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DIGITALISATION:
THE CHALLENGE THAT
WILL DEFINE FUTURE
BUSINESS

e now live in a hyper-connected world, where information
is mushrooming and media is free. Companies need to
think beyond digital media as a separate arm and recognise
that it permeates every aspect of their organisation.
This is digitalisation, and it’s more than an IT phenomenon
or a business fad. Rather, social change and consumer
expectations have thrown down the gauntlet to businesses.
Companies need to apply themselves to meeting this
challenge, and those who fail to do so are likely to find
themselves irrelevant and obsolete.
In developed economies, online retail is growing four
times faster than bricks and mortar. Around the world, online
shopping is growing at between five percent and 25 percent
– with the highest rates in emerging markets such as Latin
America and Eastern Europe. Although access to broadband is
limited in many developing countries, digital take-up in retail
markets is actually faster than that in the first world.
Staying with the retail sector, a significant part of the buying
journey is now online, including visits to online market places,
looking for items using general search engines, reading online
customer reviews, and comparing prices. According to a
European Commission study in 2011, over 50 percent of online
consumers’ first action was to go online when shopping, while
less than ten percent visited the shop in person first. Online
shopping behaviours were impacting traditional purchases too,
with ten percent of consumers visiting seller websites or using
search engines.
Though South Africa has been relatively slow to adopt
e-commerce, we now estimate that online retail could grow to
around R50 billion by 2020, with more than five percent of total
market share.
Several factors influence digital readiness, including
digital access, age, and education. Younger consumers
are overwhelmingly more comfortable, participative and
productive in digital environments, and more educated people
are better able to engage with digital technology.
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In South Africa, just under half of our population is 24 years
old or younger, making them prime digital consumers. By
contrast, only 27 percent of the European Union’s population
is in this age group. Although OECD countries have better
internet access and their populations are better educated, this
gap will close as technology proliferates. We can therefore
expect to see enormous digital pressure coming through.
Businesses seeking a digital comparative advantage must
invest first in understanding and optimising the opportunities
for consumers. For instance, five years ago, Walmart’s top
selling product was bananas. Now, it’s airtime.
Businesses in almost every industry are fast approaching the
digital crossroads, where they will choose either innovation
or extinction. The companies that succeed will be those who
choose to integrate the digital mega-trend into every facet of
their business strategy.
Those who put off such decisions, or believe it may not
apply to them, may well find themselves chasing an obsolete
business model and lacking relevance – just like cassette
tapes, film projectors, and typewriters before them. We have
already seen household names in the entertainment and
leisure industries declaring bankruptcy as they realised they no
longer had a viable business model in the digital age, including
Blockbuster video hire and Borders bookstore.
Today, digital challengers such as Uber and Airbnb – names
that no one had ever heard of just five years ago – are taking
on established industries and winning. Their success means
that consumers receive a lower-cost product and greater
convenience, but it also has the potential to put big players
out of business. Digitalisation creates opportunities for
businesses that think differently about problems, even as it
poses a danger to those who follow conventional thinking.
Unfortunately, we can’t predict the next Uber-style disruptor.
However, those businesses that invest now in understanding the
digital economy and embedding digitalisation into their strategy
will be those who are best placed for the coming disruption.

Johan Henning,
MD of Telkom Enterprise Business
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elcome to the inaugural edition of
Transformer, the official magazine of the
CIO Council of South Africa. In this issue, we
introduce the council, explain its work and
provide, what I hope you find to be, some
insightful content around the increasinglyimportant and ever-changing role that CIOs
play in organisations.
Simply put, the CIO Council of South Africa
provides CIOs with help and support, where
needed. It also creates a community that is
able to share best practices and even advice,
if requested. The role of this publication is to
add further depth to this community, and with
our extended digital versions provide you with
extra content from our quarterly events.
This first issue of Transformer is themed
‘The business value of IT’ and contains articles
that provide insight into how the different
functional areas of business are fast-realising
the value that technology plays. We also look at
how the role of the CIO is vital in helping these
functional areas to maximise the return on
their technology investment.
The CIO is operating in a changing world,
and needs to be a transformer themself if he or
she wants to survive. The increasing variety of
tasks and technology demands resulting from
megatrends, such as mobility and analytics,
and the functional tech areas that would have
traditionally fallen under the CIO’s responsibility
have grown exponentially. Another megatrend,
cloud computing, has also changed the
dynamics in organisations and suddenly there’s
a plethora of functional leaders who all want to
play a part in IT decision-making.
The Chief Marketing Officer, Chief Financial
Officer, Chief Human Resources Officer – the
CIO has to work together with all of these
folks in order to stay abreast of the times
and meet business needs. In addition, the
CIO is undergoing their own change as they

are being expected to move from being
inward-facing on pure technology issues to
playing a vital role in enabling innovation and
differentiation and being a strategic change
agent for the organisation.
More than ever before IT needs to partner
with business for growth and transformation.
CIOs need to embrace this challenge if they
want to grow the business and prosper in our
beautiful country.
I hope you find something of interest in
these pages, whether you’re viewing the
hard copy or flicking through our digital
version. This is our first issue, and we want to
make Transformer a valuable resource that
gives you insight and interesting information.
We would appreciate your feedback and
input, so if you want to get in touch, you
can e-mail the CIO Council of South Africa
at uweitz@microsoft.com. We’d love to hear
from you.
Happy reading

Ulrike Weitz
Editor

To access the additional content
in our digital versions (iPad,
Android and/or PDF), scan the QR
code or visit books.itweb.co.za
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A PLACE WHERE CIOS
COME TOGETHER
THE CIO COUNCIL OF SOUTH AFRICA IS GROWING FROM STRENGTH TO STRENGTH – AND
SOUTH AFRICA’S CIOS ARE REAPING THE REWARDS.

