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Editor’s
note

D

igital transformation of the
organisation seems to be the drum
that every part of the IT industry is
currently banging.
At the centre of digital transformation
is customer-centricity. A connected,
digital organisation enables customers
to engage with it when they want to and
how they want to. However, you can’t get
closer to your customers or realise the
other benefits of digital transformation
without relying on the backbone of
connectivity. So, it’s important that every
organisation embarking on its own digital
transformation journey has a connectivity
partner that understands the challenges
and strategies faced and can develop
solutions to assist.
In this Special Focus, MTN Business
elaborates on how it’s enabling customers
to embrace the digital world. You’ll find
a story featuring Wanda Matandela, the
company’s chief enterprise business officer,
who outlines the strategy and how it is
focusing on customers and connectivity.
Giovanni Chiarelli, chief technology
and information officer, expands on how
MTN has undertaken its own technology
transformation in getting ready for the
digital future of its customers. And, Dr
Christian Wirtz, executive for Enterprise
Solutions and Operations, highlights the
importance of partners in delivering a great
service, tailored to the needs of MTN’s own
customers.
In a tough economic environment,
the shift to digital also helps in driving

differentiation, and that relies on a solid
foundation of connectivity, explains
Mariana Kruger, GM: Product and
Solutions. And Calvin Govender, head
of Enterprise Planning and Solution
Architecture, elaborates on how seamless
connectivity and cloud capability are critical
to the success of the modern business.
The importance of market segmentation
is focused on by Llewellyn Ramsagar,
GM: Enterprise Marketing and Thandeka
Chabane, acting GM for Client Services,
explains how communicating with
customers is critical in addressing their
needs, and ensuring the clientele takes
centre stage. You’ll also find other key
stories focusing on mobility, the Internet of
Things and the key segments of enterprise,
SMEs and the public sector.
Unlocking the Fourth Industrial
Revolution through a strategic alliance will
be critical to an organisation’s future. It’s
important that you have a focused business
partner, that has its finger on the pulse of all
the trends happening globally, and can bring
these back to you for the benefit of your
business. In this publication, you’ll be able
to read how MTN Business is positioning its
offering to assist in this regard.
Enjoy the read.

Simon Foulds
Editor
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Future ready
None of us know what the future will hold, but MTN Business is focusing on its
core competencies and catering to its clients to ensure it’s ready.
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By Adrian Hinchcliffe

Photo Mike Turner

Strategy
Wanda Matandela,
MTN Business

L

et’s be honest, South Africa’s
economy isn’t in a good place
at the moment. We’ve had
a prolonged period of lower-thanforecast growth, and have even dipped
into a technical recession for a couple
of quarters. We’re still considered subinvestment grade by Fitch and S&P
Global, and we’re holding out that
Moody’s doesn’t lose faith as well. And,
to borrow a line from Nando’s, ‘we can
get new finance ministers faster than
we can get new eyebrows’.
“From a macroeconomic perspective,
consumer spending is under
pressure,” says Wanda Matandela,
chief enterprise business officer, MTN.
“We’ve seen clients tightening their
belts, which means usage of our
consumer services has been going
down. We’ve also seen some clients
adopting a ‘wait and see’ approach;
either waiting for good deals or waiting
for the economy to recover.”
That depressed consumer spending
corresponds with lower business
confidence. Matandela says that
enterprise clients are also showing
caution by putting investments
on hold, or opting for shorter-term
service contracts because they want
flexibility.
The public sector environment
has its fair share of uncertainty too
with the 2019 elections looming.
“For the most part, it looks like
the public sector is proceeding
with trepidation when it comes to
spending. However, in some areas, we
are seeing government continuing
with deployments leading up to the
elections, so they have something
positive to say.”
Reasons to be cheerful
In spite of all this, Matandela is
relatively upbeat about the prospects

for the country’s economy. “We think
the calibre of Tito Mboweni, the new
finance minister, will be welcomed
by the business community. We also
believe that business confidence will
go up, which, in turn, will start to win
back foreign direct investment into
the country.”
Given that Matandela expects the
economy to make a recovery, albeit
at a slow pace, what is MTN Business’
strategy to weather the coming
months?

The cost to acquire new
clients is much higher
than retaining existing
ones, so it makes sense
for us to retain a client
by listening to them and
giving them a solution to
their problems.
Wanda Matandela

Under the umbrella term of ‘back
to basics’, the strategy involves
a razor sharp focus on its core
competencies and putting the client
at the centre of everything the
company does, he says.
“Our ambition is to be the leading
communications provider to our
clients. We do that by coming up
with solutions that will help them
reduce costs or enhance productivity.
We want to get closer to our clients,
understand their pain points
and strategies and how, from a

communications perspective, we can
assist them to achieve their goals.”
He reasons that by having a greater
understanding of clients’ challenges
it opens up opportunities for MTN
Business to provide tailored solutions
that will bring the relationship closer,
and create stickiness.
“The cost to acquire new clients is
much higher than retaining existing
ones, so it makes sense for us to
retain a client by listening to them
and giving them solutions to their
problems.
“We operate in a highly
competitive environment, and to
differentiate ourselves we must
come up with unique solutions.
To achieve that we need to devote
a lot of time and resources to
researching and creating products
and propositions that go beyond
our core service offering of
connectivity.”
Value of partnerships
With its own focus firmly on
connectivity, Matandela recognises
that going beyond its core offering
to cater to its clients’ needs, means
that partnerships will become
increasingly important.
“We need to create an
environment where we can invite
others that offer services that
complement our strategy. One
example is the realisation that, with
the arrival of hyperscale cloud service
providers in South Africa, we can’t
operate at the same levels as they
can. They’ve put a lot of resources
into what they do, and they’ve
got excellent offerings. We know
the areas where we’re strong and
where we’re not. We’d rather create
mutually beneficial partnerships.”
Matandela says that MTN Business
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can align with the hyperscale
providers to host their cloud solutions
in its environment. Drawing on
its own competencies around
communications, thanks to having
the second largest fibre network in
the country between the last quarter
of 2017 and the first quarter of 2018,
and with MTN Business’ access to
enterprise clients, he believes this
would be an excellent fit. He says the
company invests billions of rands into
its infrastructure every year to ensure
its offering is competitive.
“We have the infrastructure to
host and work together in a model
that works for both the hyperscale
providers and ourselves.”
On the front line
Of course, cloud computing is
one of the top tech trends that’s
fundamental to the Fourth
Industrial Revolution and the digital
transformation of companies. So
what is MTN Business’ approach to
these latest trends?
“Clients rely on us as their chosen
strategic communications partner,
that has its finger on the pulse of all
the trends happening globally and
bring those back to them for the
benefit of their businesses.”
While it’s important to keep
up with the latest technology
developments, the bets need to be
correct, he says. MTN Business is
closely following relevant technology
trends, such as the Internet of Things
(IoT), artificial intelligence and
robotics. “We need to make sure we
invest in technologies that are key to
our core business. We don’t want to
be early adopters, investing in future
technologies and forgetting our bread
and butter,” he says.
One technology that will be a
key part of the company’s future is
5G, the next generation of mobile

6

networking, which will provide much
faster data speeds, and enable new
technologies such as autonomous
vehicles, holographic calling and
widespread adoption of IoT.
“We’re the first in South Africa to
be testing 5G, and we understand the
importance of developing IP in this
area now. But it all comes back to the
client. We need to keep improving
our client experience and ensure we
come up with innovative solutions

We can’t target verticals
at an infrastructure
level, the value lies in the
services we can offer on
top of that platform of
connectivity.
Wanda Matandela

that address our client’s needs. These
technologies provide a foundation
upon which we can create niches
in the market, which enable us to
target specific verticals. We can’t
target verticals at an infrastructure
level, the value lies in the services we
can offer on top of that platform of
connectivity. Whether it’s for financial
services, the healthcare sector, or
manufacturing and logistics, we’re
investing and focusing on coming
up with specific solutions for each
vertical that solve the problems our
clients are facing.”
Vertical focus
The focus on vertical-specific
solutions provides a strong base
from which MTN Business can

