuring data is more efficiently harnessed and shared,
giving our customers a strategic solution which will be as
relevant tomorrow as it is today.”
BCX is a market leader in providing digital services,
particularly in the growing realm of the IoT. The company

rob Sussman,
Integr8
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We can now take the
full stack to the client and
provide them with a true
end-to-end digital service
which can scale at will.
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has depth of experience across the multiple verticals
required to truly gain insight and benefit from IoT. This
experience also ensures that clients, regardless of market
or sector, can anticipate a tailored and strategic plan that
maps back to their industry-specific challenges.
Vertical specialisations
“We have extensive understanding of the pain points
which affect businesses in retail, financial services,
healthcare and more,” says Sussman. “We know the
impact digitalisation can have on their futures, the
costs they have to juggle and the results they need to
succeed. This affects how we engage with our clients,
providing support and insight so they can make the right
decisions.”
In addition to a bulging book of product, solution and
service contacts, BCX brings reach. The organisation
has operations across South Africa and Africa, as well

as operating entities in the UAE and UK. With this level of
international influence and accessibility, clients are assured
of the latest in tech, trend and transformation.
“With BCX, our clients can transform their businesses
and engage in the shift towards digitalisation knowing
they’ll always have access to best-of-breed technology
and advice,” adds Duvenage. “We’re always at the forefront
of innovation and design, creating solutions which are
sustainable, agile and flexible.”
Another strength inherent in the BCX Group is its
relationship with Telkom. This is of inordinate value to both
client and customer, especially now that Telkom Business
has migrated into BCX South Africa. This makes it the only
South African ICT player with a fixed line operator, and
access to its entire service pool, from connectivity to
converged services.
“This relationship allows us to bring even more value
to our clients as we can provide a much broader skill
set and market understanding,” adds Sussman. “With the
experience we’ve gained working with Telkom, we can
start our client engagements from a much higher base than
ever before. Our offerings to customers are truly holistic
and, with a deep understanding of the partner ecosystem,
makes us stand out.” BCX has certainly evolved from its
time as a standalone company to becoming a part of
Telkom. While retaining its identity, it has managed to
simultaneously transform its brand and capabilities. Today,
the offerings from BCX are significantly larger and come
with broad experience, strategic advice and relevant
support.
“We can now take the full stack to the client and provide
them with a true end-to-end digital service which can
scale at will,” says Duvenage. “Our solutions are scalable,
our experience extensive and our expertise constantly
evolving alongside technology and trends. We can offer
our clients something remarkable, and this is only set to
get better in the years ahead.”
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Althon Beukes,
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agreement, to very specific domestic agreements with
people who understand the challenges and culture of each
country.”

Driving African business
Digitalisation is a global phenomenon, but offers
a catalyst to emerging African economies.
By Iwan Pienaar
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usiness in Africa is evolving at a rapid rate. The increasing
digitalisation and willingness to embrace change are resulting
in organisations keeping pace with international trends while
looking at expanding operations in innovative ways.
It’s also impacting on the way multinationals are
approaching business on the continent.
“Until recently, these companies would contract IT
organisations from their home countries to provide support
to their operations in Africa. However, it’s incredibly difficult
for an ‘outside’ organisation to come into Africa and
understand some of the challenges on the continent and to
provide effective IT support in all 54 countries,” says Althon
Beukes, chief of International Business at Business Connexion.
For this reason, Beukes, believes companies are
increasingly looking at partners with local in-country
presence to navigate country-specific regulations and
operational challenges.
“Global organisations are increasingly relying on local
in-country contracted implementation and support of their
head office-approved ICT architecture. So, even though
the organisation carries a global brand, it adopts the best
practice of each country in which it operates for a more local
approach. The pendulum has shifted between a single global