BY ALISON JOB

n 2009, Microsoft put forward the idea of
getting a group of CIOs together on a regular
basis to discuss matters of relevance to their
sector. Today, between 100 and 150 of South
Africa’s leading CIOs come together on a
quarterly basis at Summer Place in Johannesburg
to do just that.
The CIO Council of South Africa is an
independent body of professionals. The council
and the topics it tackles are decided by the
members. But, says Ulrike Weitz, Enterprise
Marketing Manager at Microsoft South Africa and
one of the founding members of the CIO Council
of South Africa: “The council provides a forum
for people who face similar challenges to come
together. This is not about selling technology,
Microsoft is a big proponent of being relevant in
this community, which is what led us to support
the council from its early beginnings.”
When the idea of such a council was first
mooted, technology professionals were facing
tough times as budgets were being squeezed
while expectations exploded. The CIO needed a
place to interact with like-minded individuals. At
the same time, Microsoft was looking for more
opportunities to engage with and support tech
professionals.
“CIOs face many common challenges. Microsoft
saw a need there, especially since good business
is more than the bottom line. So it helped create
the council, which strives to give CIOs the access
to their peers that will help them be more robust

I
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and successful,” says Zoaib Hoosen, MD of
Microsoft South Africa.
The 2014 board of the CIO Council of South
Africa comprises Len de Villiers (Telkom), Louise van
der Bank (AfriSam), Carol Thomas (Avbob), Qiniso
Langeni (Denel), Marlon Moodley (Harmony), Johan
Bosch (Microsoft), Piet Janse van Vuuren (The
Thinking Cap) and Ulrike Weitz (Microsoft).
HELPING SOUTH AFRICA’S CIOS
The CIO Council of South Africa gives CIOs an
avenue for networking, comparing notes and
compiling their best practices. Weitz says: “At
the quarterly meetings, we frequently have top
CIOs presenting their work and bringing their
challenges to the fore. This is just one of the
reasons that we’re so strict about who may
attend these sessions. We need to create a safe
environment in which CIOs can present their
concerns and receive advice and support from
their fellows on the challenges they face on a
daily basis.”
Microsoft has boosted this interaction with
a private social media service for members,
WyseTalk.
“When created, the council boasted only
around 20 members. Today, that figure stands
at over 500, more than a third of whom are
public sector CIOs,” says Weitz. But the council
is not simply about altruism or the greater good.
Companies are facing their own challenges in the
shifting landscape of technology. So a CIO armed

“IT IS VITAL THAT IT SIT AT THE SAME TABLE AS BUSINESS WHEN THE
DISCUSSION IS ABOUT WHERE TO TAKE THE BUSINESS NEXT.”
Ulrike Weitz, Microsoft

with insight from their peers is an invaluable
commodity, both for the company and the CIO’s
career. This goal extends beyond the council:
CIOs regularly bring other C-level executives to
council meetings to boost their understanding of
technology’s role in society.
WHERE BUSINESS AND TECH INTERSECT
CIOs are great drivers of change, especially in
today’s business world. But the council’s vision
goes beyond the boardroom. South Africa has
a lot of challenges where technology can make
a huge difference. The council is a chance for
CIOs to compare notes, explore new ideas and
cultivate stronger ideas of what technology
can do for us today and tomorrow. To create
conversation along these lines, the CIO Council
of South Africa invites research houses such as
IDC, Gartner and Forrester to its meetings to
present the latest thinking and trends that are
impacting business. Further discussion is then
held around the role that the CIO has to play
going forward and how they can best bridge the
gap between IT and business.
Weitz says: “It is vital that IT sits at the same
table as business when the discussion is about
where to take the business next. By presenting the
latest thought leadership in business we ensure
that our CIOs are equipped to participate in the
decision-making process. Because, at the end of
the day, today’s CIO role touches on every single
aspect of a business.”

WHO? WHAT? WHERE? WHEN?
Attendance at the CIO Council of South Africa gatherings is
open to CIOs (or equivalent technology decision-makers).
The meetings are held on a quarterly basis at Summer Place
in Johannesburg, as most of the CIOs that participate in the
council are Gauteng-based. That said CIOs from further
afield have been known to arrange their travel itineraries
in order to attend. The ultimate aim is to expand the council
meetings to Cape Town, perhaps holding one meeting
per annum there. The next meeting is to be held on 19th
November and is to focus on the theme of cyber crime. Find
out more at brainstormmag.co.za/CIOCouncil

ISSUE#1 | 2014
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MEET THE BOARD
PHOTOGRAPHY VARIOUS

The board of the CIO Council of South Africa is made up of eight people from a wide assortment of industries. It meets quarterly to
discuss topics and themes for council meetings. The board identifies experts in the industry and decides who the council will
partner with to present the most value to the high-level CIOs who attend these events.

LEN DE VILLIERS

LOUISE VAN DER BANK

CAROL THOMAS

QINISO LANGENI

CIO of the Telkom Group, is the
chairman of the CIO Council of
South Africa.

CIO of AfriSam, is a board
member.

CIO and corporate strategist
at Avbob Group, is a board
member.

CIO of Denel Dynamics, is a
board member.

His contribution

Her contribution

Her contribution

His contribution

De Villiers has 25 years of
group CIO experience across
the largest organisations and IT
functions in South Africa.

Van der Bank is an experienced,
competent and knowledgeable
IT executive with 27 years’
experience in information
management, including
developing and executing IT
strategies in alignment with
corporate objectives across a
number of industry sectors.

Thomas has over nine years
of CIO experience in financial
services industries, both private
and public sector, and in excess
of 20 years of managerial
experience in business across a
spectrum of industries.

Langeni says: “I’m not an IT
savvy CIO nor am I an IT-fundi
CIO. I am a business-centric
CIO. I bring a perspective that
encourages the CIO to become
the business. I encourage, above
IT ‘savvy’, business strategy and
leadership.”

His role
• To offer South African CIOs
advice and guidance on key
CIO challenges that they face
and experience.
• To provide guidance on IT
strategy formulation and
structure.
• To provide guidance and
advice on board and
corporate governance on ITrelated strategic matters such
as King III.

08

Her role
• To share experiences as a
leader and business partner,
with regards to collaboration
with other executives.
• To provide advice and
guidance on key CIO
challenges they face and
experience.
• To share experience and
provide advice on how to use
technology to transform and
simplify business processes
while delivering bottom line
measurable benefits.
• To act as a mentor for
upcoming and aspiring CIOs.

ISSUE#1 | 2014

Her role
• To provide advice and
guidance on key CIO
challenges faced.
• To share experiences and
provide support.
• To offer advice on strategy
formulation (not only IT
strategy), structure, and
in particular alignment of
strategies.
• To provide guidance and
advice on board and
corporate governance on ITrelated strategic matters such
as King III and IV.

His role
• To advise on matters related
to project management,
strategy alignment, business
continuity planning
and management and
organisational leadership.
• Langeni can speak on behalf
of engineers in the IT space,
representing the aerospace
and defence industries,
along with manufacturing
sectors and research and
development houses.

MARLON MOODLEY

JOHAN BOSCH

Group CIO of Harmony Gold
Mining Co. Ltd, is a board
member.