By Adrian Hinchcliffe Photo Mike Turner

deal with the impending arrival
of government’s wireless open
access network (WOAN), a single
shared network that all mobile
service providers would be obliged
to use. Given the billions of rand
MTN pumps into its network
infrastructure, and having recently
won the title of Best Mobile
Network*, the idea of having to share
a network it doesn’t control could be
seen as devastating to the company.
According to Matandela, that’s not
the case. “The WOAN opens a lot of
opportunities for us. We’re not shy
if it comes that we have to share the
infrastructure with our competitors.
So our competitive edge is then
about the services we offer on top
of the infrastructure, which is where
we’re focusing. If the WOAN goes
ahead, this is the view we’re taking,
but if it doesn’t happen, then its
business as usual.”
Whatever happens with the
WOAN, Matandela says the focus on
offering communications, keeping
up with changing client demands
and staying relevant in the business
of its clients will shape MTN
Business’ future.
“It’s important we stay ahead of
the curve, stay close to our clients
and ensure we’re still relevant in
their lives. If you’re not able to keep
up with your clients and understand
what they need, then you won’t be
around in the future. MTN has been
around for nearly 25 years, we’re a
trusted brand in South Africa in both
the consumer and enterprise spaces.
We want to give assurance to clients
that if you give your business to us,
we’ve got you,” he concludes.
• Best Network for Voice and Data,
awarded by P3 Communications
and MyBroadband

Technology

Building a
foundation
for the future
To get ready for the digital future
of its clients, MTN has been
going through its own technology
transformation.

By James Francis Photo Mike Turner

A

nyone can make big
claims. But taking action
and transforming for the
digital era is very challenging. It’s
not a peripheral effect that can be
attached to the current business
model. In order to take advantage of
modern workflows, processes, skills
and thinking, the entire enterprise
needs a revival of its culture and
operations. This is no mean feat,
especially since every transformation
project needs to march to the
rhythm of its own drums.
When faced with such
uncertainties, the most reliable
source is experience – gleaning the
lessons learned by those who are
busy with such a journey. Before
MTN could offer the game-changing

potential of digital to its clients, it
had to understand that journey as
well. This is what began happening
four years ago, says MTN’s Chief
Technology and Information officer,
Giovanni Chiarelli.
“After 2010, there was a
technology investment slowdown
and a focus on exploiting what had
been deployed. However, by 2014
it became clear that a successful
business needed a technology
platform. Our investors felt the
same and a strategic choice was
made to invest significantly in digital
systems.”
Digital dividends
That work is now paying off –
earlier this year MTN’s network was
recognised as the best in South
Africa. But the accomplishment was
no small feat. Chiarelli compares it
to changing pieces on an aircraft
while it’s in flight. MTN had to
overhaul its enterprise’s end-to-end
ecosystem, starting with the basics
and working through to all aspects
of the company’s technology to
create a future-ready environment
for innovation.
Performance and client
experiences had to be held at a
high standard, even as change
was causing massive shifts in the
background. Some areas of MTN
only needed slight alignments, but
others demanded monumental
changes. This has primed MTN to
take advantage of next-generation
technologies, such as 5G, made clear
by several successful trials it has run
thus far.
“It helps to appreciate MTN’s
position in the value chain. We buy
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technology from OEMs, which we
then integrate and turn into services.
This requires a lot of planning and
human capital, which creates the
basis on which both MTN and its
clients can grow. For example, to
run 5G effectively, you have to
cloudify your core network. We’ve
made major changes to how MTN’s
technology foundation operates.”
You could once divide that
foundation into three verticals:
the core network, internal IT and
services for clients. But in step
with modern innovation thinking,
Chiarelli and his team established a
platform approach that breaks down
the walls between those areas. This
is being supported by significant
infrastructure, including a fibre
network with the second-largest
footprint in the country.
A 21st century workforce
Yet as noted at the start of this
article, digital transformation is
also about culture. In fact, how
employees respond to and take
advantage of digital’s possibilities
are often the prime catalysts for
change. Establishing the right culture
to drive any digital project is crucial –
and more so if you aim to invigorate
your clients and their own digital
journeys.
For Chiarelli, this shift in mindset
is quite evident. Foremost, and
as mentioned earlier, MTN’s
transformation project has enjoyed
support all the way from the
company’s highest echelons. That’s
already a massively critical part of
making transformation a reality.
People follow leaders and leaders

8

Creating the right skills for digital
transformation is key. We’ve had to look
at the roles our people play, how these
would change and how new roles could
be created.
Giovanni Chiarelli

Technology

Giovanni Chiarelli,
MTN SA

should commit to game-changing
events in their business.
But the change isn’t by decree
only. There’s clear anticipation
among MTN’s workforce on the
future and current potential that
new digital systems are introducing.
This is manifesting in various ways,
including specialised career tracks.
“Creating the right skills for
digital transformation is key,” he
says. “We’ve had to look at the roles
our people play, how those would
change and how new roles could be
created. As a service provider, we
also put a lot of effort into modern
skills development, giving current
and new employees choice. And we
place a lot of emphasis on steering
principal specialists onto the right
tracks, so they can expand their
knowledge while still bringing their
experience with them.”
These strategies have been
important in MTN’s change into a
21st-century digital enterprise and
they’re indispensable when helping
its clients do the same. Practically
all areas of MTN’s technology
competency have been replaced,
improved or embraced during its
modernisation.
Claims backed by experience
An astounding number of
communities and businesses
are now in close proximity to
this network, something MTN
intends to leverage. Now that it
has a good foundation in modern
digital practices, that change is
ready to be offered to others.
Bridging that connectivity gap
between entities and infrastructure

is a major competency for MTN,
one it can now push even further
thanks to its new platforms. For
example, the fibre network, a
multi-year project, is beginning to
be exploited to full effect. 3G is
being used in more creative ways
to ensure consistent data coverage

rearranging deck chairs, but a
deep and thorough revisionning of
MTN’s technology core. It delivered
on significant performance
improvements – for example, today
MTN’s switching and datacentres
share co-location venues, resulting
in much faster and smarter

To run 5G effectively, you have to
cloudify your core network.
Giovanni Chiarelli

and LTE is tapping 2G spectrum to
achieve better indoor penetration.
As the market is poised for growth
in connectivity, MTN stands ready to
deliver on the digital era’s promises.
But that brings us back to the
start of this article: many can offer
digital’s potential, but few manage
to deliver. It was crucial for MTN
to walk the talk, says Chiarelli.
“If you’re going to sell
transformation to clients, the best
reference is yourself. We’ve had
to do it all: grasp the necessity of
doing this for the business, get all
the stakeholder support, evaluate
our business systems, gain staff
buy-in, and execute it all in stages
while continuing to run a major
enterprise. It wasn’t easy and it’s
still ongoing. It’s the new way of
doing things. If we didn’t do it
ourselves, we couldn’t realistically
offer our clients the same.”
This wasn’t a question of

exchanges between them. The
walls of past architectures have
been pulled down, replaced by open
and agile thinking. Chiarelli refers
to these as technology centres,
blending connectivity, hybrid clouds
and much more to establish a
foundation for the digital century.
The proof is in a network
recognised as South Africa’s best,
not to mention highly successful 5G
trials that show the upper potential
and resiliency of MTN’s technology
investments. But more absolute
is the knowledge that MTN isn’t
just talking digital transformation
– it’s living it and able to deliver
that same transformative
potential to companies of all
sectors, vertical and sizes.
“The big transformation has
been done, but much more
is on its way,” says Chiarelli.
“MTN isn’t stopping.”
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Paramount
partnerships
MTN Business and its partners
combine the former’s corporate
muscle and vast reach with
agility and flexibility.
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By Rodney Weidemann Photo Mike Turner

T

he importance of partners
in any large business
undertaking should not be
underestimated, and this is as true
for MTN Business as it is for any
other enterprise. The company relies
on a network of partners for service
delivery, from its wholesale business
to the software it runs and resells.

