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I

t’s almost impossible to have a
conversation about technology
without the issue of cloud coming
to the fore. Be it issues around data
sovereignty or moving any number of
mission critical systems into a cloud
environment CIOs are taking the issue
of cloud services very seriously.
There are a number of reasons for
this, one is the issue of shadow IT, where
users are adopting systems outside of
the control of the IT department while
another is desire of organisations to
reduce capital expenditure and rather
pay for the services they use.
One of the key reasons, however, is
the need for almost every organisation
to accelerate their digitisation strategies.
Simply rolling out technology the old way
is never going to make companies agile
enough to cope with the ever shifting
world they have to operate in nowadays.
Very few companies are considering
a cloud only strategy but the hybrid
model of technology deployment where
the most appropriate deployment model
is chosen for each application is rapidly
gaining ground.

While this offers massive
opportunities for all organisations it also
makes the CIOs job more complex and
the need to forge trusted relationships
with advisors and suppliers has never
been greater.
The good news for many organisations
is that the commitment of big
organisations such as Oracle to delivering
their enterprise grade services through
the cloud as well as in the traditional
way has had the effect of making many
decisions significantly simpler.
Oracle invested heavily in bringing their
systems and services to cloud platforms
very early on and this vision is now
paying dividends for both the company’s
shareholders, partners and customers.
For organisations looking to futureproof their technology investments this
means that much of the complexity
that the new era of IT has brought
with it can be reduced and CIOs can
rather focus on the more important
task of driving the best strategy for their
organisation.
Ben Kelly
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Kholiwe Makhohliso, Technology and
Country Leader at Oracle South Africa

Oracle Mission SA:

TRANSFORMATIVE
IMPACT
By Tracy Burrows

Photo by Moeketsi Moticoe

With its unique ability to offer completely integrated solutions
across all layers of the Cloud (SaaS, PaaS, IaaS), Oracle
is helping organisations around the world achieve digital
transformation. With sustained investment towards acquisitions
and R&D, Oracle is well poised to help local businesses create a
digital ecosystem that will enable them to tackle disruption.
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holiwe Makhohliso, Technology and
Country Leader at Oracle South Africa,
says working at Oracle is invigorating
and rewarding. “We’re at the heart of
a fast-changing environment in which the only
constant is change. Our acquisitions, R&D and
new solutions are constantly upping the stakes and
keeping us ahead of the game. Oracle has invested
more than $45 billion in research and development
since 2004. At Oracle, R&D is a key priority for
us to create products that match our customers’
expectations. This allows us to truly digitally
enable our customers, and through them, their
end customers. We’re having a transformative
impact on the market.”
Oracle continued to drive innovation when
it opted to focus aggressively on promising,
but then emerging, cloud technologies some
years ago, she says. “Cloud is going mainstream
now, and it’s making public and private sector
organisations of all sizes more agile, productive
and cost-effective. With Oracle present in
many organisations in South Africa, we are
moving to take our customers into a cloudbased future.” Quoting from CEO of Oracle
Mark Hurd’s predictions that around 80% of
all production applications will be in the cloud
by 2025, Makhohliso says it’s clear that global
organisations are moving from Capex to Opex
models wherever possible, and all are looking to
increased cost efficiency and agility.
The only vendor with a broad range of
advanced, integrated SaaS, PaaS, and IaaS cloud
services, Oracle EMEA has appointed 1 400
skilled resources to drive cloud migration and
uptake across the region. It’s also capacitating
and enabling its Oracle PartnerNetwork
members to meet growing cloud demand,
through programmes such as its new Oracle
PartnerNetwork Cloud Programme. Local
partners are increasingly positive about the
cloud, she notes. “Four years ago, our partners
were uncertain about the cloud, but now they’re
very positive about the value it offers them and
our customers.”

Cloud becomes a bottom line driver
The IT discussion has moved out of the IT
department and into the boardroom, says
Makhohliso. “Where we used to engage mainly
with CIOs, now, the full C-suite is looking at
what technology – and cloud specifically – can
do to improve productivity, agility and digital
transformation. Local CEOs are well aware of the
digital space they need to be playing in, particularly
in the face of digital disruptors who may start small,
but quickly change the entire market.” She points to
the likes of Uber and Facebook, who at one time may
not have appeared to be a threat, but shook up entire
industries. “Long-established sectors like banking are
now facing disruption from retailers and telecoms
firms. No sector is untouched and local businesses
know that to remain competitive, they have to be
disruptive and agile too.”
Cloud delivers the agility and flexibility they
need to deliver on changing business imperatives,
she notes. “Local SMEs are typically leading
cloud adoption because it’s easier for them. For
large enterprises held back by extensive legacy
investments, change may come slower, but because
most of them compete in the global space, cloud is a
no-brainer too.”
Many local organisations are opting to migrate
to cloud in a phased approach, co-existence model
starting with SaaS solutions such as Customer
Experience, Human Capital Management and now
ERP, says Makhohliso.
“The local C-suite is looking to the cloud for
measurable change in a number of areas,” she
says. “Key among them are the ability to take new
products, services and projects to market faster;
reducing the costs of IT; improving the ability to
innovate; and the ability to drive growth through
improved customer experience.”
We’re also seeing a number of customers moving
development and testing and their workloads to the
cloud using our Platform as a Service (PaaS).
A recent Oracle report polled 300 global
C-level executives on business trends and
found that 84% of respondents wanted a more
individualised experience, but fewer than 20%
gave their organisations an ‘A’ in their ability
to offer those experiences. Respondents across
the communications; education and research;
engineering and construction; financial services;
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UNDERPINNING INNOVATION
Oracle Cloud is impacting innovation and
creating revenue-driving opportunities across a
broad range of sectors:
• Oracle Health Sciences has introduced a
cloud version of Oracle Health Sciences
Safety Suite 8.0. to help pharmaceutical
organisations bring drugs to market and
once they’re on the shelf, properly manage
limitless amounts of safety data and accurate
reporting.
• Pfizer has selected Oracle Health Sciences
InForm Cloud Service and the Oracle Siebel
Clinical Trial Management and Monitoring
Cloud Service to help manage and monitor
its more than 300 clinical trials a year, saving
time and reducing the cost of clinical studies.
• Oracle’s new utilities solution delivered
through Oracle Cloud supports advanced
metering as well as grid and customer service
optimisation, while Oracle Utilities Cloud
Analytics unlocks smart grid data and turns
it into actionable insight for electric, gas and
water utilities.
• A new release of Oracle Field Service Cloud,
part of Oracle’s cloud customer service
offering, delivers extensive new field service
enhancements focused on mobility, ease of
use, and connecting contact centre agents
delivering service via the phone, email,
and chat to field technicians providing inperson support. Field service is a customer
service cornerstone for industries such as
telecommunications, utilities, high tech and
manufacturing.
• Oracle Retail cloud services provide
retailers with rapid access to enterprisegrade applications for managing critical
e-commerce, customer engagement,
order management, order fulfilment, loss
prevention, and brand compliance operations.
• An Oracle Hospitality Sports and
Entertainment research report in partnership
with Turnkey Intelligence found that among
3,500 sports fans polled in eight countries,
more than 40% abandoned concession lines
due to wait times, and 60% were likely to buy
more if in-seat ordering was available at their
stadium, unveiling new opportunities for food
and beverage vendors at stadiums.
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healthcare; hospitality; life sciences; public sector, retail,
and utilities industries said this was a key hindrance in
their ability to compete effectively. Furthermore, 97% of
respondents believed that IT investments would play a vital
role in helping them offer more individualised experiences,
with 81% saying there was an important link between
cloud-based IT solutions and their ability to offer an
individualised experience.
Overcoming concerns
While the advantages of cloud are clear to the local market,
a few organisations still voice concerns about security, data
integrity, and where data is hosted, says Makhohliso. “As a
global enterprise, we adhere to international security best
practices, while also adhering to the regional legislation. For
some, data protection concerns will always mean a private
cloud or hybrid model. Oracle enables these along with the
public cloud model; and also recently launched Oracle Cloud
Machine that addresses concerns around where data resides.”
Makhohliso notes that Oracle does not just sell solutions
that deliver transformative power to market: “We see
everything we do as investing in transformation. From our
enabling solutions through to our partner empowerment
programmes and skills development initiatives such as our
Oracle Partner Learnership Programme in partnership with
EOH, and the Oracle Academy, we are sparking innovation
and changing lives.”

No sector is
unscathed and
local businesses
know that
to remain
competitive,
they have to be
disruptive and
agile too.

CEO

Kholiwe Makhohliso, Technology and
Country Leader at Oracle South Africa
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CIO

INTEGRATED
REALITY
By Tamsin Oxford

Photo by Moeketsi Moticoe

From piecemeal architecture slotted in
as the enterprise demands to sustainable
and integrated solutions, the CIO is on
top of trends and intelligent investments.