CIO (South Africa; West, East
and Central Africa) Microsoft,
is a board member.

His contribution
Moodley has 20 years’
experience across a range of
industries from management
consulting to the energy sector,
IT outsourcing and the mining
and resources sector. He brings
strategic and operational
perspectives on:
• Improved cohesion between
business and IT.
• Organisational turnaround.
• Governance and compliance,
up to and including, board
level.

His role
• To ensure that IT is businessfacing and not insular. This is
an imperative for all CIOs who
wish to bridge the credibility
gap between business and IT.
• To provide a perspective
from ‘the outside in’, which
will be of huge benefit to all
executives who face constant
challenges in positioning
IT as an integrated and
trusted partner to business as
opposed to being a budget
line item.

PROF PETE JANSE VAN
VUUREN

ULRIKE WEITZ

CEO of The Thinking Cap, is the
co-founder and co-owner of
the Council of South Africa.

Enterprise Marketing Lead for
Microsoft South Africa, is one
of the founding members of the
CIO Council of South Africa.

His contribution

His role

Her contribution

Bosch has in excess of ten
years of CIO experience in
financial services, healthcare
and professional services
industries, and more than 20
years of managerial experience
in business across a spectrum of
industries.

• To assist in the research
and strategy of the council,
working very closely with
Microsoft in this regard.
• To provide members with
executive and business skills
development for senior IT
staff as well as for assistance
with IT business strategy and
value creation.

Weitz was involved in founding
the CIO Council of South Africa
back in 2009, when Microsoft first
suggested the idea of getting a
group of CIOs together to create
a platform for the discussion of
CIO challenges and the sharing of
best practices to address some of
these challenges.

His role
• To provide advice and
guidance on key CIO
challenges they face and
experience.
• To share experiences and
provide support.
• To give advice on strategy
formulation (not only IT
strategy), structure, and
in particular alignment of
strategies.
• As a change agent in
business.

Her role
Weitz runs the operations
around the council, from setting
up meetings with the board
members at which they discuss
future events, to facilitating
community communications
via the council’s social media
platform facilitated by WyseTalk.
The council runs four events
per year, and Weitz oversees
the logistics around these
gatherings and sees to it that only
CIOs attend them. The events
provide a closed community
for CIOs only to address their
challenges, although they can
invite colleagues when the topic
under discussion permits. Weitz
also sources the relevant speakers
to ensure topics are covered by
experts from the industry.
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IT AND BUSINESS NEED TO
PARTNER
THE CURRENT MEGATRENDS THAT ARE CHANGING THE IT
LANDSCAPE FOREVER CAN BECOME STRATEGIC ADVANTAGES
FOR THE IT DEPARTMENT AND THE ORGANISATION, IF
LEVERAGED CORRECTLY.
BY SAMANTHA PERRY | PHOTO: KAROLINA KOMENDERA

The value of IT to business is not measured
by cost and IT metrics anymore,” says Johan
Bosch, head of IT for Africa, Microsoft. “It’s now
measured on the way it creates real value to the
business. No business these days can afford to
park IT in a corner and talk about it as a ‘cost
centre we need to manage down’. It’s about how
IT creates value in the business through creating
new products and services, empowering users,
creating productivity platforms and becoming a
profit centre for business, driving market share
and sales.”
The ‘IT must deliver value’ idea isn’t a new one,
but megatrends in business are forcing a change
in attitude. Says Bosch: “In business right now it’s
still all about making the financial picture balance
– ensuring costs are at the right level and income
remains up. The driving factor today, as a result, is
customer obsession and how you make sure your
customer stays a customer.”
The second big issue for business is what
to do with the massive amounts of data now
being generated and captured by information
systems. “How do you make sure it’s handled,
managed and stored correctly? And acted on
correctly? How do you convert data into decision
intelligence?” Bosch asks.

“

A LOOK INTO THE MEGATRENDS
“A lot is being said about IT creating decision
intelligence via BI toolsets and such, but that
misses the point,” he continues. “Only once you

10
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understand the business side of the equation, and
how to use metrics to create value for business
and use decision analytics to move business
forward, can you do it. In the era of big data,
business and IT need to partner to work out
what’s real in the data and how to get to decision
intelligence from it. It’s about how to ensure big
data drives key business activities and to do that,
IT and business need to know how to convert
big data to decision intelligence so that that data
becomes the one-pager the CEO reads on his way
to a finance meeting or shareholders meeting.”
And then there’s the social media issue.
“Business doesn’t know what to do with social
media, either from a marketing or customer
obsession. The first question business usually asks
is what to do with it internally, and then what to
do further than that. IT has pushed the agenda
because social media is one way to get business
closer to IT’s final aim – the cloud. But business
needs to understand what social media brings,
how it helps with customer obsession and how it
helps to create new sales and a bigger slice of pie
for business,” Bosch comments.
All businesses are still struggling with
compliance – from national and international law
and regulatory processes to audit regulations,
King III and IV and the B-BBEE code structure in
South Africa. Compliance is interesting in South
Africa, but even more so in the US or UK, where
companies have to comply with anti-money
laundering, anti-terrorism and anti-bribery law, as

Johan Bosch,
Microsoft
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well as Sarbannes-Oxley and various other levels
of compliance that exist, says Bosch. “It’s a huge
challenge and is still is a big part of business life
and how business thinks.”
MAXIMISING CLOUD
“From an IT perspective, there are things we
need to make work. First, we need to move to
cloud and work out how to get actual use in the
cloud to the levels it should be, how to get ROI
by moving the total base of users into cloud and
by moving line of business (LOB) apps into cloud.
How do you make sure cloud usage is at the right
level? How do you stop people from acting in
the cloud the way they’ve done in on-premise
app with regards to media, which has resulted in
storage becoming the biggest issue of modern
time. Where is something stored? How? Who can
use it? Moving to cloud means we need to take
cognisance of all those data governance and
security issues.”
Part of those governance and security issues
relate to the trend to bring your own device
(BYOD). “A lot of businesses are suffering from
over-reacting to BYOD,” Bosch notes. “Integration
is one aspect and making sure all devices can
work in a business and home scenario. More
than that, data integrity and governance issues
are critical – making sure the organisation is
not opening itself to cyber attacks from outside.

“IF YOU TAKE THE
BUSINESS VALUE OF IT TO
ITS OPTIMUM POINT, YOU
BECOME AN INFORMATIONDRIVEN ORGANISATION
WITH PRODUCTIVITY
PLATFORMS DEPLOYED
ACROSS THE BUSINESS THAT
DRIVE INNOVATION AND
BUSINESS DEVELOPMENT.”