From large scale systems integration
down to the devices and other
solutions it offers, partnerships have
always been critical to the company’s
successful operation.
“While our business is very
accomplished and we’re justifiably
proud of what we have, at the
same time it remains clear that
strong partnerships across different
business dimensions are necessary
to fill in the spaces around our core
competences,” says Dr Christian
Wirtz, executive for Enterprise
Solutions and Operations.
“We need distribution partners to
help us increase our reach, and these
players come in three different

Partnerships
Dr Christian Wirtz,
MTN Business

forms. The first is resellers, who sell
products to the end-customers in
our name. Secondly there are onbillers, which are companies where
the end-customer relationship is
solely between these two – we bill
the partner, which on-bills to the
end-customer. Finally, there are
wholesale partners, to whom we
sell services, like data, in bulk, and
they then sell this to the market
themselves.”
Wirtz explains that with
distributors, the company’s
partnerships are built on being
commercially attractive, coupled
with ease of operation and the
promise of a long-term relationship,
which will enable the partner to
grow with MTN Business.
“The second type of partner
that’s critical to our business is our
product partners, which help us to
complete our innovative offerings
across mobile, fixed and ICT
solutions. These are smaller, more
agile players that are strongly skilled
in a specific niche market, and have
developed a solution of their own
for this industry. Since we can’t
have a solution of our own for every
specific market sector, we partner
with players like these to complete
our portfolio.”
The third identified type is
‘capability partners’, he says.
“These are businesses that either
operate in areas that are new to
us, where we need capabilities, or
in areas that are non-core to what
we do. A good example here would
be software-defined wide area
networking (SD WAN), which is a
fast-growing sector. However, since
we’re not an R&D organisation, we
leverage the capabilities of other
players that are.”

Finally, there are delivery
partners, which are companies
that MTN works closely with in
its transformation drive. These
are smaller SMEs and empowered
organisations that are enabled to
deliver MTN services to the endcustomer. “We’re fiercely committed
to transformation,” he says, “and it
shows through MTN’s work with
these partners.”

To be the best telco
industry partner we can
be, we have dedicated
teams in different areas
of our business focused
on working closely with
all our partners.
Dr Christian Wirtz

Engagement model
“The engagement model we use
depends on the type of partner
we’re working with,” says Wirtz. “For
example, we’re often in daily contact
with our distribution partners, due
to the fact that we have to manage
a lot of transactional touch-points,
whereas with our capability and
product partners, we have a more
strategic relationship, which isn’t as
close-knit.”
“However, to be the best telco
industry partner we can be, we have
dedicated teams in different areas
of our business focused on working
closely with all our partners. This
includes sales teams, a partner

service desk, and – on the delivery
side – dedicated teams focusing on
our partner businesses.”
Wirtz says the role MTN’s
partners play in its delivery strategy
is fundamental to achieving the
company’s overall objectives in
the South African market. “We’re
convinced that we can only truly win
together with our partners, and we
believe that the combination of our
businesses is ideal for delivering the
superior service and increased value
expected by our joint end-customers.”
He points to the shared benefits
when it comes to working with the
smaller, more agile industry-specific
players as an example. These entities
bring the innovation, he says, while
MTN Business brings massive reach,
thanks to its size in the market.
In this way, both sides benefit
significantly.
“For the traditional telco players
like us, we have the vast network
infrastructure and the strong
technology platforms, which give us
the kind of muscle to help our clients
grow and to be long-term partners. At
the same time, businesses of our size
aren’t traditionally at the forefront of
innovation, which is where we really
benefit from these partnerships –
they’re crucial to helping us drive our
digital future forward.
“We’re able to forge strong,
long-lasting partnerships that are
built on trust, and attractive to
both parties. This is achieved by
offering our partners access to our
corporate muscle and reach, not to
mention our strong balance sheet,
while they provide us with the kind
of agility and flexibility that are
very much the domain of smaller
organisations. It truly is a win-win
situation,” he concludes.
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Digital and connectivity

A brave new
digital world
In a tough economic environment, the shift to
digital helps to drive differentiation, and that
relies on a solid foundation of connectivity.

W

hat’s the potential of
digital? That question
depends heavily on
the context of a business, which
is why digital transformation has
been a thorny topic for many. But
it’s undeniably potent – just look at
wildlife conservation.
At Welgevonden Game Reserve,
poaching has been dealt a major
blow by digital technologies.
MTN helped establish a tracking
and monitoring solution through
the use of sentinel animals and
through analytical prediction to
help the reserve protect its wildlife
and identify potential poachers.
Whereas the usual success rate of
tracking and arresting poachers

12

By James Francis Photo Mike Turner

is only around three percent,
this digital solution can identify
poachers 86% of the time with a
125-metre accuracy. On top of that,
the project could start small and
scale up.
Of course, not every business
worries about poachers. But
each one of them faces risks:
competitors, inefficiencies, client
churn and changing market
landscapes are top of mind for all
astute companies. Yet while digital
has come along with the means to
radically improve their prospects,
many organisations have found the
transition to be a lot harder than
anticipated.
“The bad news is that there’s no

‘one size fits all’ model for digital,”
says Mariana Kruger, GM: Product
and Solutions at MTN Business. “It
depends on where the business
is. Many companies are only now
starting to understand this. But
that’s actually a good thing because
then they can approach digital in
the right way – starting with a userfocussed design. Once they’re ready
to have that conversation, digital
becomes a lot less intimidating.”
South African companies are
certainly much more open to the
propositions of digital, motivated
partly by tough market conditions
but also by watching peers and
competitors in other markets. As
theory becomes practice, they’re
often motivated by one of two
reasons, Kruger explains. “Some
organisations are looking for new
efficiencies and better ways to do
things. Others are motivated to
pursue better client experiences.
You can look at banks as an
example: they’re investing a lot
in improved services that please
current clients and entice new ones.
Even small things, such as providing
a new service online and completely
avoiding going to the branch can
have a differentiating impact in the
client experience.”
Finding the way into digital
Banks and other pioneers of digital
models fought a hard battle to
make the changes. Over time those
experiences have helped inform
the market and improved strategic
choices around digital. But it
remains a difficult journey with a
lot of uncertainty, often motivated
by the knowledge that not making
the change can end up killing a
company. The way we do business
today is not the same as a century
ago – and digital is again making
another major shift happen.

Mariana Kruger,
MTN Business
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Facing such uncertainty, what
should companies do? This is why
MTN has invested heavily in its
capability, products and people
to create a reliable foundation of
pragmatic knowledge for digital
change. It can do so because, as
a major service provider, MTN is
a leader of one of digital’s crucial
components: connectivity.
“Connectivity is the backbone
of digital,” Kruger says. “It moves
information around. MTN is
continually recognised for its
connectivity excellence – we’ve
been awarded the ‘Best Network
in South Africa’ distinction by
MyBroadband, P3 and Ookla for
three quarters in a row. That’s a
result of the investment in our
network – R33 billion over the past
few years. One benefit of being
a telecommunications provider
is that MTN isn’t a hardware or
software manufacturer. We focus
on how these fit together and
provide the glue to provide the best
opportunities for our clients. We can
innovate to solve specific business
problems.”
As the anti-poaching case study
shows, those solutions can vary. If
it’s possible to create a state-of-theart Internet of Things intelligence
system in the middle of the African
bush, then digital clearly can fit every
scenario. But it requires the right
insight and expertise to execute,
hence why MTN Business has focused
heavily in the past few years to be a
true end-to-end digital partner.
Digital for all
Its family of solutions caters to
multinational enterprises and
public sector giants, as well as
smaller businesses and nuanced
use cases. Kruger cites MTN’s SME
masterclasses as an example of its

Digital is not just for one sector or for certain
types of business. Its flexibility and scale make
it appropriate for any fit.
Mariana Kruger