A

ccording to Oracle CEO Mark Hurd, the toughest role in
corporate America is that of the CIO. It’s impacted by the pace
of technology, constantly changing demands of the customer and
enterprise employee. This challenge is further compounded with
the integration of old with the new, and traditional with the unconventional.
This bold new world is one which the CIO should embrace as it’s giving
them an unprecedented opportunity to show enterprise and the decisionmaker alike exactly how much value they add.
The 2016 Gartner CIO Agenda Report only serves to underscore the value
of the CIO, and how the role has continued to evolve over the past few years.
The report shows that an increasing number of CIOs are becoming, or have
become, digital or innovation leaders within the business (39% and 34%
respectively), and that they are well aware of the digital business reality and
the pressures it introduces to the mix.
“The industry has changed tremendously over the past few years
and business models have been forced to adapt,” says Robert Manson,
Senior Director, Cloud Infrastructure; Oracle South Africa and SADC.
“Some industries, notably banking and retail, have undergone extensive
transformation to catch up with trends in IT, and many of our customers have
changed their views on how to fit IT into their businesses.”
An often written and regularly repeated mantra is that the CIO is no longer
just keeping the lights on and fixing the broken laptop. They don’t advise you
to turn it off and on again and see if it works. It’s often repeated because many
organisations are not paying attention to the inordinate value the CIO brings
to the business, and why they’re so important for long-term growth.
“Today, the IT department has become the nucleus of the business in

8
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the enterprise space,” says Manson. “This is
particularly true alongside the emergence
of cloud. It has provided the CIO with an
opportunity to become central to the business,
and also supports the C-suite with internal
processes and help manage in line with evolving
customer expectations. The CIO has to assess
what technology is needed – not only to benefit
the external customer – but also the internal
one. Selecting solutions that are sustainable and
scalable.”
The CIO has long battled the integration of the
new architecture into the old in order to keep up
with enterprise demand. IT is often piecemeal,
budgets and situations seeing CIO strapping one
solution to another to achieve results. Results that
can be far more impressive if a comprehensive and
integrated stack of hardware and software was
implemented.
“Oracle as an organisation is in a good position
to service this market and ensure that the CIO
has a plenty of choice,” says Manson. “We have
a bouquet of offerings that allow CIOs to choose
what they want, how they want it, and at a level of
maturity that fits both their existing models and
the ones they have strategically envisioned for the
future. Oracle’s solutions can be tailored to public
and private cloud as well, so the CIO or business
that isn’t quite ready for public can maximise IT
on the private cloud. We see CIOs also opting for
the hybrid model as they feel more comfortable
taking some workload into the public cloud, some
into the private cloud, and then having the ability
to move between the two as and when it suits the
business.”
Strategically, the ability to shift and scale
as required is of immense value to both

Robert Manson,
Senior Director, Cloud
Infrastructure; Oracle
South Africa and SADC
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the enterprise and the CIO. Budgets are constantly lowered, while
expectations are consistently growing. There remains a battle between
what is feasible and what is demanded, and the CIO sits in the middle.
“It goes to show that CIOs aren’t just computer fixers anymore, they’re
central to the success of any enterprise,” says Manson. “They have to invest
in solutions that offer complete cloud capabilities and maximise existing
investments, and they have to do this while transforming the business.
We’re very well aware of the pressures that a CIO faces, so we’ve focused
on developing solutions that aren’t fragmented, but rather end-to-end
stacks that deliver a tangible return on investment.”
The Oracle hyper-converged infrastructure is extremely solid as an
infrastructure offering, with a number of different IT components blended
together into a single, optimised package. It allows customers to back-up
data, store it and deliver impressive networking capabilities, among many
other things.
“We also have the compute and the software within hyper-converged
infrastructure that allows the CIO to procure one piece from one vendor
without having to purchase different components from different vendors
and build it themselves,” adds Manson. “CIOs only have one place to
check in, one vendor to deal with. It’s no small benefit in light of the time
pressure the CIO is under.”
There’s a need to constantly find ways of bringing value and efficiency
within the tighter confines of shrinking budgets. CIOs have to relook the
piecemeal approach to make sure they can create sustainable solutions that
can be grown systemically with a modular approach. The emergence of
cloud has, fortunately, helped keep the costs down.

We’re very well aware of
the pressures that a CIO
faces, so we’ve focused
on developing solutions
that aren’t fragmented, but
rather end-to-end stacks
that deliver a tangible
return on investment.
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“Cloud is giving the CIO an opportunity
to actually look into supermodels and efficient
models to service their customers,” says Manson.
“They can use cloud offerings to innovate and
create infrastructure that’s far more capable
than ever before, but at price points that are far
more manageable and predictable. Our hyperconverged infrastructure gives us the ability to
assist the CIO in creating solutions that deliver
return on investment and long-term value.”
Manson is quick to point out that many
organisations are still ‘waiting’ for cloud to
arrive – it’s not going to. It’s already here and it’s
not only defining the future for many enterprise
customers but also consumers. It’ll be affected
by the shifts in the marketplace and trends as
technology continues its endlessly rapid cycle of
evolution and change.
“Over the next few years, I believe we’ll see
more technology disruptions changing the
rules of the game – already Facebook is a bank
and the impact this is having on financial
institutions and the CIOs that run them is
huge,” says Manson. “The CIO in the enterprise
has to be far more agile and alert than ever
before, constantly thinking about the future.
What will it be like in the next one to two
years? For us at Oracle, the most important
thing is to partner with the CIO to not only
enable but to also advise, challenge them so
they can differentiate their business and be a
part of the disruption.”
The future that everyone has been waiting
for is already here. In fact, it has shot past and
already been replaced with something far more
interesting and different. The CIO has to be as
ready as possible so when change comes, they
can adapt. That is if the CIO is not a gamechanger already.
“If the taxi industry had foreseen Uber, what
would they have done to prepare?” concludes
Manson. “How would they have set themselves
up against this disruption? The CIO needs to
focus on what the consumer and enterprise
doesn’t know they want, and use disruptive
technologies to provide it at a fraction of
the cost in a simple platform that’s easy and
seamless to use and understand, And we at
Oracle help them to do just that using our Iaas,
Saas and PaaS solutions”.

CFO

Nkosi Kumalo, Senior
Director of Applications
and SaaS Cluster Leader
at Oracle South Africa

The CFO and technology:

BUSINESS’ NEW
POWER COUPLE
By James Francis

Photo by Moeketsi Moticoe

Technology is the bedrock of modern companies.
Time for CFOs to claim their stake in the conversation.
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T

he modern organisation is changing.
Many are already trying to make sense
of it, but during such a revolution it
can be tricky to get an objective bigger
picture. This places pressure on business leaders
to act fast and smart, ensuring that uncertainty
doesn’t scupper an otherwise healthy ship.
Chief financial officers have been brought to
the front of this change. The past number of
years, marked by financial turmoil and shifting
market sands, have pushed CFOs to become
resilient changemakers, transforming bloated
companies into lean survival machines ready for
tomorrow. This new collection of duties continue
to play a critical role as enterprises seek to make
sense of and use technology to its benefit.
The changing roles of CFOs
Being a CFO is no longer just about making
sense of the cents, says Nkosi Kumalo, Senior
Director of Applications and SaaS Cluster
Leader at Oracle South Africa. CFOs are
taking up a key role in both overall business
strategy and possibly even succession to the
top. They’re increasingly likely candidates to
becoming CEOs, the result of a much larger
scope of responsibilities and input that exceeds
pure spreadsheet logic. Kumalo explains:
“It’s important to understand that while each
executive has their role, it’s very difficult to be
a change agent in a business if you see your
responsibilities as limited to your function. If
you’re an Exco member, you have to understand
a little about marketing, how technology
works, the strategy – and more so for the
CFO. My expectation of the current CFO is
someone who’s not just numbers-orientated, but
ultimately strategy-orientated. They’re close to
the CEO and an enabler for business.”
All executive roles are busy evolving and
a number of new ones have emerged. But
increasingly, it’s the CFO who acts as a bulwark
to problems and as an enabler of progress. They’re
tasked with the meat and potatoes: the costs, the
balance of assets, the many steps in the company’s
journey. In the past, this would have seen a CFO
characterised as the ‘no’ person who shot down
ideas based on their fiscal sense. Yet such stoicism
does not grow the company. A CFO needs to
control the bigger picture, but they can only do so
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if the right processes are in place – and in this era
that means the right technologies.
“We’d like to see a CFO role transition to a
point where they don’t worry about the systems or
compliance, because they’ve ticked all those boxes
from a technology and processes point of view.
They need to elevate their play to understand how
the business operates, where it’s operating, what
the external environmental factors are that affect
future sustainability and what internal factors
could potentially limit or enhance the competitive
positioning of the business.”
That philosophy extends beyond being a
gatekeeper. But for a CFO to do so and not overreach,
they need the help of modern technologies.
Why technology matters
Business technology used to operate in a very
different way. The CIO and his teams would use
their budget for systems on which the business
built its processes and products. If the business
required something, it would request it from IT,
which would then deliver within the scope and
capacity of its resources. Technology didn’t cater
for business as much as business tempered its
expectations around the technology it owned.
That’s changed. Business has grown more
demanding upfront, taking the reins instead
of asking IT’s permission to choose a certain
direction. This has created a host of new
dynamics in organisations, delivering both
good and bad scenarios. One upside is that
businesses can be more responsive, taking
advantage of technology’s speed to deliver on
change and strategy. But it’s also created bad
habits such as Shadow IT: introducing thirdparty technologies in lieu of an in-house option.
This sounds grand, until you realise it could
violate regulations and governance.
“A CIO used to determine how the business
would be run from a technology perspective. That
would then filter into the business. What we’ve
seen change is business asserting its requirements:
if the systems come from an IT perspective, it
takes too long for the goal to be achieved.”
Yet don’t see this as IT simply stepping in
line behind business. This is not a role reversal.
The game is different: in order for companies to
remain competitive, technology and business can’t
be treated as separate. They are two sides to the