“Putting the right security, privacy and data
integrity processes in place is a challenge that
comes with BYOD, which will stay a megatrend
and become more so as the consumers continue
to use one device for business and private use,”
comments Bosch.
ON THE GO
The big question, of course, is how to enable
mobility. “In Microsoft we talk about a strategy
of mobile first, cloud first. Being a mobile
organisation brings challenges. LOB applications
like HR, finance and supply chain solutions were
not designed to operate from a mobile device.
The move to mobility is creating an atmosphere
where everything needs to be mobile and a sales
force can enter deals out in the bush and finance
teams can pull reports from their South African
operation to display in London, for example.
Mobility is king and if an app isn’t designed to be
mobile first or to be transported, business suffers
for it. Businesses need to understand how to put
together a strategy around it, apart from forcing
themselves into a mobile world.”
In a mobile first, cloud first world, where
you start pushing boundaries, business
needs dedicated forces to take care of data
and information governance. “Regulations
and legislation, like POPI, make it difficult to
understand how a business can use customer
data and its own data and there’s a very high risk
factor that comes into play in how do you deal
with the legislation and the risk of doing it wrong,”
Bosch adds.
NO LONGER STRANGERS
Business and IT are not two different things
anymore and they need to form a strong
partnership to take business forward, states Bosch.
“This goes from SMMEs to huge multinationals.
The more data you’ve got in the business, the
more you need to understand this partnership
and that it’s important not to become a business
that handles and stores data, but does something
with it.
“If you take the business value of IT to its
optimum point, you become an informationdriven organisation with productivity platforms
deployed across the business that drive
innovation and business development.
“The IT shop is no longer a place where you
make sure costs are as low as possible – IT’s the
driver of your business value, led by a CIO who
isn’t a technologist anymore,” he concludes.

Johan Bosch, Microsoft
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GROUND-BREAKING
CONVERGED SOLUTION
IN HEALTHCARE
MEDICLINIC SA INVESTS IN TELKOM’S MPLS FOR
HIGH-SPEED AND RELIABLE CONNECTIVITY.

ospitals are becoming increasingly connected,
with equipment and services requiring robust
connectivity for digital radiology, picture archiving
and communications systems (PACS), patient
monitors, mobile x-ray machines and other medical
devices. Mediclinic’s leadership team recognised
that ICT was becoming more fundamental to
supporting a sustainable and growing business, and
reviewed their network and datacentre strategy with
this challenge in mind. It soon became apparent
that its existing network infrastructure could not
support Mediclinic’s current and future business
goals, particularly its objective of providing better
connectivity between healthcare providers. With
these challenges in mind, Mediclinic asked five of
South Africa’s top Internet service providers to come
to them with solutions. After reviewing the
proposals, Mediclinic made the decision to move its
MPLS network to Telkom.
Deon Myburgh, Manager - ICT Operations for
Mediclinic, explains: “To support these initiatives,
to provide the business with an infrastructure that
can support their strategy, the most important
thing is connectivity. With everything going
electronic, we needed a robust, scalable, highlyredundant network that needs to be up 99.9
percent of the time. And we chose Telkom.”
Telkom Business implemented a WAN Virtual
Private Network (VPN) with MPLS over several
months in 2012. The solution incorporates a 2MB
Metro Ethernet links, which offer high bandwidth
and flexibility. “With this one opportunity to
upgrade our network, we needed to invest in fibre
to all our hospitals, and from the respondents
at the time, Telkom was the only company who
could provide this,” says Myburgh. Telkom also
provided VSAT satellite access as a back-up.
Mediclinic’s hosting used to be located in the

H

Cape Town CBD with another provider, with
the other half of the capacity hosted at the
Mediclinic Head Office in Stellenbosch. Mediclinic
consolidated the two data centres into Telkom IT
and Cloud’s tier IV datacentre in Bellville.
Mediclinic’s datacentre forms an integral part of its
daily operations. The datacentre provides a variety
of hosted solutions, such as patient administration,
pharmacy systems, and email, and is critical to
the business. Given the business-critical nature of
connectivity, the move was considered high risk,
especially within the tight timeframe. Along with
hospitals, other subsidiaries and regional offices,
Telkom was able to seamlessly move 67 sites
and two datacentres in one month. This smooth
execution was the result of intense planning, with
dedicated teams from both Mediclinic and Telkom
enabling a successful transition.
Myburgh stresses the importance of a
collaborative approach. “I think it was also the
synergy between the Mediclinic team and Telkom
team which was really very good, and had a
very positive effect. There was a lot riding on the
project, so I think everyone put a 110 percent in,
and I think that is why it was such a great success.”
This helped cement a closer partnership between
Telkom and Mediclinic. Mediclinic acknowledged
Telkom’s effort, and awarded Telkom with the ICT
supplier of the year award for 2013.
BENEFITS
Telkom provided significantly improved network
speeds. Says Myburgh, “We went from average 512k
lines to over 2MB, and most of the sites are now
on 3MB. So obviously the speed for the users was
a significant difference.” Along with significantly
faster connectivity, the scalability of the network
allows for network upgrades in 48 hours and, in

the case of network downtime, rapid VSAT fail-over
at every hospital. Myburgh is delighted with this
continuity of service. “VSAT kicks in automatically;
the hospital doesn’t even know the network is
down.” Previously, network outages were frequent
and business-disrupting occurrence, impacting
on business operations. There was a significant
reduction in downtime incidents with Telkom
as provider. Time spent on vendor management
activities was also reduced as there now is a single
supplier who owns, manages and deploys all
components of the solution.
Whilst network outages previous generated
IT Help Desk calls, tying up IT resources, the
VSAT redundancy allows any outages to be brief
and unnoticeable. The flexibility of the network
also allows for quick and easy upgrades and
changes, freeing IT resources to support valueadded services.
This faster connectivity and more robust network
performance are having a positive impact across
Mediclinic’s operations. Reduced downtime means
that employees of all types are more productive,
and is helping the hospital to reduce delays in
authorising patient admittance and pharmacy
stock orders. Further, the Telkom solution offers
Mediclinic confidence that its network will be up to
the challenge of supporting the better connectivity
between healthcare providers.
STAFF PRODUCTIVITY INCREASE
The MPLS required constant monitoring and
network resolution, tying up IT resources.
“When a fault occurs, it automatically is logged
into the system. The call is often logged before
we even know it,” says Myburgh. Since the
network now operates as a managed network,
Mediclinic can focus on core business and
value-adding ICT activities.
OTHER BUSINESS BENEFITS
Reduced downtime had a positive impact on
hospital administration productivity. Apart from
these expected benefits, Mediclinic gained some
unexpected benefits as well. Moving to the Telkom
datacentre reduced the risk inherent to a noncustomised, on-site datacentre. Myburgh says,
“Apart from the reduced risk, there was also a
saving in providing UPS power to our datacentre at
head office, as well as greater efficiency in the use
of office space, with the previous datacentre space
transformed into meetings room and offices.”
Telkom’s stringent governance and processfocused approach has also made an impact on
IT operations. The increased governance aligns