MANAGED NETWORKS
You have to be connected to transact in today’s world.
When connectivity goes down, business comes to a
standstill. But this creates an uncomfortable situation
for companies of all sizes, says Harald Ruck, head of
Enterprise Connectivity: “More companies see the
network and communications in particular as core to
their business. But it’s not core to their competencies.
It’s not why they exist.”
Networking represents many different aspects
to a company. It supports communication and
collaboration, underpins processes, upholds business
continuity, funnels data for insight, and is a vital
piece of the security puzzle. Any one of those, if they
falter, could harm or even end a business. Yet many
avoid the continued management of their network
assets, because of complexity that generates high
costs. This becomes an exponential issue when
dealing with multiple sites, such as branch outlets.
But every type of organisation, big or small, needs a
solid networking foundation.
This is why managed services are a popular approach
to networking, says Ruck. In part, it’s to manage costs.
Companies are learning they don’t need to own the
underlying hardware and services to reap the benefits
of their network. Instead, a service provider steps in,
taking care of maintenance and upgrades. The client
only measures the service they receive. This gives them
the ability to change as technology improves, without
sweating upfront investments.
“Cloud platforms are another big driver for adopting
managed networks,” Ruck adds. “Services such as PABXs
are now fully software-based on platforms, where end
users pay for a capability, not the whole ecosystem. Our
clients also experience the value of better reporting. By
knowing what’s happening on their networks, they can
sense how the business is behaving.”

broadened scope because in digital,
size isn’t an issue.
“Digital is not just for one sector
or for certain types of business.
Its flexibility and scale make
it appropriate for any fit. As a
business, we also had to change, to
become more dynamic towards the
different types of opportunities in
the market. This taught us that the
real challenge with digital is not the
change itself, but appreciating how
it impacts business models. We’ve
become very pragmatic about how
we help our clients reach their goals.
It’s not about a journey diagram
on a wall. It’s about helping clients
realise both the short-term wins
as well as maintain a long-term
strategy that will really change
them for the better.”
In the digital conversation,
connectivity is often treated as
a part of the furniture. But it’s
actually the glue that holds all
digital progress together. Being
an international mobile network
operator, MTN knows all about
connectivity. But it also knows
that digital requires more – and
it has expanded its expertise
to address the bigger picture.
Today, digital and connectivity are
crucial for future success. MTN is
the solutions partner that brings
those together like no others can,
delivering results that put its
clients ahead in the game.
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Country-wide
connectivity
and cloud
Seamless connectivity and cloud capability are critical to the
success of the modern business, even those in rural areas.

G

aining market share,
collaborating with partners,
building client engagement
and expanding portfolios – these
are just some of the challenges
facing the modern business.
These are also the challenges that
can be overcome through the
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judicious use of technology and
the ubiquity of connectivity.
“When it comes to ICT, I believe
businesses want a tailored, costeffective and reliable solution
enabling and supporting growth and
expansion,” says Calvin Govender,
head of Enterprise Planning and
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Solution Architecture, MTN Business.
“They want a one-stop shop that
offers all these services alongside
superior quality and industry
experience. At MTN Business, we
realised that to enable true ICT we
needed to invest into the country
and its underlying connectivity.”
Without connectivity MTN
Business cannot reach the end
customer, engage with partners
or ignite growth. The company
has invested just over R30 billion
over the past three years into
network infrastructure. This
investment includes LTE and 5G
capabilities on the wireless front,
supported by the network’s robust
3G infrastructure, and fixedline connectivity with its fibre
expansion into metropolitan areas.
“Our fibre coverage spans around
fourteen thousand kilometres across
the country,” adds Govender. “Rollout

Technology
Calvin Govender,
MTN Business

requirement and demand. Over the
past few years, a lot more businesses
have moved out of the metropolitan
spaces so we’ve adopted a targeted
approach, rolling fibre out to wherever
there’s a concentration of business.
We’ve also extended this reach into
residential and rural areas.”
Overcoming hurdles
There are challenges that go handin-hand with fibre. It comes with a
high price tag and new municipality
regulations have added to the
administrative burden, reducing
time to market significantly. The
price the client business is prepared
to pay is often not in line with the
cost of implementation, rollout
and legislation, a reality that MTN
Business is working to overcome.
“The price is not where we want
it to be and we work closely with
our clients to develop solutions that
not only meet their budgets but
their business requirements,” says
Govender. “Fibre to the business
(FTTB) is a high-density medium
ideally suited to the larger enterprise
with high demand. For other clients,
we look at more cost-effective
technology such as microwave
and wireless, building connectivity
solutions that fit.”
Thanks to its belief in the potential
and capability of fibre, MTN Business
now offers true mobile convergence.
For the organisation that isn’t able to
access fibre today, the company has
developed a two-pronged approach.
For those organisations unable
to access fibre, MTN Business has
developed a wireless solution that
uses either point-to-point or point-tomultipoint licensed microwave that
can now reach speeds up to 1Gbps,
or a fixed LTE connection. The latter
offers umbrella coverage across the

country at high-speed and with
superior quality that can map back
to business connectivity demand
and requirement.
“This is our short-term strategy for
those areas where we can’t deliver
fibre, for now,” says Govender. “But
our long-term goal is to provide
seamless coverage across the country,
allowing clients to connect all their
branch offices and have access to
MTN’s rich suit of Enterprise products.
We believe key to developing truly
innovative connectivity solutions is to
really understand what organisations
want and then to find a way of
making this into an affordable and
efficient reality.”
Empowering digital
transformation
In addition to working closely with
the market and its demand to
increase FTTB reach and rollout, MTN
Business is committed to enhancing
the country’s digital transformation
potential. The company has built one
primary and secondary datacentre
in the major provinces, allowing
clients to aggregate products and
reduce costs. MTN’s national longdistance fibre network connects
these datacentres ensuring the MTN
backhaul product is both fast and
efficient.
“The reality is that businesses
are moving towards cloud-based
offerings and the virtualisation of
services,” says Govender. “Clients
want to buy the network as a service
and virtualise it. To remove the pain
of investing into infrastructure,
organisations need to consider the
adoption of cloud services and we
have plenty for them to choose from
– Platform as a Service, Software as
a Service, Mobility as a Service, and
so much more. We have the space,

Our long-term goal
is to provide seamless
coverage across the
country, allowing clients to
connect all their branch
offices and have access
to MTN’s rich suit of
Enterprise products.
Calvin Govender

the security and the availability that
companies need to move into a cloudbased environment.”
There are significant benefits
to a cloud strategy and MTN has
been paying attention to how it can
make this more accessible to clients.
The vast fibre network, a variety of
connectivity options, investment into
datacentres and the smorgasbord of
X as a Service solutions are just some
of the boxes the company ticks. It has
also forged partnerships with leading
cloud services organisations to ensure
that customers gain access to a truly
rich product portfolio.
“Our investment assures our
clients of a lower spend point on
infrastructure and removes the risk,”
says Govender. “They can benefit
from the latest technology and
see significant gains in operational
efficiency using the outsource model
that has started to lead the way on
the market today. Our partnerships
have also been carefully curated to
ensure they’re strategically capable
of providing our clients with access to
market-leading solutions.”
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Mobile solutions

Future issues
Access to information on the go is critical for all businesses
nowadays irrespective of size or area of expertise.

T

oday’s mobile workforce
demands improved
functionality, along with
a safe and secure access to their
corporate network. “This is why an
enterprise strategy is critical for
every business,” says Megan Vercueil,
head of Mobility at MTN. “Either
the business has its own strategy
and we work together in terms of
implementation, or it has none and
then we can assist in developing one.
“From the outset it’s critical to
ensure we understand the client’s
requirements and needs regarding
their strategy. We need to see it
through their eyes before we start
sharing best practices. With the
notion of bringing your own devices
to work, this results in device
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proliferation and more touch points
and as such, more complexity.
Factoring the device in is important
as people want to always have access
to information, for example; their
email is on their phone, along with
their calendar and relevant company
information they need to do their
job. And it all needs to be secure.”
Trends
Hybrid cloud technology plays a
critical role within a company’s mobile
enterprise. This cloud computing
environment uses a mix of onpremise, private and public cloud
services, with orchestration between
the platforms. By allowing workloads
to move between private and public
clouds as computing needs and costs

change, hybrid cloud gives businesses
greater flexibility and more data
deployment options. Large companies
benefit from economies of scale
while it makes a great back-up
solution for smaller companies.
“This is moving towards enterprise
tailored apps where clients require
more mobility and less computing, in
accordance with both the enterprise
and customer needs,” says Vercueil.
AI
Employees want all their devices
available for them to do their
work and these all need to work in
harmony. So it requires the enterprise
harnessing AI.
For AI to work efficiently and
effectively, you need to have the right