embracing digital
Digitalisation has also resulted in a global ICT world where
every company is watching what every other company is
doing. Beukes says it’s no longer a case of just focusing on
local developments but learning from what any organisation
is doing irrespective of country.
“Just because we’re in Africa doesn’t mean our ambitions
are any less than an organisation operating in the United
States or Germany for example. However, we might be less
able to execute looking at the smaller economies in Africa
when compared to what our international counterparts are
doing on a country-level.”
Of course, this does create business opportunities for a
return on foreign investment.
“Currently, it’s scale that’s holding us back, i.e. if there isn’t
enough fibre to be rolled out there’s simply not enough
fibre. The distance between offices, especially in remote
locations, also impacts on performance. Companies want
to adopt cloud-based and virtualised technologies but the
performance often lets them down because of the distance
to a datacentre situated on another continent.”
But it’s not all doom and gloom, according to Beukes.
“The solution around connectivity is here. Providers are
switching on companies daily in these remote areas. Again,
this is where partnerships become vital as there’s no single
company that can provide infrastructure across the continent.
You must accept that your partner will partner. So, either you
contract with a multitude of organisations yourself, or you
trust your partner to do it,” he adds.
revenue drivers
Another challenge, especially for multinational organisations,
is having the ability to scale to a specific country.
“It’s complicated doing business in Africa. For example,
look at the recent penalties imposed on one of the mobile
telecommunications providers. You might say that a large
multinational has a target on its back because of the impact
it can make on the income of a country. We believe it’s
part of good corporate governance for any organisation to
manage their risk in a foreign territory by partnering with local
expertise.”
This, he says, is resulting in international organisations
needing to understand local legislation and being willing to
adapt business models accordingly.
“It’s therefore essential to look at partnering with
organisations that understand how to do business on the
continent and in specific countries. These can provide a
single interface to contract domestically and provide the
benefit of local partnerships,” he concludes.
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Look to the customer
Customer-centricity is the key to a successful digital journey.
By Iwan Pienaar
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Tony da Sousa,
BCX

M

uch focus is currently placed on the digital transformation
of organisations, both private and public. When it comes
to digitalisation, leveraging the combination of digital elements
and digital channels to provide for enhanced and personalised
customer experience, and new business models is vital.
Tony de Sousa, head of Vertical Solutions at BCX, believes
attention should be put on the customer and how disruption and
opportunities are created.
De Sousa argues that there are two schools of thought
surrounding this. “Conservative digitalisation is committed towards
reducing costs and improving efficiencies. It’s a highly internallyfocused process. The alternative flips this around and places the
customer at the centre of everything. It’s in this area where the
most success is likely to be gained as the customer is the ‘asset’ and
central part of a business, and key to it remaining relevant as part of
the digital transformation process.”
Mindset change
However, this does present organisations with challenges to
overcome, the biggest of which is not currently being structured to
be customer-centric.
“At best, some companies can claim to be product-centric.
Digitalisation therefore challenges the C-suite to embrace new
delivery models, new products and services, and a fundamentally
different way of doing business.” One of the ways to address this is
to gain insights into customers through analytics. Decision-makers
can then predict which products will get the most market traction.
More importantly, it enables informed engagement with customers
and provides guidelines to product teams to come up with new
solutions that help change behaviours.
“Behaviour is becoming a huge topic in business. It’s all about
really understanding your customer across all of your customer
touch points and interactions. If you embrace digitalisation in this
way, you’re re-building your company from the ground-up to play
in a completely different space. By embracing a data-driven and
real-time analytics approach, companies will be better prepared for
what’s required of them engaging with the digital customer.”
Financial services sector
In financial services, this shift is already happening. “Much attention
is placed on making a difference to the customer. However, no
two organisations approach this in the same way. Each financial
services provider needs to be viewed and assessed on its own
merits and business imperatives. Investigating what’s happening
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globally, moving that into a local perspective, and identifying
themes across the sector using this context provides impetus for
digital growth,” adds De Sousa. The top strategic focus therefore
must be on changing the customer experience. New technologies
are adopted more hastily by consumers than they are by business.
In this environment, the back office needs to transform quicker
and be more open to meeting the fast-paced requirements of
customer-facing solutions.
Other industries
Another industry driving this changing approach is retail.
“Enhancing the customer experience through an omni-channel
experience is the common denominator across most B2B2C
companies. From the store perspective, retailers are looking at
ways of enhancing the instore experience while getting more
information around their customers to create more tailored
products.”
In healthcare, there are also significant opportunities to embrace
a more digitally-led approach from both homecare and aftercare
perspectives. “The problem here is that for digitalisation to be
effective, there needs to be digital patient records. These simply
don’t exist in South Africa and the sharing of records is difficult
because the different providers use different systems some of
which are digital and others not. On the flip side, the affordability
and pervasiveness of mobile technology have seen m-health
solutions becoming more feasible, especially in rural areas.”
The m-health message feeds through to the public sector side
and the development of e-citizen services.
“It’s about fostering bi-directional communication to establish
relationships with citizens. Government wants to get a better
understanding of the citizens it serves and improve service
delivery to all South Africans. Partnering with the private sector to
help establish this digital profile for more effective service delivery
is an exciting prospect.”
Looking ahead
Irrespective of industries, digitalisation entails optimising processes,
improving efficiencies, delighting the customer or citizen and
meeting customer demands. “Decision-makers need to determine
how best to integrate the influx of data with real-time analytics
and use those insights to help guide the development of more
informed, personalised and digitally-led initiatives. There’s simply
no choice if they’re to remain relevant in an increasingly digitalcentric business environment,” he concludes.
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Grace Dipale,
BCX