Deon Myburgh,
Mediclinic

with Mediclinic’s internal governance. Telkom
Business/IT and Cloud’s in-depth reporting has
been a big advantage and has had an impact on
ICT operations. Reporting on network tools is
now available on demand, resulting in informed
and real-time decision making. The move also
offered the opportunity for a review of general
ICT procedures, with the result that the Southern
African organisation is now prepared for crossgroup international ICT initiatives.
Mediclinic are now in a position to offer
additional services such as WiFi access to
its network. Reliable and affordable wireless
technology throughout a healthcare facility makes
it possible to access or send information regardless
of location. Remote and mobile workers have
also reported significant network performance
improvement, with the ability to access email
remotely without having the need to access a VPN.
Due to the success of the datacentres and network
solution, Mediclinic is considering moving more
services into the cloud.”

www.telkom.co.za
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MEASURING THE IMPACT OF IT
WHAT METRICS CAN BE USED TO JUSTIFY THE VALUE
OF IT TO THE WIDER BUSINESS?
COMPILED BY ADRIAN HINCHCLIFFE

ndoubtedly IT plays an integral part in the success of a company. As the technology decision-maker, how do you go about
justifying the value to the company?
Sure, the technological stability and prowess can be used as a benchmark, but do other C-level executives really care about
technical metrics like five 9s uptime? So, what metrics can be used to justify technology’s impact on the success of the business?
Transformer has put together some tips and advice on what metrics to make the argument that technology does indeed bring
increased value to the business.
There are some benchmark figures out there, but getting freely-available, relevant, local data to compare to, especially sectorspecific, is quite the challenge. So comparing metrics against your own historic data is perhaps the most compelling set of
statistics. Of course, no other business is run in quite the same way so this makes sense.

U

FINANCIAL IMPLICATIONS

HUMAN COST

While it may be responsible for overseeing the creation of
apps, implementation of systems or managing projects,
the IT function for many organisations doesn’t specifically
produce anything that directly creates revenue. As such,
most metrics can only look at the amount of money
consumed by IT as a comparative factor.
That can be looked at from both a company level and
from a departmental level.
From a company perspective, the financial cost can be
viewed in contrast to top level financial results:

Another way to categorise the value is to compare the IT cost against the number of
employees or users.

IT COST

PER EMPLOYEE
IT COST

PER IT USER
A further metric is to quantify that cost against another human element – IT employees.

IT COST AS

A % OF REVENUE
IT COST AS

A % OF PROFIT

IT COST PER IT EMPLOYEE
Here, there are further sub-categorisations that can be made, as IT employees can be
divided into functional areas, such as helpdesk, networking, security, development,
and so on. This level of granularity is probably good to have, and shows at a helicopter
level where resources are spent on ‘keeping the lights on’ or enabling innovation across
the business
Security

Project
management

IT COST AS

A % OF TOTAL
OPERATING EXPENDITURE
IT COST AS

A % OF TOTAL
CAPITAL EXPENDITURE
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IT managers

Business
intelligence

Helpdesk

Data management

Server support
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Enterprise
architecture

Networking

Developers

EMPOWERING
PRODUCTIVITY

RUN, GROW, TRANSFORM

A metric that can be used to try to capture the
relationship between core productivity and IT
resources is to track company performance and
contrast the number of IT staff against that.

An established metric that goes beyond the costs to the bottom line and
looks at how IT adds value to the business is ‘run, grow, transform’.

Transform
Grow
Run

EBITDA

IT HEADCOUNT

DEPARTMENT LEVEL
COSTS
One way to categorise IT spending is breaking
it down into operational expenditure and capital
expenditure. Of course the move to cloud
famously means reducing capex and shifting
associated costs to opex.
Capital
expenditure

Operational
expenditure

Another way to
break down the
IT spending is
to show how it’s
distributed.
Outsourcing

Hardware

RUN

As the name suggests ‘Run’ is the day to day
costs of ‘keeping the lights on’ and would
cover elements such as network maintenance
and the human resource costs to maintaining
your environment.

GROW

‘Grow’ is the categorisation of costs
relating to expansion of services or growth
of the company, such as new server farm.
This would help the organisation introduce
new capabilities or improve existing ones.

TRANSFORM
Personnel

Software

‘Transform’ are the big, business-changing
items. Changing from a paper-based
workflow to one based on tablet PCs
integrated into cloud storage. These are
the initiatives that would be considered
as innovation-enabling or providing
fundamental changes to business processes;
or a new product or service offering.
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COST VS VALUE |

MOVING BEYOND
'HOW MUCH?’
THE EMERGENCE OF THE STRATEGIC CIO
MEANS THE REMOVAL OF OLD CATEGORIES
AND CORPORATE LINES.

BY TAMSIN OXFORD PHOTO: KAROLINA KOMENDERA

he role of the CIO today has evolved into one
that’s far more strategic and integrated within
the enterprise than ever before. The new ‘strategic
CIO’ is a leader in both business and technology,
managing cost and driving value. According to a
survey undertaken by the Economist Intelligence
Unit, the majority of CIOs recognise the need for a
mix of IT delivery and consumption models
alongside a shift towards a more strategic
management role.
“The next generation of CIO is about value
delivery and enabling the organisation to produce
the products and services that the organisation
puts into the market,” says Len de Villiers, CIO
at Telkom. “Creating value is probably the most

T

“INNOVATION BRINGS DIFFERENTIATION
AND THIS IS WHAT CEOS ARE DEMANDING
OF THEIR CIOS IN THE NEW ECONOMY.”
Jeremy Swartz, Thunderhead.com
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important role for the CIO as the cost-benefits,
or cost reduction issues that face them are
predominantly around how to implement
technology processes and technology systems to
reduce operating expenditure.”
For De Villiers, delivering on value and benefit is
more important than cost as most organisations
already have cost-to-income ratio challenges.
“You can’t say that cost isn’t important, of
course, but people are prepared to pay if they
get better value,” says De Villiers. “At Telkom, the
challenge is that the company is old with massive
legacy systems that need to be decommissioned,
and in order to do that you have to create
new platforms, new infrastructure and new
services. This move means that you’re going to
eliminate a huge cost burden on maintaining old
architectures and your cost of running the new
environment is far more competitive and more
effective.”
Patrick O’Reilly, CIO of MIP Holdings, says:
“The CIO should enable the organisation to find
business benefits from IT – the benefits may be

A STRATEGIC
CIO
Gartner: All industries
in all geographies
are being radically
reshaped by digital
disruption. A
digital dragon that
is potentially very
powerful if tamed, but
a destructive force
if not. It’s a CIO’s
dream come true and
a career-changing
leadership challenge.