Megan Vercueil,
MTN Business

if it doesn’t support the business
acumen, then it defeats the object of
designing apps, that are beneficial to
growing the business and improving
the bottom line.”
To succeed in delivering critical
services to its clients, MTN also
has to understand the enterprise
needs of its clients, along with
the enterprise needs of its clients’
customers. The reason for this is
because they influence one another.
If the tools aren’t user-friendly,
employees will simply go back to
using other means of getting the
relevant information they require.
Employees expect more access in
real-time. They want flexibility and
they want to do it when it suits them,
using the tools of their choice.
“By understanding how they
work, we get the right combination
of devices to meet the needs of the
workforce,” says Vercueil “I think
over time, we’re going to deliver
innovative commercial models.”
resources. You need to know what to
do with the information, especially as
AI is gaining in leaps and bounds as
to what it can do.
“Key for clients is location-based
services on their apps. A lot of
internet interactions nowadays
need to know your location. Not
only is it related to security, but
also because it can point a person
to the nearest facility if the person
is looking for a specific location,”
adds Vercueil, “Another key factor
in all this is ensuring you have
experienced developers – not those
who are just experienced with the
technology aspects, but someone
who also understands the business.
It’s one thing designing and creating
an app that works technically, but

Optimising mobile experiences
Network quality is also very important
for customers. MTN’s Enterprise
division spends a lot of time on the
visual aspects of the apps and content
appearing on client’s devices. This
is just as important as a website’s
click mobility interactivity. “We
ensure the apps benefit the clients

by getting the relevant information
on screen with the least amount of
clicks as possible. We want clients
to find what they’re looking for
within seconds,” adds Vercueil.
“To stay competitive, companies
need to rethink and tweak their
offerings and operations.”
Working with stakeholders and
understanding their business benefits
a client’s overall look, feel and
experience of their app.
Mobile and big data
Big data is larger than life as it
shows the full array of a user’s
behaviour. You need to be very
clear about what it is you are
looking for from the data, and
then start charting patterns. “Add
IoT to your enterprise mobility
and big data, and you end up
with new business models that
will enable us to interact with
partners in new ways. That is a
powerful combination,” she says.
“Everyone wants better and
faster customer service. Employees
are connecting in different ways to
information within the company and
outside the company. And they do
this on a mobile or digital device. It’s
about being able to give customers
information in real-time whenever
and wherever they request it,”
concludes Vercueil.

If a customer’s unique mobility strategy is
not supporting what they need, we then revisit
it to address the relevant issues.
Megan Vercueil
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The
opportunity
factory
The Internet of Things brings with it a multitude of new
business opportunities across a wide range of sectors.

M

elao Mashale, GM: Enterprise
Innovation at MTN Business,
says according to Gartner’s
Machina Research the Internet of
Things (IoT) in South Africa is an
industry with a current valuation in
excess of R41 billion, across various
sectors including hardware, software
and services.
“This opportunity has prompted
MTN Business to broaden its
perspectives and find the right
partners to enable us to become a
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major player in the IoT space. We’ve
moved beyond the idea of simply
providing pure connectivity for IoT
solutions and are now focusing
on delivering end-to-end services
instead. For example, we’re looking
into solutions across a diverse
spectrum such as point of sale
(PoS), smart meters, not to mention
fleet and cargo solutions for better
visibility when tracking drivers,
vehicles and goods,” he says.
The latter, he says, is linked to four

cameras – both internal and external
– enabling managers to see what an
individual driver is doing, as well as
view the surroundings. From a cargo
perspective, IoT also makes it possible
to prevent goods in transit being
tampered with, and ensures that
cargo can only be opened at a specific
geographically locked location, via a
one-time PIN specific to the client.
Another project MTN Business is
currently involved with, he says, is a
smart rear-view mirror solution that
provides WiFi in the car, Bluetooth and
managed access to the app store for
driver-friendly apps. “It also provides
an advanced driver awareness system
that scans the road ahead and will
alert a driver of potential danger up to

Internet of Things
Melao Mashale,
MTN Business

1.5 seconds in advance, which has
the potential to reduce accidents
by up to 60%.” A future iteration, he
adds, will use machine learning to
scan the road for potholes as well.
In the pipeline
While these solutions may seem
exciting, says Mashale, they’re really
just the tip of the iceberg.
“I often find myself wishing there
were more hours in the day, because
we have so much in the pipeline at
present, across a wide portfolio of
disciplines. These range from mining,
security, to facilities management,
municipal services and even farming.
“One particularly exciting solution
we’re busy with is called ‘connected
wildlife’. We worked on the principle
that animals that are prey for
predators are naturally skittish to
danger, so using tracking collars on
a variety of these animals, we’re
learning via behavioural analytics
how they respond to stimuli. From
that data, we can now predict with
86% accuracy when someone is in
the area close to them. This is an
83% increase on the likelihood of
poachers being detected today on
game reserves.”
While this is a solution originally
positioned to help reduce rhino
poaching, Mashale says it will soon
be commercially effective, as MTN
plans to roll out a similar solution for
cattle, sheep and goats, to prevent
livestock theft from farms.
“Another sector where IoT is
already offering tangible benefits
is mining, where it delivers the
capability to undertake proactive
and preventative maintenance for
underground mining equipment.
“Sensors are able to check the

performance cycles of equipment
and immediately note when these
are out of synch. The machine can be
stopped and repaired before it fails,
reducing overall downtime by up to
50%,” he says.
“An engineer on the surface can
also use a virtual reality headset
to access the problem at the mine
face, ensuring the right tools are
taken down first time, thereby
significantly reducing the travel time
up and down the shaft as well.
“Another area where we’ll see
a massive impact is the security
industry, where we have a new
solution in the works that we believe
will be a genuine game changer.”
These examples clearly
demonstrate that the IoT is already
in use for enhancing operations or
creating sustainable competitive
advantage. It’s something that’s
constantly being built upon every
day. A case in point is the initial idea
of vehicle tracking, which has since
spun out a whole industry focused
on real-time driver behavioural
statistics.
This has in turn changed the
insurance game, while the cargo
monitoring service MTN Business has
implemented has done the same for
the logistics sector.
“One of the most fascinating
aspects of IoT is the way it opens up
opportunities for complementary
and adjacent services, and the
consumer will soon experience this
for themselves.
“Although it will still be a little
while before the consumer feels the
impact of IoT, it should be noted
that the foundation for consumer
adoption is a well-formed enterprise
and B2B ecosystem. We’re now

well on the way to sorting out this
ecosystem, and the developments
highlighted are the type of solutions
that I believe will ultimately fuel the
next wave of adoption of IoT, which
will definitely be consumer-focused,”
concludes Mashale.

I often find myself
wishing there were more
hours in the day, because,
we have so much in
the pipeline at present,
across a wide portfolio of
disciplines.
Melao Mashale

IOT CONFERENCE AND AWARDS
The increase of the IoT in South Africa is
demonstrated by the growth experienced at
the third annual IoT Conference and Awards,
which featured 300 submissions and over 800
delegates, says MTN Business’ Melao Mashale.
He points out that both the smart mirror and VR
mining solutions (described in the main article)
were winners at this year’s awards.
“This makes it the biggest IoT conference in
the southern hemisphere, and we aim to partner
with the winners in the hardware, commercial
and enterprise development categories. By
jointly going to market with organisations like
these – who we’ve identified as having the skills
and applications to complement our own – we’ll
surely achieve our goal of building a better
solution for the end-customer.”
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Segmentation
drives
specialisation
Diversifying and targeted market focus plays a critical
role in driving business development and long-term
sustainable success.