Workers of tomorrow
Serving the client of the future, requires a
focus on growing the employee of the future.
By Eamonn Ryan
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mployers wishing to attract millennials entering the workplace for the
first time are essentially competing globally with technology talent
magnets like Google, Apple, and Facebook.
BCX’s strategy has been to adopt a futuristic employee value
proposition (EVP) capable of attracting employees away from top
technology companies, while at the same time retaining the talent it
already has.
Grace Dipale, chief of Human Resources at BCX, says the company is
continually refining a compelling EVP that’s already attracting the younger
generation by appealing to millennials’ unique motivations and aspirations.
“We’re about to move into a modern building located in Centurion. It
is environmentally conscious and will be offering greenery and a gym
to promote work-life balance. The new building also boasts lots of open
space to boost creativity and ‘coffee offices’ where our employees can
engage with each other,” says Dipale.
This is something new for the company, and while a focus on
innovation and agility is replacing a 9 to 5 culture and successfully
attracting young employees, she says a change management process
is also under way to aid in building a new culture to support business
goals. The change management is not only focusing on creating the new
BCX and supporting and preparing employees for the culture change
but it’s also facilitating the practices to more progressive and new age
management approaches.

Next gen appeal
“We’re aiming to attract the client of the future, and that
requires we first attract the employee of the future. The new
generation isn’t only the future employee but also the future
customer and client. They’re advanced in adopting the latest
social media platforms to recruit and enhance how the
company attracts employees in the ICT space. By 2020, 50%
of our market will be millennials and 50% of our employees
too and we need to be ready for them,” she says.
The acquisition by Telkom and consequent rebranding
of the organisation has presented the ideal opportunity for
BCX to re-invent its culture and values. “This wasn’t merely a
merger of two businesses and a synthesis of cultures, we’re
building something completely new. It’s an opportunity to
take the best of two companies sprinkled with a bit of new to
create something uniquely BCX.”
“As part of the Telkom group, we recently launched the
Bright Young Minds programme. A call was made, via social
media, to people ‘who don’t like 9 to 5 jobs’ to come in for
tests and evaluation. Without even knowing which company
or what sort of job they were applying for, applicants were
prepared to take a risk and arrived for the two-day session.”
“This is a different generation to what we’re used to – a
more adventurous type of individual who’s willing to give
anything a go. This compels us to simultaneously look at
our policies and performance management processes.
How do we measure such employees? How do we
manage them? Our response has to be a move away
from quarterly performance appraisals to one of constant
communication and feedback including continuous
feedback from colleagues.”
Getting the right sort of individual is paramount, but
acquiring the right skills mix is equally important. BCX has a
wide range of subsidiaries, requiring a broad range of skills,
however shortages are felt most in its SAP Retail and Solutions
Architecture business units. “We have dedicated internship
programmes in both these areas, while also equipping
existing employees with customer-facing skills.”
Transformation is a key challenge and BCX is looking
beyond race transformation to remedy the severe gender
imbalance throughout the industry. The company has
several initiatives in place to attract and develop women
in the ICT industry. The company isn’t without success
in this regard: two years ago, it was named the Gender
Mainstreaming Champion of the year for its initiatives at
promoting gender equality at Exco and board levels, and
throughout the organisation.
“We see this as a measure of our overall transformation
success, but we also use it as a target to surpass and
continuously improve,” concludes Dipale.
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Collaboration,
innovation
and service
BCX’s partners play a critical role in
enabling the company to deliver
great service to its end customers.
By Rodney Weidemann
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S