Len de Villiers,
Telkom

added value and they may be cost reduction. In
some cases it may be both. The key is to achieve
a positive return on investment and the business
is often prepared to spend more if the positive
value can be seen.”
WHAT IS A CIO?
The role of the CIO can no longer be definitively
placed within a box, labelled, handed a budget
and told to get on with things. The CIO delivers
on value to every pillar of the organisation
and this is further supported by recent Gartner
analysis on the perception that the CEO has of the
CIO. When the analyst firm asked CEOs who they
would allocate relative responsibility for leading
digital innovation and change over the next two
years, the CIO came out on top.
“There’s a fundamental shift away from
focusing purely on cost-cutting and
streamlining IT, which was very much a
CIO imperative over the last two decades,”
says Jeremy Swartz, regional director MEA,
Thunderhead.com. “Innovation brings

differentiation and this is what CEOs are
demanding of their CIOs in the new economy.
The successful CIO role is less about selling
benefit and value and avoiding costs, and more
about harnessing technology as a force to
improve business performance.”
It’s obvious by now that the CIO doesn’t just
let the other C-suite executives worry about the
positioning of major technology acquisitions or
their relative cost and benefit and value. Nor does
he just focus on the implementation.
“Absolutely no. The CIO’s role is to understand
the IT subject matter in detail, and by this I
mean people, processes, technology, roadmaps,
inflection points and more, along with the
associated budget aligned with the business
and in support of the broader business vision
and strategy,” says Jacques Barkhuizen, CIO Africa, Deloitte South Africa. “Without intimate
knowledge of these issues, C-suite executives
could be in for a big surprise. IT decisions can
no longer be made in isolation as the broader IT
ecosystem has to be taken into account.”
Everything the CIO does within the IT
landscape adds to the business and the balance
sheet as he become inherently more strategic.
Today the C-suite is interconnected and
interdependent with all the executives working
together on value and benefit and cost.
“There is no ‘one model fits all’ anymore, it has
become far more intimately connected,” says
De Villiers. “There’s a more cohesive model of
working across the firm on cost reductions and I
can’t deliver on anything that doesn’t align with
business strategy. And business strategy can’t
deliver anything that isn’t aligned with IT delivery
and capability.”
The answer to cost vs benefit and value is
apparently that there isn’t one…
“Great value may justify costs, but great cost
savings within existing value are also a strategic
advantage,” says O’Reilly. “The goal should always
be to enable the business to provide better value,
or lower cost, or both.”
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32%

of CIOs plan
to increase
outsourcing to
reduce enterprise
IT services.

51%

of CIOs believe they
need the ability to
deal with constant
change.

84%

of CIOs are
investing in insight
and intelligence.

Over 60%
are focusing
on improving
the customer
experience.

83%

of businesses have
future plans to
implement agile to
improve business
alignment.

59%

of CIOs in
outperforming
enterprises are
more likely to have
a cohesive digitalphysical strategy.
Sources: various
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STRATEGIC LEADERSHIP |

THE STRATEGIC
VALUE OF IT
MUCH HAS BEEN MADE OF THE FACT THAT IT NEEDS TO ALIGN
WITH BUSINESS NEEDS, BUT DO CEOS REALLY UNDERSTAND THE
TACTICAL BENEFITS IT OFFERS?
BY RODNEY WEIDEMANN AND JAMES VAN DEN HEEVER PHOTO: KAROLINA KOMENDERA

hile businesses globally are under constant
pressure to continuously deliver increased
value at the same time as driving down costs,
many traditional bricks-and mortar-businesses
face an additional challenge. There’s enormous
competitive pressure from new agile entrants that
have the luxury of using the latest digital
technologies to drive down barriers to entry. This
has led to increased pressure from CEOs for IT to
align better with business strategies and to rapidly
implement new technologies, such as cloud
computing and big data analysis, to help the
organisation better deal with these growing
business pressure points.
The trouble is, have CIOs managed to
effectively align their IT departments with the
needs of the business? CEOs have been promised
the world by IT in respect of the megatrend
technologies, but have the CEOs actually bought
into these benefits, and are they confident that IT
can deliver genuine strategic value?

W

BETTER ALIGNMENT
Carol Thomas, CIO at Avbob, says that she feels
that many CEOs do believe that IT can be a help,
but at the same they’re frustrated by old school
thinking, security concerns, legacy systems and
even business itself, which often does not know
what it wants from IT.

“Nonetheless, CEOs are starting to realise
the values of certain technologies. The mobile
revolution, for example, has definitely led to
a change of thinking, as the benefits can be
experienced personally. Cloud, on the other
hand, is only starting to have an impact now in
South Africa. I do believe that more CEOs are
beginning to see the difference that technology
can make in terms of differentiation, yet I don’t
believe that most understand the full extent of
what is possible.”
According to Lee Naik, Managing Director for
Technology Strategy at Accenture SA, there are
mixed results in regard to effective alignment
between IT and the business.
“Organisations that are being led by CEOs that
have recognised the blurring of the boundaries
between business strategy and technology
strategy are becoming a lot more effective in
aligning these capabilities. The result is that these
organisations are seeing their IT capabilities not
only playing a key role in direction-setting, but
also adding significantly more value in addressing
the businesses strategic objectives.”
Looking to global trends, a variety of industries
have seen IT becoming better-aligned to the
business. “Our experience has been the same,”
says Marlon Moodley, Group CIO, Harmony Gold
Mining Company.