M

arket segmentation is a
powerful tool that can drive
relationships, build the right
solutions, enhance client deliverables
and improve experiences. It’s essential
that every corner of the market is
approached in a targeted way to
ensure that technology is focused,
demands met and needs accurately
assessed. As markets fluctuate and
disruption dominates, the emergent
‘hyper-matrixed’ reality demands a
new and even more targeted approach
to segmentation to deliver results.
This looks not only at the traditional
levels of SME, corporates, public
enterprises and multinationals, but at
the tech trends that drive the verticals
within each sector and how these
can further refine value propositions
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through understanding and insight.
“A great example of how this is playing out is in the
automotive sector,” says Llewellyn Ramsagar, GM:
Enterprise Marketing at MTN Business. “You can no longer
approach this sector purely from a telemetry angle. In the
past, perhaps this would have worked, but now you have
players in industrial equipment that want to go beyond
telemetry into real-time control and monitoring. We also
have consumer automotive companies that want to add
multimedia and concierge services. Each one has to be
segmented accurately to ensure solution refinement.
There’s seldom an off-the-shelf solution as the required
solutions become more sophisticated in scope.”
MTN Business has applied its extensive segmentation
insights to providing the automotive industry with
solutions tailored to specific needs. The company
has developed powerful platforms that use existing
technology and application ecosystems, combined with
relevant partnerships, to deliver what each industry
vertical needs. It not only serves to enhance what
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MTN Business can craft for its clients
but ensures that its solutions are
finely tuned.
Targeted understanding
“We look at each segment under
a microscope,” says Ramsagar.
“A highly targeted strategy is
required to target clients in the
hyper-matrixed world we now find
ourselves in. It’s not unusual to
find after an exercise that a certain
solution might have a target of
just one or two clients, requiring a
different, account-based approach to
marketing. Enterprise marketing in
2018 requires us to adapt to this new
reality to ensure that clients are given
the solutions they actually need and
that we engage, inform and support

Vertical focus
Llewellyn Ramsagar,
MTN Business

them appropriately, especially
when there might be only a handful
of opportunities in an industry
vertical.”
Ramsagar uses education
as an example of how refined
segmentation has become. He points
out that it used to be a matter of
giving students data and access to
certain services based on age and
level of education, whereas now it
has to be far more sophisticated to
have any kind of impact.
“Enterprise clients are complex
and we have to understand them,
their nuances and their subsegments,” he explains. “This is
critical. You can’t simply say that you
will cater to, for instance, private and
public and then further categorise
each as primary, secondary and
tertiary. At this point, we believe that
you need to understand the specific
institution in great detail to truly
respond to its needs.”
The ‘spray and pray’ approach
often applied to the consumer
sector may still have relevance, and
to a degree, many companies still
target their enterprise clients using
a more targeted version of this for
mass propositions. However, for
business the machine gun has to
be replaced by the sniper rifle. A
solutions-selling strike team needs
to be targeted and relevant. There’s
little doubt that this is far more
effective and sustainable especially
in light of the reality that both
markets and economies continue a
mercurial dance.
“Once we’ve identified the most
attractive of these targets, we take
a multifaceted approach that uses
insight to meet expectations,”
says Ramsagar. “We’re living in the
age of data and most corporates

Enterprise clients are
complex and we have to
understand them, their
nuances and their subsegments.
Llewellyn Ramsagar

aren’t sure what to do with it. On top of that, GDPR and
POPI are adding their own layers of complexity from a
regulatory and compliance perspective. There’s value
in data that allows for greater client understanding
giving us the ability to give them the tools they need
to envision their own future, which is a powerful
influencing tool. We manage all of this internally.”
The data harnessed by MTN Business shines a light on
the value of segmentation. It opens up a window into
what could be and what potential lies on the business
horizon. Using this insight, MTN Business works with
clients to build solutions that show an understanding of
precisely what challenges they face and what tools are
required to overcome them.
“True value lies in offering a solution for the future,”
says Ramsagar. “Imagine you were designing the school
of the future or bank of tomorrow? Our role is to show
the client what their business could be tomorrow and
what we can offer them today to bring it to life. Many
of our best insights and business intelligence come not
through extensive total-market studies, but through
account building, marketing and a clear focus on
customer need. This is a critical shift in thinking that
allows us to go beyond just simple cross-sell/upsell or
broad vertical-specific plays, and into intelligent insight
and understanding, sometimes on a per-client basis.”
Stronger together
MTN Business is also focused on establishing rich
partnerships that allow it to tailor solutions that are
relevant to public sector, financial services, agriculture

and automotive. A service may
require a very specific set of skills
from MTN Business but, these can
be further enhanced by engaging
with partners that can add value
and insight.
“Our recent work on the MTN
Connected Wildlife Solution
required that we collaborate to
achieve a total solution. We worked
with Wageningen University
in the Netherlands for deeper
analytics, app developers to create
an interface that rangers with
limited technology background
could understand,” says Ramsagar.
“We brought our connectivity and
infrastructure complementing our
understanding of how we could
leverage in-house expertise to
create the ultimate solution.”
For MTN Business, marrying the
value provided by both partnerships
and insights allows the company to
build offerings that are accountable,
consultative and forward-thinking.
The ‘one size fits all’ approach has
never delivered on its promise. With
clear market segmentation, specific
use cases in areas such as mining,
automation, education and finance,
can be more accurately targeted to
deliver results.
“We have to be realistic. Many of
our current technologies are going to
be commoditised or will disappear
and we’re already seeing alternatives
on the market. Data consumption
is going to change as well. To
stand out it’s essential that we
consistently deliver quality of service
and exceptional experiences,” says
Ramsagar. “It’s the relationships we
build today and the market segment
differentiators we define now that
will translate into the competitive
edge of tomorrow.”
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Client services

Living, breathing
and enabling
customer service
Communicating with clients is critical in addressing their
needs, and ensuring the clientele takes centre stage.

M

TN Business is adopting
a new approach to client
care designed to foster
close communication with clients,
as a means of resolving potential
pain points.
The company is refocusing its
approach to client service, focusing
strongly on improving how it listens
to its clients, how it services their
needs and ensuring that it places its
customers at the heart of everything
it does.
According to Thandeka Chabane,
acting GM for Client Services
at MTN Business, the company
formulated a new operating model
with regard to its client services,
one which entails a change in staff
behaviour, a new mind-set and a
clear focus on genuinely listening to
what the client is saying.
“The new approach is based on
two years of accumulated data,
where we spent time talking to
our customers, asking the hard
questions and analysing their
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responses. Many of our clients
were brutally honest about their
issues, and we worked with them
unpacking their difficulties with
our service, to work towards solving
these,” she says.
“One client stated they had a
challenge renewing services with
us, pointing out that it was a lot like
going to the dentist and having a
tooth removed, without having any
anaesthetic. However, both parties
were very frank about expectations,
and we focused on diving deeply
into the causes of the problems, so
we could solve them.”
From a staff perspective, she
says, this new strategy is one where
its people will be expected to live,
breathe and enable this approach,
with the goal of delivering a flawless
experience concerning what the
clients expect.
“We’re saying to clients, what
we’re doing now is similar in
principle to the concept of a
private banker. We have client care

specialists whose job is to maintain
communications with the clients,
through regularly touching base
with them ensuring they’re happy
and if there’s anything we can do.
Customers also have recourse to
initiate a conversation with their
individual client care person at any
time.”
Chabane says MTN has now
created a range of ‘care classes’,
Premium, Priority, Express, Standard
and Contact Care, each of which
will offer a certain service promise,
relating to how often engagement
with the specific client is demanded,
be it weekly or even quarterly. The
design principles of care classes
were based on key drivers of client
satisfaction, client spend and tiered
services per care class.
Client care
However, she is quick to add that
whatever care class a client falls into,
they’re guaranteed to be touched
by MTN’s client care, regardless of
the amount of actual time spent
with the company. Proactive client
management, she calls it.
“Our people who serve as this
point of contact are pure client
service and support individuals;
they’re not account managers or
sales people. This means that when
they communicate with the client,
they do so from a pure customer
relationship perspective, rather
than one where they’re looking to
sell them something. Their job is to
give the client the best insight and
advice around what’s good for their
business, even if that clashes with
what is best for our own business,”
she continues.
This approach, she says, means
that once a pain point is identified, it
can quickly be resolved — something
that is very different to the more

Thandeka Chabane,
MTN Business

traditional ‘spray and pray’ approach
to client service. By providing a
single point of contact, it creates
a greater value proposition for the
client, because now if they have any
questions or complaints, they can go
directly to their client relationship
agent, who will then be responsible
for sorting the issue out — even if it’s
something as obscure as the client’s
staff not getting good reception in a
particular part of their office.
Communication situation
“The key to good client service is
constant communication. If you
are always communicating with
the client, especially in a situation
affecting their service, so long as
they are given the facts, they can
make contingency plans for the
period while it is being solved.
“Of course, this essentially means
our customer care people are on call
24/7 to solve client problems. After
all, if a client loses connectivity at
3am in the middle of a big project,
you can’t tell them to wait until 8am
when the office is open to begin
sorting things out — at least not
if you want to deliver the kind of
service that we aim to provide.”
Chabane is excited about MTN’s
new approach, as she’s passionate
about customer service. As far as
she’s concerned, future success
will not only be driven by digital
transformation or by opening up
new markets. Instead, it will be
driven by communicating regularly
with existing customers. “True
customer service is to understand
the client’s own experience, rather
than merely working on what you
think it should be,” she says.