ervice delivery is one of the key means through which
modern businesses differentiate themselves. “BCX is at
the forefront of this particular area,” says Mervyn Goliath,
chief of Service Delivery at BCX. “Our focus is to ensure
that our customers experience increasing value and
maximum benefit from all aspects of the relationship.”
Goliath explains that the company’s approach to service
is one that’s embedded across the whole organisation,
and touches every employee. “We encourage all
employees to adopt an attitude and a culture of
ownership when it comes to matters affecting and
impacting customers. Customer service is everything –
and then the rest follows,” he adds.
“Our service delivery value chain encompasses all the
competencies required for a high-performance end-toend service-focused capability. We’ve designed a serviceoriented organisation, which incorporates quite distinct
capabilities like programme and transition management,
service integration management, IT service management,
a state-of-the-art global service management centre,
end-user management, delivery partner management
and a network service management centre for managed
services. We’ve arranged these competencies into a
‘service ecosystem’ where every employee in the service
delivery organisation has an intimate understanding of
where they fit, and how they complement the service
ecosystem. However, most importantly, we emphasise
how each employee, in their own individual capacity, can
impact service levels.”

Mervyn Goliath,
BCX

“Every role and every person in service delivery makes
an important contribution to the overall customer service
experience. What we do is more than just a conventional
approach to service – what we’ve done here is a little bit
of ’genetic engineering’. We have a service mantra we’re
inculcating, where customers should see the drive for
service excellence in each of our personalities. You just
can’t separate the human element in service. It’s a ’people
thing’ long before it’s a ’technology thing’.”
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HP Elite x3
The one device that’s
every device
The HP Elite x3 is HP’s first built-for-business mobile device
to deliver seamless phablet, laptop, and desktop business
productivity in a single device.1
Do more all at once.

Travels light, docks large

T tal security
To

Built for business

Eﬀortlessly switch between
phone, desktop, and laptop
experiences.2

Business-class security
features help protect your
sensitive data.

Enjoy on-the-go access to
your corporate apps through
HP Workspace.3

Apps from Windows Phone Store; availability may vary. Microsoft account, WiFi access and data connection required for some features and services;
carrier fees apply.
Not al
alll features are availl ab
b le in al
alll ed
ditions or versions off Wind
indows. Systems may require upgrad
aded
d and
d/or separatelly purch
hased
d hard
d ware,
drivers, software, or BIOS updates to take full advantage of Windows functionality. Windows 10 is automatically updated, which is always
enabled. ISP fees may apply and additional requirements may apply over time for updates. See microsoft.com.
1
Based on HP’s internal analysis as of January 14, 2016, of mobile devices preinstalled with Windows 10 Mobile, designed to pass MILL STD-810G
Land IP67 testing, the ability to run virtualized corporate apps on a big screen using an optional dock, and a biometric solution for security.
2
Optional dock required and sold separately. Peripherals sold separately.
3
HP Workspace software update for Windows 10 required and planned in a future release. Subscription required. Corporate application must
be licensed on corporate network for virtualization. Screens simulated, subject to change; Apps sold separately, availability may vary.
Microsoft and Windows are either registered trademarks or trademarks of Microsoft Corporation in the United States and/or other countries.

Learn more: www8.hp.com/za/en/products/tablets

Partners

Partners play their part
“Our vendors and partners are absolutely critical to the
approach; we wouldn’t be who we are without them.
After all, they deliver key elements of the underlying
technological framework which we then turn into a
product and service experience for our customers. BCX
has developed a collaborative recipe and distinctive way
of working with our partners, which is an integral part of
the service ecosystem. It’s not an extension of what we
do, but very much an integrated element. Key to this is
the emphasis we place on having certified specialists in
our own employ. It’s critical to have the right technical and
engineering competencies at our immediate disposal,
under our direct control, and then to complement this
with globally accessible resources in those instances
where we may need added measures of expertise and
experience. This approach is embodied in our value
system – it’s not just an operating model.”
The personal touch
Goliath says, from a service perspective, it’s critical to keep
in mind that the personal touch is key, as a bad human
interaction can easily cause damage to even the best
technology proposition.
“For this reason, we focus on ensuring that all customer
interaction with BCX must be treated with great care and
diligence. Fundamental things like logging a fault with
us, irrespective of the channel used, must come with
the assurance that it will be dealt with effectively and
efficiently. That comes back to the attitude of ownership
and our close collaboration with our partners.”
“To achieve a high level of service, our goal is to have
the internal capabilities to resolve customer issues.
However, if required, thanks to the close co-operation of
our vendors, we’re able to invoke a ‘better than industry
norm’ response from our partners.”
“Our aim is to have a matrix of skilled people with the
relevant expertise, in the right place at the right time and
with the service-focussed attitude – both our own people
and those of the vendor partners – so that we can invoke
the correct actions and responses to solve any given
challenge raised by a customer. We believe, given our
scale and our position as the largest ICT operator in Africa,
we have a great advantage. It allows us to successfully
engage with vendors in our ongoing efforts to optimise
our support and engagement models,” Goliath says.
“The rate of change in the technology landscape and
ever-evolving customer expectations requires the service
response to be a step or two ahead – all the time. What
we did yesterday or last year, however successful that
might have been, requires constant review to enable us to
stay ahead of the curve.”
The true path to service success, he continues, is to
focus on what you excel at without trying to be the best at
everything. BCX has had significant success in identifying