“CEOS ARE DEFINITELY BEGINNING TO BUY INTO THE PROMISED AGILITY,
INNOVATION AND COMPETITIVE DIFFERENTIATION THAT THESE NEW
TECHNOLOGIES OFFER AND MANY CLEARLY BELIEVE IN THE POTENTIAL
OFFERED.”
Louise van der Bank, AfriSam
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“IT is now seen as a value-add to the
business, but there’s an ongoing role to ensure
that business derives benefit from IT, in order
to reinforce this perception. Obviously, IT’s
perceived value in the organisation is helped
by successful implementations and the value
derived from them.”
However, cautions Moodley, the reverse can
also be true, where perceptions are hurt by
poor implementations and the lack of promised
results systems.
“The CIO’s role is to ensure that technology
implementations execute successfully and
deliver results as promised, a tough challenge
in an increasingly dynamic and stressed global
environment.”
Neville Levinthal, CEO of Wishlist Corporation,
believes that whether a CEO buys into the
importance of technology to the business is a
very industry-related issue. He suggests that the
importance of IT in driving the business forward
is seen as far more critical in an industry like
financial services than it is in, for example, the
manufacturing sector.
“As a CEO myself, if I look at my business –
which admittedly is in the ICT space – I have no
doubt that we can’t continue to be competitive
unless we regularly invest in technology.
Successful CEOs are those that don’t merely view
technology as an operating essential, but as a
strategic imperative to the enterprise.”
AFTER THE HYPE
IT today is certainly part of the strategy
formulation process and IT- and digital-related
opportunities are regularly identified at the
highest level as a way to drive business forward,
explains Louise van der Bank, CIO for AfriSam .
“CEOs are definitely beginning to buy into the
promised agility, innovation and competitive
differentiation that these new technologies offer
and many clearly believe in the potential offered.
My view, however, is that IT still needs to deliver
on that promise.”
“Nonetheless, AfriSam is a good example of an
organisation whose top leadership acknowledges
the benefits of technology. Our CEO has embraced
technology, specifically mobility and digital. He
regularly challenges the workforce to utilise these
technologies and to identify digital opportunities to
make the business win,” she adds.
Naik points out that as the hype around these
new technologies dies down and CEOs start to find
the real value in them, so the adoption of cloud,
big data and mobility will continue to accelerate.

Carol Thomas, Avbob

“It is, however, important to understand that
the adoption of these technologies alone will not
result in success. Organisations need to adapt the
way they innovate and in some cases, will even
need to change their operating models in order to
be able to unlock the full benefits,” he says.
According to Harmony Gold’s Moodley, success
within this new technology paradigm will certainly
only be achieved by a much closer working
relationship between the CEO and the CIO.
“In fact, the CIO needs to align much more
closely with the business in general and needs
to set an organisational culture within the IT
department that does the same. The CIO will need
to work hard to align to the CEO, COO and CFO,
since IT works across and influences almost all
disciplines in the modern organisation,” he says.
“With King III compliance now becoming
mandatory, the CIO also needs to develop skills
to function effectively at board level. The good
news for enterprises is that as we transition from
the older bracket of CEOs to a younger generation
of more ‘technology-aware’ executives, there will
be more openness to understanding exactly how
new technologies can unlock future value for the
organisation,” he concludes.

ISSUE#1 | 2014

21

FINANCE |

COST CENTRE OR
INNOVATION ENABLER?
A CFO’S PERSPECTIVE ON TECHNOLOGY SPENDING.

BY DONOVAN JACKSON

t’s a traditional tug of war, or at least that’s
how it’s frequently cast. The CIO is at
loggerheads with the CFO. One wants to
innovate, the other wants to control costs. But in
just what light does the modern CFO view
information technology – necessary evil or
potential game changer?
Francois Reyneke is CFO of Waltons, a fast
moving stationery company that has leveraged its
retail presence to offer far more than pencils and
art supplies. He says the adversarial characterisation
isn’t entirely untrue: “Traditional CFOs probably did
see IT as an expense, albeit a necessary one. The
view is that it was vapour, which comes at a price,
but which is also a non-negotiable.”
Back in those days, continues Reyneke,
traditional IT delivered infrastructure and services
through technical skills and competencies. It was
a very ‘fixed’ arrangement, with those skills and
competencies somewhat ring-fenced from the
rest of the business (generally safely contained in
the basement).
Of course, IT has since morphed dramatically to
the point that most businesses today would be out
to sea were it not for the close alignment of the
‘propellerheads’ with those who drive company
strategy. “IT’s involvement changed; the role has
evolved from being a contributor to business
success, to a facilitator,” confirms Reyneke.
For many IT workers this has meant a figurative,
if not literal, emancipation from the cool safety of
the basement. And as a result, “CFOs today should
see IT as a business partner that aligns with the
business strategy,” Reyneke says.

I

BUDGET UNDER PRESSURE? TARGET IT SPEND
He goes further, too, underlining the increasingly
strategic role that IT has to play: “IT should be the
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leader in business change and improve business
processes and services.”
A strategic role is arguably most prominent not
when the ship is sailing calm waters, but when
a storm blows in. With budgets under pressure,
Reyneke says the smart CFO doesn’t take down
all the sails – but instead, looks for opportunities
where spend will deliver improvements. “The
question to ask when increasing IT budgets in
tough times is simple: how much money can it
save, or how much can it make.”
In tough times, meaningful analytics, for
example, could be instrumental in maintaining
and increasing the bottom line says Reyneke. “You
can bring about meaningful change in business
patterns by extracting and analysing the right
data; bigger IT budgets facilitate investment in
better and faster servers, storage and software,
therefore enabling efficiency and innovation
to allow the business to be agile in response to
market needs.”
THE ALLURE OF THE CLOUD (FOR THE CFO)
Those in the business of IT have enjoyed ample
opportunity to talk up the cost benefits of
cloud computing – but what sort of messages
are reaching those tasked with watching the
purse strings? Reyneke makes an immediate
differentiation: “It’s necessary to distinguish
between the public cloud and private cloud, but
both are more cost effective. Public cloud is the
least expensive, but presents a higher security
risk; while an initial capital expenditure may
be required, private cloud brings about other
potential savings. These include a reduction
in staff numbers and reduced skill level
requirements on the personnel side, and the use
of thin terminals instead of workstations on the
technology side,” he notes.

e-commerce platforms because of the single data
source; financial reporting is more accurate and
delivered faster when it comes from this single
source,” he says.
But CFOs also appreciate that the numbers
must only be seen by approved eyes. Coming
back to security, he believes the public cloud is
relatively safe, “but it depends on the quality of
the service provider. Risk exposure is higher in
the public cloud than it is in the private cloud; the
latter is safer as it’s a wide area network, making
available all business functionality through a
centrally published application.”