If the CFO
doesn’t
understand
technology, they
can’t ask the
right questions
and understand
the challenges
of delivering
solutions.
same coin. It’s critical for CFOs to work with
IT and particularly CIOs. Technology defines
the potential of the big picture, so CFOs need a
foot in that arena if they expect to help drive the
company’s sustainability.
CFOs must look beyond their own
disciplines, says Kumalo: “If a CFO is not
reading into the market in terms of technology
direction, such as mobility and cloud, they’ll
stay behind. It’s key to understand what’s
happening in your market and being able to
deliver. If you’re a business leader and you don’t
read outside your sphere of influence, you’re
going to be irrelevant. It’s as simple as that. If
the CFO doesn’t understand anything about
technology, they have a problem.”
The Oracle approach
CFOs don’t need to understand nitty gritty
details such as this many gigabytes or that
many megabits. But let’s say they want to share
important documents with the board through
something such as Dropbox: Can they? Does the
company need an in-house equivalent? Do the

current systems ensure that such information
can be shared through a third-party provider
without violating governance or other rules?
Just understanding the context to such
basic questions will enable the CFO to have a
productive technology conversation: “This is
about the CFO who knows what their pains
are and is able to look for partnership in the
business to say ‘can’t you give me a cloudenabled solution like Dropbox?’ If the CFO
doesn’t understand technology, they can’t
ask the right questions and understand the
challenges of delivering solutions.”
A Longitude Research report commissioned
by Oracle and Accenture confirms this: effective
CFOs are becoming technology evangelists.
A recent Robert Half Management Resources
report reveals why: compliance, big data
analytics and retaining skills are intimately tied
to technology and also key pillars to successful
modern companies.
Oracle, which offers end-to-end solutions –
from hardware through to applications – helps
the CFO focus on technology without losing
sight of the business. Reporting can be done
to custom formats, securely shared in realtime – even over mobile devices. Checks and
balances can be automated and create an audit
trail. Processes can be enforced and violations
flagged without CFOs lifting a finger. Oracle
helps create this empowering environment by
looking at processes, conducting departmental
interviews and consultations to understand the
business, then map the results to technology in a
way that makes sense.
“Whether it’s someone accessing banking
details, attempting to share information, even
browsing prohibitive content: that can be
detected and flagged. At the same time Oracle
systems enable big data analytics, platforms for
nimble R&D, services that enable employees
and more. It can be on premise or in the cloud.
But from the ground up, an Oracle solution is
a business-first approach that must make sense
to the CFO.”
Not taking advantage of this is what turns
CFOs into an antiquarians: “If the CFO wants
to be creative and get quick answers, but is
worried about the compliance barriers, they
won’t do anything.”
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Thozama Nene,
HR Director at Oracle

Human capital:

THE NEW
COMPETITIVE
ADVANTAGE
By Joanne Carew

Photo by Moeketsi Moticoe

Digitisation is changing the face of HR – making the role
easier but also more complex.
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M

odern economies are service-driven.
For modern organisations,
digitisation presents various
challenges; but this shift in focus
also opens up these businesses to a number of
opportunities. One thing is for certain – the
companies that are winning in this servicefocused economy are those that strive to take
care of their customers, while also looking
after their employees, says Thozama Nene, HR
Director at Oracle.
For Nene, there’s been a subtle revolution
in the workplace, as workers rise up and make
greater demands of their bosses. The scales of
power are tilting, she says, with high-value
employees realising just how essential they are to
the success of the business. This shift is forcing
businesses to up their game.
“From an HR perspective, we need to make
sure that we keep our employees engaged. The
workforce of today has to be more flexible. If
your employees don’t get what they want at your
company, they won’t waste any time moving
on to a new company.” In this way, highlyskilled and reliable employees have become a
competitive advantage, notes Nene, pointing
out that employee retention is more important

If your employees
don’t get what
they want at your
company, they
won’t waste any
time moving
on to a new
company.

than ever. Part of this drive for increased
engagement entails showing employees where
their career is going, she adds, noting that HR
has to really listen to staff in order to understand
what motivates them and keeps them interested.
But that’s just the first step; modern HR
professionals then need to take action and put
policies and procedures in place to satisfy these
needs.
The skills gap remains a challenge, she says.
Successful businesses are those that develop their
own skills and that broaden their recruitment
focus as job specifications and requirements
change. “We have an opportunity to develop and
boost skills, especially as technology transforms
what types of skills we require and who our
competitors are.”
How tech can help
Mobile and cloud technology has simplified
managing employee information, payroll and
recruitment, making HR more efficient.
Looking back, quite a bit has changed. When
Nene first started out in HR about two decades
ago, most of her tasks were manually-driven. She
recalls employees having to ‘clock in’ when they
arrived at the office and ‘clock out’ when they
left. “As an HR person, we would keep tabs on
these cards to see if our employees were in the
office when they should be,” she says. “Today,
we have digital access cards, which make the
whole process so much simpler. Modern systems
talk to each other, which makes it easier to track
employee expenses and activities and helps us
to work out the real total cost-to-company of
each of our employees.” The beauty of these
automated systems, according to Nene, is that
you can find out all of this information without
having to ask different departments for help
because all of the data is stored on a central
platform. “You just need to click a button.”
Nene describes how technology has helped HR
to determine how to best manage employees and
in doing so, helps them hold on to their valuable
employees. With insights from talent analytics,
HR practitioners are perfectly positioned to be
the ambassador of a more strategic approach to
collaboration between all levels of staff, both
inside and outside of the boardroom.
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CHRO

As HR, we need to
raise our game by
aligning the skills and
capabilities of our
staff members with
the organisation’s
overall business
goals.
Technology better equips HR practitioners to
engage with employees effectively. “The technology
we have assists us to have a positive effect on staff
retention and helps us to better upskill our staff,
which mitigates the hurdles we face around skills
shortages.” Technology has also become a ‘bargaining
tool’ to attract talent, states Nene. Young people
entering the workforce want to work with hardware
and software that they are familiar with and are
comfortable using. “We need to provide them with
these new technologies.”
In addition to this, she highlights that new
age communication tools like social media have
transformed how companies recruit new talent. In
the past, you would have posted an advert in the
newspaper, but today, you just put it on a platform
like LinkedIn. When discussing social media, Nene
does acknowledge that some potential employers can
take social media snooping a step too far. “Yes, social
media does provide a holistic view of an individual.
But when employers look at what you’re posting and
scrutinise your social activities, I do think that they
can sometimes blur the boundaries between our
employees’ work and private lives.”
Cloud alternatives and modern technologies should
not be seen as a silver bullet, though, she continues,
but rather as tools that can function to make HR
more efficient.
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“HR is at a crossroads,” Nene says.
Contemporary HR practitioners must
have the skills to analyse, consult and resolve
critical business issues. HR is no longer just
an admin and compliance function, suggests
Nene. “As HR, we need to raise our game
by aligning the skills and capabilities of our
staff members with the organisations’ overall
business goals. When we employ people, it is
not just about what the business needs. We
need to try to match people’s aspirations with
business goals. This is where HR is going.”
The reality is that HR’s strategic role has
to change in order to handle the pressure
of today’s business environment. And
when HR practitioners successfully make
this change, they become trusted business
advisors, notes Nene. HR professionals have
an unprecedented opportunity to participate
in key business decisions by giving
organisations the information they require
to make the right moves. But in order to
do so, they need to be involved in executive
conversations and be participants in strategic
business planning.
A seat at the table
By having a seat at the table, HR can advise
and consult executives about how best to align
their staff management with their business
objectives. For Nene, including HR in key
decision-making goes beyond changing an
HR director’s title to a ‘Chief HR Officer’.
She believes that the name itself is irrelevant.
What is relevant is the change in status, as the
heads of HR move to the same level as other
business executives. “For us, this means more
responsibility. HR needs to be more businesssavvy. We must be able to stand toe-to-toe
with the CEO. Our job is to bring the HR
team together and help it evolve into a better
distributed business function.”
No longer can the HR department isolate
itself from the rest of the business; HR is
part of the business and must have a role in
achieving business goals, she concludes. “It’s
time to rethink and redesign HR to focus
less on admin and compliance and more on
consulting and service delivery.”