those vendors that are at the forefront of what they do
and then partnering with them.
Moreover, he adds, in today’s business world, you
must be careful to not only focus on partnering with the
larger vendors. “There are many small vendors creating
interesting and innovative solutions and products too
and we would be foolish to dismiss them simply due to
their size.”
Whatever their size, suggests Goliath, a vendor
relationship is not a one-way street. Rather, he says, it’s

BCX has developed a
collaborative recipe and
distinctive way of working
with our partners, which
is an integral part of the
service ecosystem.
Mervyn Goliath

about working together in such a way that both parties
benefit from the relationship.
“It’s also about the sheer level of professionalism we
demonstrate towards our vendors. While we may be
very demanding at times, there has to be a professional
and respectful engagement. It’s ultimately about being
able to work together in such a way as to make the
impossible, possible.”
“You could summarise our approach to working with
vendor partners through the three values that underpin
everything we do, namely collaboration, innovation
and service. This demonstrates great collaboration with
our vendors, which means we work closely together
to innovate and then we close the circle by delivering
fantastic service to our customers,” he concludes.
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BCX at
a glance

Tech areas of focus
• Cloud computing
• Unified communication and collaboration
• Converged connectivity and mobility
• Cyber security
• Machine-2-Machine (M2M) and Internet of Things (IoT)
• Big data analytics

Subsidiaries
• AppZone
• ANCO
• African Areté
• ACCSYS
• CEB Maintenance
• FastNet
• Integr8 IT
• NetCampus
• NGA Human Resources
• RDC group
• Smart Office Connexion
• UCS Technology Services
• UCS Solutions

Building partnerships

Global footprint

Partnering with clients to
support their business needs
through digital business
strategies and solutions,
enabling them to lead
change in their industries
instead of reacting to it. BCX
aims to make the impossible
possible through technology.

BCX’ geographic footprint
covers 42 countries in Africa
(114 countries globally). With
a physical presence in eight
African countries, in-country
support relationships in
another 29 countries and
remote fly-in support across
a further five countries.

Contact details
011 226 5111
www.bcx.co.za
info@bcx.co.za
@bcxworld

Other local offices
• Pretoria
• Centurion
• Johannesburg
• Pietermaritzburg
• Bloemfontein
• Durban
• Port Elizabeth
• Milnerton
• Cape Town
• East London
• Sasolburg
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Industries serviced
• Financial
•
• Mining, oil
•
and gas
•
• Retail
•

Fast facts
• BCX’ footprint, through Telkom,
includes three Tier 4 datacentres,
147 000 kms of fibre and over
2700 mobile sites integrated
throughout South Africa.
• According to Gartner, BCX is a
market leader in retail, mining
and manufacturing, banking and
financial services verticals.
• Leading IT service management
with an ITIL maturity rating of

International presence
• Botswana
• Dubai
• Kenya
• Mozambique
• Namibia
• Nigeria
• South Africa
• Tanzania
• United Kingdom
• Zambia

Manufacturing
Commerce
Health
Public Sector

4.25 – the highest on the African
continent, according to Pink
Elephant in 2014
• The BCX Graduate Internship
Programme has over 1 000
graduate interns, of which more
than 71% have been employed
within the BCX Group.
• BCX’ University-supported
Leadership Development
Programmes have resulted in
more than 800 leaders.

46357/E/2

“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.

www.bcx.co.za | #bcxmeetthefuture