“The next few months are going
to be the litmus test. If it ‘s done well,
we won’t need to publicise it, as our
clients will spread the word about
what we’re doing themselves.
“We need to remember that
clients only see the single MTN
brand — they have no idea or even
care about the various business units
or back-end operations required to
deliver the service they demand. Our
new approach now means we have
people in place who are prepared
to jump through whatever hoops
are required to solve the clients’
problems,” she concludes.

The new approach is
based on two years of
accumulated data, where
we spent time talking to our
customers, asking the hard
questions and analysing
their responses.
Thandeka Chabane
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Unlocking
the potential
of business
Strategic partnerships are key to igniting
the Fourth Industrial Revolution.

S

trategic alliances and
powerful partnerships are the
lifeblood of the South African
private sector. Forging the right
relationships allows for organisations
to invest in technologies, solutions
and services that are crafted
specifically and tailored precisely and
allow for growth and innovation. For
MTN Business, the private sector is
ready to take hold of the potential
offered by the Fourth Industrial
Revolution and move into an era of
connectivity and capability.
“We define those organisations
that aren’t owned by the state or
government as part of the private
sector and we’ve developed clear
segmentation to ensure that our
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solutions are targeted correctly,” says
Magatho Mello, GM: Large Enterprise,
MTN Business. “We believe in taking
a multifaceted approach that allows
for organisations of all sizes, from
the SME with less than 100 people to
the larger enterprise, to build digital
portfolios that are relevant and
sustainable.”
Today, private sector companies
are facing numerous challenges that
can potentially impact their growth
and stability in the future. The first
is the ability to be multifaceted. To
gain a clear and realistic view of all
the available technology and establish
how it fits into existing ecosystems
and business priorities.
“The enterprise is invested in

finding technology that solves
very specific business problems,”
says Mello. “It needs to manage
costs, extract efficiencies and
refine processes. We’re operating
in a business environment where
competitiveness is driven by value,
where cost is an endless issue, and
where the biggest difficulty faced
by clients is how to innovate and
improve offerings while keeping the
price tag at a reasonable size.”
Ignoring this imperative is risky. The
market is too competitive and the
economy too tight for any business
to ignore the value that technology
offers. It can fundamentally shift how
the business operates by refining
processes and introducing more

Private sector
Magatho Mello,
MTN Business

Businesses are
increasingly looking to
solutions that allow them
to service clients more
efficiently while also
allowing greater control.
Magatho Mello

effective methodologies, thereby
cutting down on risk while investing
in potential.
Not so SIMple
“We provide a suite of products to our
clients, all tailored to create value and
to enhance what they take to market,”
says Mello. “Remember the time when
the SIM card was simply a way of
accessing a personal communication
device? It went into the mobile
phone and that was pretty much the
extent of its capabilities. Today, our
clients use SIM cards to monitor plant
operations, to assess the conditions of
vehicles and so much more.”
The humble SIM card has replaced
personnel who had to manually
measure and collate data; whose

hours spent laboriously collecting information meant that
there were errors and delays. By the time the data was
collated, the field and parameters had changed. Now, with
MTN Business’ Internet of Things offering, organisations
across any sector or vertical can measure different points
of data in real-time, collating it at a speed which allows for
real-time, or near real-time, decision-making.
“Another challenge facing the business lies in the
efficiency of digitisation,” says Mello. “Businesses are
increasingly looking to solutions that allow them to service
clients more efficiently while also allowing greater control.
This is a definite trend we’re seeing in the travel industry
– setting up and opening a branch is traditionally very
complex and clients want something more efficient such
as a branch in a box or an entirely virtualised solution. This
way anyone can use their back office to ignite the process
and deliver what the company or its client needs.”

MTN Business has developed significant in-house
competence around digital services specifically designed
to address this challenge. The company works closely with
clients to provide the expertise and agility they need so they
can leverage their own growth and development. The core
anchors of the MTN network and its datacentres deliver
data resiliency, storage and security.
Securing the data
“We help digitise our clients’ businesses and maintain the
security and integrity of their data in our datacentres,”
says Mello. “We ensure that information is accessible and
secure, providing datacentre capabilities on demand and
in line with business priorities. Thanks to these layers of
flexibility and agility, our clients no longer have to race

to find expertise or hunt for the
right people. We provide what
they need so they can focus on
their core business.”
The MTN Business platform
adds more than just cybersecurity
to its arsenal, it also assures of
business security. Power outages,
floods, natural disasters – these
are all prepared for, countered and
protected against.
“The business no longer has to
worry about how it will service its
clients when there’s loadshedding
or if there has been a flood,” says
Mello. “Our environment has been
engineered to protect against a
multitude of outages – client and
data wellbeing are taken care of.”
To fully capture the potential of
the Fourth Industrial Revolution
and to overcome the myriad
challenges that litter the business
landscape, the organisation must
have access to credible and reliable
data. MTN Business has invested
time, resources and expertise into
creating a platform that’s designed
to deliver just that. It’s also so much
more than just connectivity, data
and technology, it’s an ecosystem
of partnerships that delivers
next-generation applications and
solutions on demand and on time.
“We’ve invested significantly
over the years to build this
capability and can assure our
clients that the data they need
to make real-time and relevant
decisions is credible and accessible,”
says Mello. “We’ve developed
solutions that open the door to the
Fourth Industrial Revolution and
allow the private sector instant and
effective access to the potential
that lies within.”
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Public Sector

Partnerships that
foster progress
When it comes to the public sector,
meeting its mandate of service
delivery will require relying on the
latest digital technologies.

O

ne of the greatest challenges
faced by the public sector
in today’s fast-moving and
rapidly evolving technological world is
that the very nature of government is
akin to a supertanker on the ocean –
it’s large, monolithic and changing its
direction is extremely difficult.
It’s the slow speed at which the
public sector tends, by necessity, to
work at that makes it quite tough to
get government on the same plane as
the current technological evolution,
which is happening rapidly, suggests
Collin Kunene, acting general manager
for Public Sector at MTN Business.
“This is, of course, not to suggest
that there aren’t government
departments that have demonstrated
their ability to swiftly and effectively
implement some form of digital
strategy. One only has to look at the
South African Revenue Service for
an example of how simple it now is
for people to file taxes online and
for this information to be processed
rapidly in order for them to receive
their refunds quickly. The same goes
for the Department of Home Affairs,
with its implementation of biometric
identities, which has reduced
paperwork and fraud significantly,”
he says.
“The Department of Agriculture
and Environmental Affairs, along with
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several provincial agencies, has helped
to curb rhino poaching through the
implementation of an IoT-based
solution too, so it’s clear that public
sector entities with the will to do so
are successfully implementing digital
solutions across the country.”
Nonetheless, Kunene agrees that
there remain many challenges for a lot
of the government departments. For
example, he says, even though cloud
is high on the list of priorities for most
public sector organisations, there
remain concerns around things like
data sovereignty and security.
“The trouble, of course, is at the
speed technology is evolving, those
departments that still insist on
purchasing their own infrastructure
may well find they get left behind by
a sudden change in technology, while
they’re still trying to sweat the assets
they’ve invested in.”
Economic necessities driving
partnerships
Kunene points out that with the
slow economy, budgets are being
squeezed and the demand to do
more with less is increasing. The
nature of these hardships is such
that it’s forcing both government
and MTN Business to focus more
closely on the need for partnerships,
rather than the more traditional
transactional model.
“We’ve certainly put our hand up
here and indicated that we would
be willing to assist them wherever
we can. For example, looking at
the mandate of the Department
of Education, we could help to

stretch its budget further through
the implementation of e-education
initiatives. A single digital textbook
could be utilised by far more students
than a physical version of the same,
for instance.
“Of course, when it comes to
education, we can offer more than
simply providing tablets and