CMO

MARKETING
BEYOND DIGITAL
BOUNDARIES
By Tamsin Oxford

Photo by Moeketsi Moticoe

The role of Chief Marketing Officer has
evolved far beyond creative mind sets and
artistic campaigns; it’s now critical, complex
and wonderfully challenging.

T

here’s an old Chinese saying that reads: “May you live in
interesting times”. For the Chief Marketing Officer (CMO),
that time is now.
As digital transforms customer engagement, the speed of doing
business and the nature of tactics has also evolved manifold. Technology
now provides richer and more accurate tools for measurement and control,
leading to a drastic change in the role of a CMO. It’s a seat at the C-suite
table, a strategic controller of organisation direction and manager of customer
engagement. The role requires many hats, one role and a deft touch.
A survey undertaken by the Economist Intelligence Unit (EIU) found
that 86% of CMOs believe that they will own the end-to-end customer
experience by 2020 with new media continuing its steady subjugation of the
old, and technology-specific trends changing the way in which the business
communicates with customer, stakeholder and board member.
“Technology adoption by consumers is accelerating change and
buying behaviour, dramatically increasing the need for more personalised
experiences and deeper customer engagement,” says Leeya Hendricks,
Marketing Director South Africa and SADC , Oracle South Africa. “The
increasing rate of change in the market is making it complex for the
marketer to keep up and stay on track. They have to remain innovative and
inventive using limited resources or budgets while still showing true value
and bottom line benefit.”
The CMO has long wanted a seat at the table and now they have it, but
this comes with expectations of accountability and a very clear return on
investment (ROI). The CMO is under very real pressure from the board

to deliver business results, and that pressure is set to
grow as the role continues to change.
“We’re now expected to deliver at a pace we’ve
never encountered before in our industry,” says
Hendricks. “The customer is in control. Old
marketing approaches no longer work – they actually
alienate the customer – and we have to find ways of
adopting modern marketing strategies, managing
change and allowing for a seamless shift from the
old to the new. However, we also have to cut costs,
become more streamlined and still achieve the
expected outcomes and more.”
The challenge for the CMO is that they have to
change mindsets, adjust working parameters and
introduce new methodologies while also providing
measurable results and ensuring all stakeholders are
kept informed and aware. It’s not an easy road to
travel, but it is an interesting one.
“The CMO has to be tech savvy and
entrepreneurial, and they need to work with a much
broader set of internal people,” explains Hendricks.
“They must include the CEO, the CFO and the
CIO in their decision-making processes, recognising
that these roles are essential in driving results,
building customer experiences and in achieving
internal success. Their mandate is to generate revenue
and drive e-commerce. Ours is to understand the
commercial model and the operating structure and
ensure marketing efforts are targeted to deliver
tangible ROI.”
Let’s not forget that above all this, sits the
customer and that the customer experience has to
remain the core focus for the CMO. Ultimately, if
they aren’t engaging with the end user and ensuring
that their experience with the brand is seamless and
part of a journey, then their efforts are not going in
the right direction. Customer-centricity as a concept
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Leeya Hendricks,
Marketing Director
South Africa and SADC,
Oracle South Africa
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CMO

We have to balance
innovation with key
initiatives to
deliver measurable
results and meet
expectations.
isn’t new, but it has become far more important. The great
differentiator isn’t the product, it’s the brand.
“The customer experience is one of the most important
elements of marketing at Oracle,” says Hendricks. “Everyone
is talking about marketing and how we need to establish
our position in the C-suite and rethink our organisational
structures, but we can’t forget that we must create more
personal and relevant customer relationships. This is the core
of what we do, and we need to apply technology and insight to
make this into a measurable and valuable reality.”
The CMO sits in the centre of the see-saw – CIO and
ROI on the one side, customer and experiences on the other.
They’re expected to build a customer-centric business, grow
relationships, prove marketing value and how it impacts the
bottom line and align all this with digital and experiences and
brand identity.
“The digital world asks the business to answer one obvious
question – how can we drive it,” says Hendricks. “This is where
customers access products, services and solutions and it’s our
job to make this happen seamlessly. We need to adapt to an
environment where everyone is vying for business and we have
to balance innovation with key initiatives to deliver measurable
results and meet expectations.”
Ultimately it all comes down to the customer and the journey
that the CMO creates. Solutions such as Oracle Marketing
Cloud are designed to track and measure the customer,
their responses and provide data into the real time customer
interactions. Created for the customer-obsessed marketing
professional, it provides a platform where technology from the
new realm of marketing can be blended into the old. It also has
more than a few clever tricks up its virtual sleeves, of course.
“We use the solution to track engagement and prospects,
communicating with people in the right way in real
time with the right messages,” says Hendricks. “The

technology allows us to activate and integrate
with the customer experience to provide relevant
communication both internally and externally. A
common challenge is that marketers have access to
a large amount of data but don’t have the tools to
use the intelligence behind it. This solution marries
the data with the correct behaviours and context
so marketers can use the information to make
decisions and plan outcomes.”
The CMO needs to embrace the opportunities
that modern digital technologies present so they
can structure individualised customer experiences
and demonstrate measurable business impact to
the boardroom. The planning cycle is getting faster
and agile marketing is as much a focus as the agile
business. Oracle Marketing Cloud is built around
these requirements and satisfies the need for a
simple, focused and enterprise-ready solution. It
helps the CMO align the pressures around revenue
and measurement by giving them the tools needed
to build digital marketing strategies for long-term,
sustainable success.
“In our environment we have to incorporate
acumen and an understanding of marketing to
really be the modern definition of the CMO,” says
Hendricks. “We have to overcome silos internally
and externally, build richer engagement across an
increasing number of touchpoints and develop new
skills and capabilities. Aligning methodology from
the top to the bottom across all functions has never
been more important – the customer must be key,
but the processes, roles and culture of collaboration
within the business have to be developed for the
improvement of the organisation.”
The right skills, inventive ways of overcoming
the silo mentality, aligning the customer with the
organisation – these are just a few of the boxes
that need to be checked. And all of this has to
happen at speed.
“Speed to market, speed to understanding
intelligence and the speed of data,” concludes
Hendricks. “These are the fast-paced realities of
today’s CMO. We have to engage at every point.
Curate content that is effectively measured across
voice, topic and channel. We need to create
compelling stories and recognise that customers
lead the way. And we need to get all this onto
the balance sheet for the C-suite. We’re definitely
living in interesting times, and the CMO is
leading the charge.”
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ORACLE HEALTH SCIENCES

ORACLE
INDUSTRY
SOLUTIONS

Oracle Health Sciences leverages industryshaping technologies that optimise clinical R&D,
mitigate risk, advance healthcare, and improve
patient outcomes.

Oracle develops and sells technologies
for about two dozen industries, and has
established business units around many of
them. We take a look at a few of these...

ORACLE COMMUNICATIONS
Delivering and monetising digital lifestyle services
across the entire communications landscape.
Oracle Communications delivers a powerful
combination of technology and comprehensive,
integrated business applications for enterprises
and service providers.
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ORACLE ENGINEERING
& CONSTRUCTION
Oracle’s Primavera is the leading global provider
of cloud and on-premise Enterprise Project
Portfolio Management solutions. Primavera
helps construction and engineering companies
reimagine their businesses. With best-in-class
project management solutions, you can proactively
manage projects, gain complete visibility, improve
collaboration, and manage change.

ORACLE FINANCIAL
SERVICES
Oracle Financial Services Software
provides IT consulting, services and
solutions to the financial services
industry. With its experience of
delivering value based IT solutions
to over 500 financial institutions,
Oracle Financial Services Software
understands the specific challenges
that financial institutions face: the
need for building customer intimacy
and competitive advantage through
cost-effective solutions while,
simultaneously, adhering to the
stringent demands of a dynamic
regulatory environment.
Our mission is to enable financial
institutions to excel through
the effective use of information
technology. It offers financial
institutions applications, services and
products as well as consulting and
application services.

ORACLE
HOSPITALITY
Oracle Hospitality
delivers a wide
range of software,
hardware, and
related services –
along with a rapidly
growing portfolio
of cloud solutions
– to enable our
customers in the
hospitality industry
to provide superior
service and
experience to their
guests anywhere.

ORACLE UTILITIES
Various pressures ranging from the ever
increasing cost to serve and tough regulatory
environments, are forcing utilities to re-examine
every aspect of their business processes,
from supply to consumption to billing and
settlement. To address these challenges,
successful utilities need a trusted advisor and
partner to help plan, navigate, and execute their
business strategy.
Oracle has earned the right to be known
as utilities’ software partner of choice in the
quest to respond positively to these pressures.
To do so, Oracle brings together a worldwide
team of utility experts who understand the
utility business and core operational software
applications that address mission-critical needs
comprehensively. From the meter to cash in
the bank, network management systems to
the management of operational assets and
the workforce, we have a complete suite of
solutions that will not only help you manage
your business better but also optimise the
value that you get out of your investments.

ORACLE
RETAIL
Oracle Retail’s
solution portfolio
allows retailers to
drive performance,
deliver critical
insights, fuel growth
across all channels,
and deliver what
customers want
most: commerce
anywhere.
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CONSULTING

A HELPING
HAND
By Joanne Carew

Photo by Moeketsi Moticoe

Collaborating with the right team can reduce
the risk of failure significantly.

S

o you’ve decided to buy an innovative, new cloud application. Now
what?
If that solution happens to be from Oracle, then Oracle Consulting
services are there to offer a helping hand. According to Elmar Van
Emmenis, a senior director at Oracle Consulting , when Oracle sells a solution,
its team of consultants can support the customer in their journey; from the
implementation and adoption of systems all the way until their solutions go live
and beyond.
“As technologies change, we have to offer value to our customers by helping
them adopt innovations that’ll differentiate them from competition. Something
like predictive analytics allows a business to track consumer behaviour and predict
their next best offer based on the customer persona and information gathered via
any connected social channel.
Transformative tech
With 22 years’ experience in the industry, Van Emmenis has witnessed how
digitisation has changed the consulting space. Business and CIOs need to
come up with ways to respond creatively to this ever-changing technology
landscape. “Some analysts have even gone so far as to say that if you’re not a
technology company, you are on the road to extinction.”
Just think about the convergence between mobile and payment channels
and how this has resulted in a healthy level of competition between FinTech
and banking, he continues. Particularly exciting for Africa is resulting financial
inclusion possibilities. “The tech industry really is the space where the future
giants of the market will be carved out.”
According to Van Emmenis, one of the biggest changes in the consulting space
is that things used to be extremely dependent on having an on-site presence.
“But this is no longer the case.” In the past, you had to be on location with the
customer to help them get their new technologies up and running. But these days,
cloud technology makes it possible to do most of the work remotely.
Something like a large complex ERP implementation used to take 12
to 18 months but now it could take just three or four months. Customers
today mostly say it is about “now”. Clients want to buy and implement new
solutions and they aren’t willing to wait for this to happen. Agility is key here
and have had to change processes to reduce to market, he points out. That is
the value of a cloud environment, says Van Emmenis. These environments are
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Elmar Van Emmenis,
a senior director
at Oracle Consulting

available immediately and have had a huge impact
on how consultants provide business value in a
shorter business. As internet connectivity across
Africa improves, cloud adoption is absolutely the
way forward.
But with all of this innovation, we can’t forget
about the human factor, asserts Van Emmenis.
He stresses that the technology is only as powerful
as the people who use it. With the right training,
people are able to communicate the value of a new
technology to key business decision makers. For Van
Emmenis, when IT has to convince business to invest
in new architectures and infrastructure, they need to
illustrate how not investing in new technologies can
actually cost a business more money.
New technologies have added additional pressure
on CIOs, who have to manage shrinking budgets
whilst reducing the total cost of ownership and
simultaneously implementing new transformative
technologies and systems that the business needs.
When companies are looking to implement
a new solution into their organisation, they
need to have a practical approach to that new
technology. Big data isn’t a thing, it’s just a
concept, says Van Emmenis, noting that having
the expertise and platforms to handle big data
is the big deal. “As a business, you need to skill
up your team and create an environment where
people can adopt the technology and use it
appropriately. It is not just about the technology.
It’s never just about the technology. It is mostly
about the people and assisting them in adopting
these technologies, enabling them to make
use of it,” he concludes. The technology on its
own will never work without the people being
empowered to use it properly.

ORACLE

SADC GOES
BIG ON CLOUD

FINDING
THE BEST
SOLUTION

O

W

racle is building on its significant investment and presence
in the African continent by enabling customers and partners
to achieve amazing results using Oracle cloud solutions to
move ahead of their more traditional peers,” says Derek
Bose, Oracle SADC Africa Applications Cluster Leader.
The power of cloud technologies and computing in particular
is something which Oracle has harnessed and instilled into the
continent’s enterprises in recent years; with Bose amazed at how
quickly the newest cloud solutions are being adopted across Africa.
“We have a lot of early adopters of cloud solutions; Government is
the surprise early adopter in some countries - seriously evaluating
where they can streamline and innovate their processes to improve
service delivery by using latest cloud solutions”.
As we see many of our customers in Africa still defining their
digital and cloud strategies, we expect to see the adoption rate
growing within the next 12 months. In some cases we’re seeing
specific areas of adoption moving more rapidly; an example
would be in the ERP and HCM cloud application space. There are
also some questions pertaining to security – how safe is data in
the cloud, what happens in the case of data loss etc. As these
concerns are addressed and more customers share their successful
cloud projects and benefits realised, we expect to see a greater
shift from interest and evaluation, to adoption.
“The agility of the cloud enables our customers to quickly
harness solutions that they previously perceived as being beyond
their budget,” Bose said. “Never before has so much innovative
technology been so readily and affordably available in an incremental
way as they grow.
The broadness of Oracle’s cloud services is an additional advantage,
bridging areas of customer management, marketing, ERP and
much more under one seamless opportunity for Oracle’s partners
and customers to cherry pick from, in accordance with their own
requirements and the most pressing needs in their fields.
For Oracle, a continuation of the successes achieved over the
past two decades across Africa, having expanded exponentially
while addressing areas of capacity building and skills development
along the way; is a philosophy which is set to drive the business
forward in the future.

hen customers are
evaluating software
solutions, they are looking
for a trusted advisor to
help them on this journey. This is the
role that Solution Consulting (SC) plays
within Oracle. These are the product
specialists who get to understand the
customers’ environment and map it to the
proposed Oracle solution. They then hold
their hands as they walk them through
how the Oracle solution would work and
add value in their business.
In the era of cloud, the team needs
to stay on the top of their game. The
solutions are being enhanced on a frequent
basis and this new functionality drives the
consultants need to understand and be
able to demonstrate to Oracle prospects
and our customers. The key question for
the consultants is “what business challenge
will this new functionality address”. Once
they understand the business challenge,
they respond with the best applicable
Oracle application.
The business areas that Solution
Consulting covers are Enterprise Resource
Planning, Enterprise Performance
Management, Human Capital Management
and Customer Experience. A typical profile
of a SC is someone that has worked in
these business areas and hence an in-depth
knowledge of business is key.
Cloud applications have allowed
the consultants to address some of the
challenges better, as the applications are
based on best practice and incorporate
modern business.
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CLOUD

MANAGING
THE CLOUD
By Tamsin Oxford

Craig Vintcent,
Sales Director,
Oracle Managed
Cloud Services

Photo by Moeketsi Moticoe

The mysterious shroud surrounding cloud is being
torn away by smart solutions and sassy systems.