Collin Kunene,
MTN Business

It’s important for government
to understand that while digital
transformation is critical, it doesn’t
need to be implemented with a big
bang approach.
Collin Kunene

can assist is with the delivery of
e-health facilities, he says, indicating
that tele-medicine could make
highly qualified doctors in major
metropolitan hospitals available to
patients even in remote and rural
areas, allowing them to deliver long
distance diagnoses.
“Furthermore, once this technology
is integrated into the cloud on a
common platform, you could connect
all hospitals and clinics and their
records to this, which would reduce
fraud and ensure more effective
treatment of patients. And you
could also integrate this with other
technologies, so that patients could
be sent an SMS reminder of when
their appointment is, or when to
collect their prescription.”

connectivity to schools. Thus, we
also partner with the right players –
those who have e-systems designed
to provide relevant content – to
deliver daily learning materials to
help vast numbers of learners to
better understand the key subjects of
science and maths.”
Another area where the company

Tapping expert skills
“We want to develop a genuine
partnership with the public sector,
so that the various entities can
derive the benefits of leveraging the
skills sets that already exist in our
organisation. Then the idea would
be to work with them to develop a
three- to five-year strategy to move
them forward and ensure they’re
able to meet their mandates around
service delivery,” he says.
Kunene says that MTN needs to sit
down with the relevant public sector
entities and determine exactly what
they need, in light of the National

Development Programme’s goals, and
how MTN can provide assistance in
this regard to help them meet their
short, medium and long term targets.
“Not only do we have our existing
MPLS network that can provide
significant coverage in terms of
solutions like e-education and
tele-medicine, but we also have
low-cost connectivity solutions
that are perfect for providing basic
connectivity in more remote places.
We also have thousands of IoT
connections already in place – from
traffic lights to smart meters – so we
already have a big play in this space.
Our MPLS network can also assist
with the connectivity required for
any public sector IoT solutions that
might be implemented in future.”
“Ultimately, however, it’s
important for government to
understand that while digital
transformation is critical, it doesn’t
need to be implemented with a big
bang approach. Ideally, government
should be breaking it up into bite size
chunks, and once again, we can help
with implementing the right blend
of technologies to reduce costs, and
to craft a five-year plan to get where
they’re going. We can then help
government to achieve the quick
wins that are possible, while walking
the longer road with them until
they reach the end goal they have in
mind,” concludes Kunene.
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SMEs

even IoT platforms,” he says.
This year’s SME Survey by World Wide
Worx found that SMEs are embracing
technology that offers clear business
benefits — from cloud services and
digital marketing, through to IoT.
Principal researcher Arthur Goldstuck
says 60% of SMEs have adopted cloud,
which includes online email, 63% were
using online advertising, 55% used
social media for marketing and 83%
expected to be using IoT within the
next three years. “MTN has the scale,
infrastructure and resources to meet
all SMEs’ ICT needs, and we’re going
to market with aggressively priced
solutions for the SME segment,” says
Xoko.

Finding value
Delivering solutions designed to build
digitally-enabled SME powerhouses.

W

hile the blueprint for
MTN Business’s SME
business unit was only
formalised three years ago, this
division is now driving a significant
portion of MTN Business revenue.
Lindile Xoko, GM: SME at
MTN Business believes this is
because MTN’s SME-focused
offerings are perfectly targeted
to address very specific small
business pain points.
Xoko, who has worked in MTN
Business’ SME division from 2015 and
headed it since December 2017, says
the client base has grown strongly
over the years and now has over
30% market share of the formal SME
market. He believes this number will
grow rapidly as the company rolls
out compelling solutions targeting
South Africa’s under-served informal
business sector next year.
With over 650 000 formal SMEs
and around 1.5 million informal SMEs
in the country, the market is vast and
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relatively untapped, says Xoko. “Few
stakeholders have made an effort to
deliver exactly what South African
SMEs need to build their businesses
sustainably,” he adds.
MTN Business carries out ongoing
research into SMEs. The research
looks to understand their needs, their
challenges, and how, by customising
its SME product portfolio to address
their changing needs in the digital
environment and how MTN Business
can support them. This focused drive
has seen the SME division grow from
MTN Business’ smallest segment
four years ago, to its biggest revenue
generator. Xoko says MTN Business
is uniquely positioned to provide
SMEs with the key infrastructure and
support they need.
“Technology is crucial for SMEs
today, and depending on their stage
of maturity and the vertical they
operate in, they need mobile devices
and smartphones, connectivity, data,
business tools, cloud services and
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What do SMEs need?
The ICT needs of SMEs differ
significantly from those of larger
enterprises, counterparts, and even
vary considerably even within the SME
segment. From inception, the small
business needs affordable, reliable
connectivity. “For the startup, this
means a smartphone and data to
support market research, but they may
need a ‘pay as you go’ ICT solution since
their revenue streams aren’t yet stable,”
Xoko adds.
A small office / home office owner, or
a sole proprietor such as a consultant

We’re passionate about
serving the SME segment,
since they contribute 36%
of the country’s GDP,
plus it has the scope for
massive growth.
Lindile Xoko

Lindile Xoko,
MTN Business

or independent plumber, may be
more established but is still a one- or
two-man operation. These businesses
might be fairly mature and generating
regular revenue, so their needs differ
from those of startups. “Because their
business needs to be contactable at all
hours, even when they’re out of office,
we’ve introduced a mobile PBX solution
allowing them to use both their mobile
and landline number wherever they are.
Ensuring they gain credibility and never
miss a call — or a business opportunity,”
says Xoko.

The growing business may also need to support mobile
employees, consolidate sales data, and generate invoicing
on the go, so MTN Business’ SME cloud solutions support
this. “These solutions are designed to meet very different
small business needs, and we’re adding to this portfolio all
the time,” he says.
Underpinning future SME growth
Beyond the relevant technologies, MTN Business is also
looking to support SME growth through new products
and partnerships. “In addition to great technology, SMEs
need information, skills, partner ecosystems and access
to markets to thrive,” says Xoko. “It bothers me that so
many small businesses fail within their first two years. I

believe MTN Business is well positioned
to offer partner ecosystems, and
business education platforms that give
SMEs access to a variety of markets.
We’re investigating initiatives along
with partnerships in delivering these.
Once you create the entire ecosystem for
sustainable small business development,
the propensity for their success and
sustainability is increased,” he concludes.
“We’re passionate about serving the
SME segment, since it contributes 36%
of the country’s GDP. It also has the
scope for massive growth.”
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At a Glance

South Africa
Subscribers

Building postpaid momentum, progress on
wholesale, enterprise dragging results

Investment

Growth drivers

+0.7 million to 30.2 million

R3.9 billion capex

10.7%

+0.3 million to 5.6 million

98% 3G population coverage
544 sites rolled out

13.5%

+0.3 million to 12.7 million

85% 4G population coverage
1 565 sites rolled out

total subscribers

postpaid subscribers

active data users

Corporate Business Unit
postpaid service revenue

mobile data revenue

Cell C wholesale roaming deal

Group salient features

MTN in Africa
MTN Business has operations in South Africa,
Namibia and Botswana. Over and above this, MTN
has a presence in Cameroon, Ghana, Ivory Coast,
Kenya, Nigeria, Rwanda, Uganda and Zambia.

+ 9.7%*

+ 10.2%*

Revenue

Service revenue

R63bn

R59bn

+ 26.7%*

+7.6%*

Data revenue

Digital revenue

R22bn

Rll.5bn

EBITDA

Capital expenditure

R15bn

223.4 million
people in 23 countries

R6bn

+17,0%*

MTN connects over

18,3% of revenue

across Africa and the Middle East

Interim dividend of 175 cents per share

MTN Group
interim results
(June 2018)
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Group subscribers
223.4 million

R

R

Revenue
R63 billion

Data revenue
R15 billion

MTN South Africa
Subscribers 30.2 million