S

ince the term ‘cloud’ was coined, it has baffled and bemused the
enterprise as they have pondered on the concept of cloud; what it
actually means and what tangible benefit it presents. Today, those
questions have largely been answered as organisations continue to
adopt and integrate solutions structured within the cloud architecture and have
developed to handle a constantly changing marketplace. According to the 2015
IDG Enterprise Cloud Computing Study, 72% of organisations now have at least
one application in the cloud compared with 57% in 2012. Furthermore, from a
19% increase in 2014 to 26% in 2015, the hybrid cloud continues to grow.
“In spite of growing adoption, cloud does still remain something of a
mystery to many organisations,” explains Craig Vintcent, Sales Director,
Oracle Managed Cloud Services. “The biggest issues which they battle to come
to terms with are security, data and data sovereignty. And this is not a concern
unique to the South African corporate either - these worries are relevant and
prevalent across the globe.”
Organisations are under pressure from government and compliance
perspectives, as well as their own internal directives and controls. Nobody wants
to be the guy who announces a breach of astronomical proportions and reaps the
rewards of losing customers and confidence. The corporate wants to know what
will happen to their data, how it is secured and which country it’s residing in.
“In order to alleviate this concern, Oracle has developed Oracle Managed
Cloud Services (OMCS) and a bouquet of solutions which are designed to
map back to the varied requirements of different organisations, budgets and
challenges,” explains Vintcent. “We are able to offer our customers the option
of having their cloud machines sit behind their firewall so their data doesn’t
leave the country and they know precisely where it is at any given point in
time. This solution also provides the customer with enormous peace of mind
and a sense of control.”
The ability to manage security, data and cloud from behind the corporate
firewall is of enormous value to the enterprise. They determine where it is stored,
who has access to it and in which direction it travels. In addition, the Oracle
platform ensures that the data remains encrypted at both ends, and only the client
has the key.
“It is an example we often refer to when assuring customers of the security
around their cloud investment,” adds Vintcent. “The key to their data is only in
their hands. Of course, the same levels of security and reliability extend to our
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other offerings. Oracle has a reputation for handling
exceptionally private and high-security data in its systems
and has a client list to prove it.”
“We respect the fact that customers are at different
stages and that they need different deployment models,”
adds Vintcent. “They can be broadly categorised into
three areas: cloud at the site, cloud in a partner data
centre based in South Africa, and a managed journey
with Oracle using our public cloud data centres. What we
have found in our move to the cloud is that a number of
customers are concerned about the investments they’ve
already made and this is hampering their shift to the
cloud. They have spent a lot of money on infrastructure
that cloud can render unnecessary and this needs to be
taken into consideration.”
Oracle has devised a co-existence model for those
customers who wish to balance their existing investment
alongside cloud adoption. The solution is designed
to walk with the customer on the path to the cloud,
providing support and management without impacting
on existing infrastructure. One of Oracle’s most notable
local customers is MTN. Oracle recently worked with the
telecommunications giant to create a tailored hybrid cloud
solution designed to boost their footprint and capabilities
through cloud applications, but without minimising
their existing hardware investment. It is the first
implementation of its kind in South Africa and continues
to deliver on both promise and product.
“The pay per use model option is of enormous benefit
to the customer as they can scale up or down depending
on what they need or want,” concludes Vintcent. “In the
past when you paid for a license, you paid the support for
it, even if you were not using it. Now you only pay for
what you use. It’s flexible and scalable and, probably most
importantly, the customer can now get their solutions to
market that much faster.”

SUPPORT

Terrence Bales,
Customer Success
Director at Oracle
South Africa

If you want your technology
investment to deliver, you need
good support.

W

hy is there a difference between buying
your first and second cars? There are
many reasons for this – perhaps the giddy
sensation of owning your own wheels – but
first-time buyers are often more concerned with what they get
in front of them. They listen to the purr of the engine, swoon
over the paint job and maybe show an unexpected fascination
with the many compartments and cupholders inside.
Second-time car owners are as engaged, but they
have another dimension to their thinking: what about
maintenance? Is there a motor plan? How expensive are
the parts? What will it cost if this machine decides to
break down?
Support is an afterthought if you don’t know what you are
doing. The serious and experienced buyer is distinguished
by knowing an investment’s maintenance is as valuable as
its ability to deliver. In business, this is crucial: server failure,
application crashes and other problems cost time and money.
Yet it’s not as simple as just getting up after falling down.
When the technology stack in a company gives problems,
these can be persistent and even fatal to the business. Unlike
a car, you can’t just sell a lemon and get a new set of wheels.
You need support at its best.
“The value of good support is often overlooked,” says
Terrence Bales, Customer Success Director at Oracle South
Africa. His long career as a support engineer, manager and
director at numerous technology companies has ingrained
the obvious: “Good support retains customers. Support
boosts their return on investment. It not only helps sweat the
technology for longer, but properly maintained systems are
easier to modernise and equip for future business growth.”

THE HIDDEN
VALUE OF
GREAT
SUPPORT
By James Francis
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Power to the customer
There are many facets to a healthy support regime. Bales points to the standard
benefits of Oracle’s Premier Support, the baseline support service offered to all
of its customers and a critical enabler of high system availability, operational
efficiency, and continuous business innovation. This ensures that Oracle
customers have access to the latest patches, updates and new releases, services they
can engage through several channels, including the My Oracle support portal –
available at all times.
“One of the biggest shifts in the past two decades is the growth of remote
monitoring and the ability to check the health of your systems without outside
intervention. Oracle support is always ready to help, but we have developed
tools that enable customers to keep an eye on their system investments through
self-diagnosis and health-checks. Problems can be flagged early and even nipped
before they cause downtime. Often our customers fix a problem without any
outside intervention. That saves time and resources.”
One stop support
But enabling customers to be support proactive is not about reducing Oracle’s
role. In fact, Oracle uses this advantage to craft a continuous and progressive
support environment. Support is as much a pillar to Oracle’s innovation as to
keeping customers happy.
“Oracle is one of the few end-to-end vendors in the market,” says Bales.
“From on-premise to cloud, from the hardware to the applications, we
engineer it all and consequently support everything. If something goes wrong,
there’s none of the finger-pointing you’d see among our competitors and their
partners. The buck stops here: if you use Oracle, Oracle makes sure it all works
and enables customers so it stays working. That’s why I say support is all about
realising ROI for our customers.
“Companies have never relied more on their technology investments, which is
why we are seeing more companies take direct ownership of maintenance. This
raises the bar in terms of expectations over performance and consistency. No
product on the market can deliver on those without good support.
Support matters. Nobody plans to be stuck, broken down on the side of the
road. But chances are they chose that fate long before, when they ignored the long
term view. If your business wants to reach its destination, choose the solutions
that you know have your back at all times – even when things go wrong.
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SKILLS

SKILL UP
By Joanne Carew
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As technology evolves, enterprises
need to train their staff so that they
are equipped to keep up.
Pragasen Moodley, Director,
Oracle University, Africa

L

ast year, a local Talent Shortage Survey, conducted by Manpower SA, revealed
some worrying trends. A concern for the tech and IT industry were the
revelations around a lack of job seekers with broad technical competencies.
When the survey respondents were asked how they were mitigating this
skills shortage, about a quarter of employers said that they were currently hiring
people without the necessary skills; with the idea being to train them up in the future.
One way to undertake this training is through partnerships with people who have
the expertise and resources to help businesses upskill their staff. And that’s the idea
behind Oracle University.
In a nutshell, Oracle University is the education, training and certification arm of
Oracle. The aim of the institution is to help Oracle customers maximise their return
on investment by teaching them how to utilise Oracle technologies and applications.
Businesses spend a fortune on products but utilisation is nowhere near where it
should be, notes Pragasen Moodley, head of the Oracle University business unit for
Africa. “We have a requirement to fill the skills gap. We want to give people the skills
to use our products but we’re also trying to fill the gaps in talent coming through
the South African education system.” Oracle University enables, trains and upskills
people to utilise the infrastructure they’ve purchased and to boost their business in the
process. Oracle offers a variety of learning opportunities to suit each student’s needs;
from digital learning options to traditional courses run in a classroom setting.
If you run a manufacturing business, manufacturing is what you do, he continues.
“IT is an enabler. The key is to hone and train staff so that technology can move your
business forward.” According to Moodley, the university provides training that covers
the entire Oracle footprint; with guidance for every possible job function – from the
developer to the implementer.
Mind the gap
One of the biggest problems with training is that it’s often undertaken as a quick
fix and an attempt to just “keep the lights on”, says Moodley. “No one is really
encouraging them to become more innovative. The reality is that we have a definite
lack of skills.” With the rise of cloud, big data and IoT, there is a strong requirement
for customers and enterprises to leverage the capabilities that these innovations and
platforms offer. In order to do this, they need to equip their staff with the necessary
skills so that their focus extends beyond just keeping the lights on. Their role should
be to create new streams of business and grow current business streams.
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He believes that the local industry is not
doing enough to train job seekers to undertake
specialised tasks.
When discussing how to address the skills gap,
Moodley champions a hybrid model embracing the
Private and Public sector in partnership with OEM’s
such as Oracle. An institution like Oracle University
offers consulting services to everyone from customers
and industry, to government and training authorities.
Oracle University also works with enterprises to deliver
workforce development programmes and enterprises
can partner with the institution to tailor training for
their specific needs.
As far as funding goes, the workforce development
programme is a subsidised model open to government
funding for unemployed people. Oracle also offers the
programme to NGO’s for funding programmes for the
unemployed as well. While the Oracle University is an
enterprise training company, they do work with people
who self-fund their training and who may have the
need to change job roles, want to improve their CV
or who are just looking to expand their skillset. The
Workforce development programme caters for these
individuals as well as school leavers seeking to upskill
themselves on Oracle.
Because IT and IT roles are constantly changing,
it’s always important for training to move with the
market, he concludes. “In a few years’ time, we’ll be
talking about roles that don’t even exist today. There
will definitely be more specialised roles. Something like
a chief social media officer does not exist or is rarely in
existence today but it really could be a role that exists,
as a norm, in the future.”
Visit Oracle University at education.oracle.com and get
the training you need!

CUSTOMER SUCCESS

Michelle Pryke,
Senior Director for
SaaS Customer
Success, Oracle
ECEMEA

Cloud is all the buzz, but how are
IT vendors like Oracle changing
the way they engage with their
customers in this new era? The
old paradigm of ‘customer lockin’ no longer applies and vendors
must upend their traditional
engagement with customers or
risk being left behind.

“C

loud is a service business. As we take more
responsibility for our customer’s critical
business processes they are embracing
us as an even more significant enabler
of their business success. We acknowledge the need to
partner differently and are redefining how we work with
our customers to play a far more active role in their short
and long term success”, says Michelle Pryke, Senior
Director for SaaS Customer Success, Oracle ECEMEA.
“Oracle is investing heavily in establishing a Customer
Success culture premised on providing continuous
and proactive partnership throughout a customer’s
cloud journey. Ultimately, our objective is to be able to
deliver and demonstrate tangible business value to our
customers.” explains Pryke.
Customer Success is a relatively new field with its
roots in the growth of Software –as –a Service (SaaS)
organisations but the concepts which underpin this new

REDEFINING
CUSTOMER
ENGAGEMENT
By Tamsin Oxford
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philosophy are well known. Driving success through long term relationships
and delivering value are established fundamentals. The Customer Success role
simply aims to deliver these principles in a more targeted and structured way.
“I was entrusted to build and lead the Customer Success
function in this region 18 months ago. Today we are a dedicated team
of over 50 people and on a regular basis I hear from customers how we are
enabling them to achieve business growth through the combination of superior
cloud technology and a new approach to working with them” says Pryke.
Realising the Value of Cloud
Pryke believes that one of the most important success factors for value
realisation in the cloud is to have clearly defined objectives before embarking
on cloud adoption. “Strategy should drive cloud adoption but strategic
objectives will differ and ‘value’ means different things to different
organisations”, she explains. Having clear objectives defined upfront ensures
the ability to demonstrate relevant and meaningful results”.
Oracle’s Customer Success Managers understand a customer’s business and
their objectives. They work together to build a success plan for the future,
define concrete measurements and have regular checkpoints to ensure Oracle is
delivering and enabling bottom line results. By engaging regularly throughout
the cloud lifecycle, their Customer Success Managers go beyond the traditional
areas of implementation or reactive issue resolution to consider adoption,
change management, strategic planning and ROI Analysis.
Pryke continues explaining that another important factor in the degree
to which organisations are able to realise the value of cloud, is their speed of
innovation adoption. “The rate of innovation in the Cloud is unprecedented
and whist this is frequently quoted as one of the main benefits, it can
be challenging for organisations to adapt and embrace this dynamic
environment”, she adds.
“In the old days upgrades occurred every few years and would take months
to roll out. Today Oracle provides cloud upgrades every six months and rolls
out the innovation within a few hours. Customers need to be agile and ready
to use this innovation to gain competitive advantage. We focus on empowering
them to embrace this speed of innovation and build their ability to support
continuous new adoption cycles without disrupting their business operations.”
With more than 17 million cloud users and 21 data centres across the globe,
it’s no surprise that Oracle is revisiting traditional customer engagement and
embracing new ways of partnering with and, responding to the unique needs
of cloud customers.
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TRANSFORMATION

REAL
CHANGE
By Yule Edwards

T
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he business world offers one of the greatest opportunities
for transformation in South Africa. Some companies
have ploughed tremendous effort into uplifting society,
even before the BEE codes were introduced. Oracle is
one such organisation, which has focused on a range of initiatives,
aimed in particular, at skills and youth development.
“We’re a global multinational company – that is committed
to South Africa and we’ve put our efforts into areas where we
feel we can contribute to meaningful transformation,” says
Wendy Beetge, Transformation Director at Oracle South Africa.
“Our focus is on the quality of these initiatives, rather than just
quantity.” Raising a generation of educated and motivated youth
will fuel positive change, economically, politically and socially
and the ripple effect will be immense. We believe that through
programmes to upskill students, graduate initiatives, enterprise
and skills development, we have the capacity to contribute
towards the country’s success”, she says.
Specialist ICT skills are scarce and one of the challenges
companies faced several years back, was finding appropriately
skilled black-owned partners. “In the last ten years, we’ve
worked with over 50 black-owned small businesses and
our comprehensive enterprise and supplier development
programmes have attracted really good people,” says Beetge.
“We don’t do hand-outs. We run collaborative programs
that have the buy-in of our partners, support a common
understanding of objectives and goals and ensure a sense of
commitment from all parties. “Finding black women-owned
partners and suppliers used to be a challenge, particularly in the
ICT sector, but although we still have a lot of work to do, we
are happy to see great growth and partnerships in this area.
Transformation will only be embraced if it makes economic
sense. Companies successfully entrenching a culture of
transformation are those that can weave it into the business
strategy and reap the financial benefits. “What we’re doing
makes business sense and it’s integrated into our overall
strategy,” says Beetge.
Oracle formed a partnership with the Department of Education
to build the Ponelopele Oracle Secondary School in Midrand,
Johannesburg, which now has about 1300 learners and employs
over 50 staff. This Department of Education run school boasts an
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Wendy Beetge,
Transformation Director
at Oracle South Africa

annual matric pass rate of over 85%, way above the national
average. It celebrated the Top Public School Learner Award
in Gauteng in 2013, with the learner achieving nine
distinctions. He went on to study Actuarial Science and
achieved 100% for mathematics in his first year.
Oracle also runs a bursary programme that supports
youngsters from disadvantaged backgrounds with
funds for accommodation, tuition, books as well
as a mentorship programme. Often, there has been
no parental guidance for these young adults and a
mentor provides guidance with exam preparation,
time management and the softer skills required in the
transition from school to university life.
“Our graduate and learnership programmes are
comprehensive and the intention is to create employable
students, says Beetge. “We’ve found that our graduates
are snapped up by partners or customers, if not
absorbed by Oracle itself. Collaboration between
enterprises and these programmes can grow business
across the sector and contribute to a meaningful
contribution to transformation.”
There is a positive attitude towards transformation
within Oracle, says Beetge. “We try to get our employees
involved in tangible projects - we feel it’s easier for people
to understand why it’s necessary and why it’s part of the
business if they can participate. This extends to our partners
and customers - we have both coming forward with requests
to get involved,” she says.
The complexity and multi-faceted aspect of
transformation requires commitment and focus, but its
role in the South African economy and social landscape is
a business imperative. Growing a generation of enthusiastic
and well-adjusted business people will provide a foundation
for business growth.

CUSTOMER SUPPORT

Dennis Naidoo, Advanced
Customer Support
Director, Oracle SA

TAKING
‘SUPPORT’ TO
NEW HEIGHTS
By Yule Edwards

Photo by Moeketsi Moticoe

Support service keep customers’s
systems up and running.

W

ith the cost of downtime on the rise,
access to a combination of the right
skills at the right time is crucial to
business-critical systems. An IDC
white paper says that the average hourly cost of
downtime increased by more than 50% over the last
decade, with technology’s role central in facilitating
key business functions.
Oracle Advanced Customer Support (ACS) delivers this
support - personalised and proactively - to organisations
seeking to maximise investment in their Oracle solutions
and ensure their own business continuity and success.
Although ACS alludes to support, the division’s
components encompass more than that, says Dennis
Naidoo, Advanced Customer Support Director, Oracle
SA. “We provide initial designs through implementation,
to a comprehensive range of managed services and
support around any of the singular deployed Oracle
technologies, or a combination thereof,” he says.

Oracle ACS has a core philosophy of our customer
success, but strong implementation skills ensure
it’s more than simply theoretical, demonstrated by
an impressive CV of global clients:
• Global 50 governments by GDP - 84%
• Global Fortune 100 Companies - 82%
• Telecoms - 5 out of top 5
• Banks - 4 out of top 5
• High tech companies - 4 out of top 5
• Aerospace and defence - 5 out of 5
• Auto companies - 5 out of 5

“We like to be involved when our clients acquire our products, services or
software,” he says. “This team has a thorough grasp of how Oracle’s products
should be deployed in specific environments. When an organisation has a
requirement for applications to run day-to-day business - such as finance, HR
and logistics - we can deploy in a manner that best suits those needs. Once the
technology has been deployed, we like to stay on board for testing tweaking and
possible customisations as business requirements evolve”
A deep pool of international knowledge and experience combined with local
expertise, means the team understands the unique SA environment. Payroll
systems are not created the same across the globe or even across businesses,
for example. “Here, we know and understand legislative and tax requirements
for compliance,” says Naidoo. “We have access to their patches and we have a
bouquet of services and support for a project like that.”
Access to reactive support is often sufficient, but not when systems are
mission-critical. “Systems break, we know that. But you want to know that
there’s a team of people who will be able to look at it quickly, diagnose it, fix it,
test it and push it to the production environment. With something like payroll,
come month-end, it needs to work. Here, our managed services offering
provides a technical account manager who monitors a client’s systems.”
ACS’ “advanced monitoring and resolution” service centres monitor the
environment from databases to operating systems and virtual machines to
applications, ensuring utilisation is healthy. A dedicated team sits behind
this flagship offering, which alerts them automatically when pre-set
thresholds are breached. This triggers a “work to resolution” process that
ensures minimal downtime.
“No one service is off-the-shelf,” says Naidoo. “Everything we do is
customised to our client’s specific environment with our dedicated Solutions
Support Centre. Furthermore, we have a hybrid model using a combination of
onsite, remote and third-party services. We work closely with partners in the
field and invest heavily in ensuring they’re skilled and apply best-practice to the
Oracle product stack.”
ACS’ support services augments existing Premier Support and Platinum,
which allows Oracle engineers to connect directly into a client environment.
“Standard Oracle support is serviced by around 6000 people across the globe,”
says Naidoo, “and we have our own dedicated team of engineering expertise of
around 3000 people globally.”
“Our clients’ success is paramount to our strategy,” he says. The effects of an
organisations’ downtime, both financially and reputationally, is unaffordable
in today’s competitive markets.
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PARTNERS

ORACLE’S
PARTNER CLOUD
COMMUNITY
GEARING UP FOR
CLOUD NINE
By Yule Edwards

O
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racle’s long history with its channel and strong partner relationships
have been a pillar of the organisation’s enduring success. Investment
in the Oracle PartnerNetwork (OPN) in the last three to five years
has been aimed particularly at taking cloud technologies into the
market, says Adv. Stefan Diedericks, Alliance and Channel Director South
Africa and SADC at Oracle.
“We’ve changed and enhanced our engagement with our partners since
the addition of our cloud products - both acquisitively and organically - in
taking our products to the market,” he says. As an enterprise business, Oracle’s
partners act as a go-between for the market and Oracle, providing insight into
business and client needs while bringing products and solutions to customers.
“We’re collaborating with the market through our partners, now more than
ever. We’re constantly looking at new ways of delivering value to our customers
and we’re seeing heightened collaboration around customers. This is helping us
to provide transformational solutions that allow our customers to innovate and
disrupt the market, both locally and globally, particularly through the use of
cloud technologies,” he says.
Oracle’s investment in its partner community has created growth of between
30% and 50% in the last three to five years and the specialisation of skills has
doubled, says Diedericks. “Seventy of our 400 partners are now specialists. Our
partner base is much more active - monthly transactions through partners have
doubled and our engagement with the community has increased tremendously.
Seventy-five percent of our business value is delivered through, and with, our
partners. In terms of number of transactions and deals, it’s far more. Our channel
assists us with a broad market reach and we’ve met our commitment that three out
of four deals would be collaborated through a partner.”
Cloud is undeniably, the new world. Gartner, in its Top Strategic Predictions
for 2016 and Beyond: The Future is a Digital Thing, published in October 2015,
recommends that organisations should “develop and follow an enterprise public
cloud strategy” and most are certainly looking at cloud technologies, if not already
on the implementation path. “Looking at the next financial year, as we cross the
chasm from old world into the new with cloud, it’s critical that our partners are
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Adv. Stefan Diedericks,
Alliance and Channel
Director South Africa
and SADC

an intrinsic part of that journey, either on private or
public cloud and even hybrid solutions for customers
who aren’t quite ready for the leap,” says Diedericks.
He outlines three strategies for cloud engagement
with partners: “With our public cloud offering,
the partner deals directly with the customer and
implements the project - this is our footprint increase.
The second strategy is to build outsourced solutions,
where Oracle sales identifies the opportunity, but the
partner brings knowledge and implementation skills
to the client. And finally, we have partners who are
niche players and they deliver platforms such as the
Oracle Marketing Cloud, which is built into and
encapsulated by the partner service offering.”
The success of Oracle’s customers underpins
much of the organisation’s approach. Products are
just one aspect of solution delivery, but it’s about
more than that, says Diedericks. “Oracle is looking
for engagement with partners specifically focused
around innovation. We engage with our customers
not only on products, but also on business models.
We’re looking at how we can align partners to
influence and change a customer’s business strategy,
it’s not just about partner relevance, but about
driving partner differentiation, assisting their - and
our - customers to innovate, transform and disrupt
the market.”
With access to an extensive SaaS, PaaS and IaaS
cloud portfolio with go-to-market assistance as well
as technical training and support, OPN is growing
as Oracle’s reliance on its channel partners to deliver
products and services shows no sign of abating.

CASE STUDY

LEARNING FOR THE
NEXT GENERATION
Staff retention and delivering
appropriate training to staff is critical
to every modern organisation. In
order to achieve these objectives,
Cell C enlisted the services of Oracle
to closely evaluate the organisations’
training system by using Oracle
Learning Cloud to deliver, manage
and track learning initiatives.

O

racle Learning Cloud is a solution that reflects changing
user preferences as digital natives join the workforce.
Designed for the way people learn today, it goes beyond
traditional learning management systems by providing
today’s digital workforce with better access to content, within context,
shared by subject matter experts.
“With Oracle Learning Cloud, learning is flexible, training is
mobile-accessible and learners can share best practices and collaborate
online. Our staff have become more knowledgeable, productive, and
loyal; saving us recruiting costs and generating more revenue,” says
Cell C CIO Maria Pienaar.
Some of the challenges Cell C faced included: improving
training and learning management efficiency for employees;
making better use of training budgets by reducing travel and trainer
costs; helping customer care agents and sales consultants to improve
their interactions with customers; and adding value to the internal
brand by creating a learning culture among call centre agents and
sales consultants.
In order to overcome these challenges, Cell C consulted Oracle to
improve and streamline its learning programs for customer care agents
and sales consultants, by replacing multiple-day classroom courses.
By leveraging Oracle’s Learning Cloud and its modern
content delivery methods, Cell C doubled its number of training
interventions per year and was also able to reach staff in remote
locations. This in turn resulted and laid the foundation for

more knowledgeable and productive staff, higher revenue and
improved customer experiences. By making this adjustment, Cell
C anticipates a return on investment within 18 months, based
solely on cost reduction for learning administration, trainers
and no-shows. This did not include cost savings for participant
accommodation and travel, nor the hours that staff currently
spends on working instead of travelling.
Although these were some of the main adjustments, there were also
changes in terms of replacing the central training schedule with selfservice bookings, which allowed administrators to focus on adapting
the program to learner needs and increasing platform adoption.
This enabled agents to increase up-selling and cross-selling and gave
customers a better interaction experience.
“This resulted in long-term cost effectiveness, and also led to
more empowered customer care agents and sales consultants,
including those working in remote and rural areas. Employee
satisfaction and loyalty increased even while we cut the costs and
efforts associated with recruiting, hiring, training, and developing
new customer care,” added Pienaar.
“We particularly liked the ability to extend Oracle Learning
Cloud to outsourced staff, which is a perfect fit for our business
model. In future we also have a roadmap for moving all HR
applications to the cloud, so Oracle Learning Cloud is a building
block for our end-to-end HR cloud solution,” added Carol WrightRogers, executive head - enterprise support systems at Cell C.
“Ultimately, we have achieved empowerment across our agents and
consultants to ensure we have the technologies and knowledge in
place to keep up with our extensive company growth; and all with a
more satisfied employee base in-tow.”
“The evolution of learning from the traditional classroom-based
instructor-led training into a more immediate “just-in-time”
requirement has meant that learning providers have had to adjust
how, when and where learning is delivered”. says Ronnie Toerien,
Oracle HCM Sales Development and Strategy Leader for Africa.
“Oracle’s Learning Cloud solution is designed for the way you want
to learn, giving subject matter experts a social environment to capture
and share ideas and best practices using rich media. It also allows them
to enhance their reputation.
The content is embedded directly into business processes to
provide real-time in-line learning within HR and other Enterprise
Cloud applications that showcases content relevant to a job profile,
goals or career aspirations in a format that can be consumed on any
device at any time.”
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