Francois Reyneke,
Waltons

WIRING UP THE FINANCIAL DEPARTMENT
As a heavy user of information technology itself,
the finance department engages with the IT
people on both an operational and, increasingly,
strategic level, agrees Reyneke. “Finance
departments should see IT as a partner that offers
better reporting and agility,” he says.
The traditional barriers between techie and
accountant are crumbling, and fast. “An efficient
IT department can enable finance to respond
effectively to changing customer and market
needs,” Reyneke adds.
There’s more on the cloud, too. Lauded by IT
types for its cost effectiveness – which is certainly
a good way to get the attention of the CFO –
there are other advantages as Reyneke has come
to appreciate through Waltons’ e-commerce
initiatives. “The cloud offers a better interface with

BUSTING THE BUZZ
Hype is the constant companion of the IT industry
and while the technologists might fall for it, the
CFO often doesn’t buy it until maturity and value
is well established. A current example provides
insight; with analytics and reports the meat and
drink of the CFO, the latest buzz of big data is
arguably right down the CFO’s alley.
Reyneke cuts through the fuzz and says its
usefulness is relative to the size and the ability
of the organisation to harvest the data. The
definition gives a clue to his view on that: “Big
data means there is too much data to report on
properly. The creation of cubes to make data
more accessible is the solution to meaningful
reporting,” he says.
THE CIO AND THE CFO: WORKING IN TANDEM
With business today operating in highly
competitive environments, Chinese walls
between any departments aren’t likely to improve
performance. When CFOs appreciate the process,
efficiency and innovation advantages that IT
can deliver – and work in tandem with their CIO
counterparts to make it happen – competitive
advantage can be achieved.
Reyneke agrees this necessitates a deeper
understanding of IT from the CFO. “It’s crucial for
the CFO to have a broad understanding of IT and
its capabilities; the CIO is his business partner and
IT is his business tool. Most CFOs are well aware
that the consumer has already reinvented the
market and is continually doing so. That means
we have to invest in the right tools to exploit
opportunities. The success of business to create
value is influenced by your investment in IT to
interrogate and interpret data,” he concludes.

ISSUE#1 | 2014

23

MARKETING |

HAS MARKETING BECOME
THE NEW IT?
CMO AND CIO ROLES ARE EVOLVING, EVENTUALLY
THEY MAY EVEN OVERLAP.
BY RODNEY WEIDEMANN | PHOTO: KAROLINA KOMENDERA

s the impact of social media, big data and the
cloud reverberates through organisations, so
it has led to the massive rise in digital marketing,
a key driver of organisational growth today. The
growing need for technology solutions to better
harness the potential these offer to the business
has led to a unique situation – Chief Marketing
Officers (CMOs) are becoming increasingly
involved in the IT decision-making process. Since
this, of course, is the traditional domain of CIOs,
the question is whether this means that CMOs
are now going to be stepping on the toes of their
IT colleagues?
Two years ago, Gartner predicted that by 2017,
CMOs will actually be spending more on IT than
their counterpart CIOs. What may have seemed
slightly fanciful then is now looking increasingly
likely, as marketing becomes ever-more
technology-based. This has, at least in part, been
driven by the rise of social media, which has led
customers to now all but expect not only a personal
relationship, but even one-to-one marketing.
Delivering this is not as difficult as it sounds,
provided organisations are able to fully
leverage the big data available to them. It does,
however, mean that more and more of the
marketing budget is going to need to be spent
on IT solutions, meaning both areas are now
inextricably linked. Moreover, future business
success is likely to depend on the creation of a
totally new kind of cross-functional organisation.

A

WHEN TWO
BECOME THREE
The fight for budget for
technology is certainly
going to heat up, as
both CIOs and CMOs are
expected to show a return
on investment. Since
CIOs are generally on
the conservative side of
Geoffrey Moore’s chasm,
while CMOs are more
likely to be visionaries and
pragmatists, this could lead
to conflict in the need for
speed in implementing new
technologies.
Another potential
clash will come between
the traditional way of
operating and this new,
digitally-driven business
model, where automation
and predictive analytics
are the new means
of deriving business
advantage. This, in turn,
will be the spur that will
drive the creation of a
whole new title, the Chief
Digital Officer.
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CONFLICT OR CO-OPERATION?
Andy Brauer, Chief Technology Officer at Business
Connexion, points out that as the world moves
from one of supply to one of demand, companies
that wish to be successful will simply have to
focus more intently on the voice of their clients.
“This change in business approach has led to
the CMO gaining a strong foothold in terms of
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the priority afforded around IT decision-making.
Although this has traditionally been the domain
of the CIO, the increasing technology focus of
the CMO should be viewed through the lens of
business alignment, rather than being seen as a
challenge to the CIO’s position,” he says.
“It’s imperative that CIOs don’t view this change
in focus as being a threat to them. If they allow
a clash to develop with the CMO, the focus will
become internal and it will cause untold damage
to the organisation. On the other hand, if the
focus is kept on customers, such rivalry will drive
the organisation to excel instead.”
Tracy Bolton, Marketing Director at SAP Africa,
adds that an increasing number of CMOs are
purchasing cloud solutions directly from their own
budget, due to the ease of deployment and the
ability to switch on and off as project needs change.
“This is causing some conflict with the IT
department, due to a perceived lack of control
on their part, as well as fears of disparate systems
and possible duplication of data, where this is not
managed correctly,” states Bolton.
“The growing need to respond immediately to
changes in customer demands and behaviours
means that marketing teams – in order not to risk
losing customers – have reached the point where
they’re moving far faster than is comfortable for
the IT department.”
MORE CROSS FUNCTIONALITY
Bolton suggests that both the CMO and CIO roles
are evolving into much more than they used to
be. The CMO is now expected to understand
the market, competitors and customers and be
able to react and predicate the future because of
this understanding. The CIO, meanwhile, needs
to evolve from being a support engine to the
marketing business to a business driver, in order
to adapt to changing market environments.  

“THE SMALLER, MORE
AGILE BUSINESSES ARE
ALREADY COMBINING
ROLES AND ADAPTING
RAPIDLY TO THE
CHANGES, WHILE LARGER
ENTERPRISES ARE CREATING
ADDITIONAL ROLES IN
ORDER TO BECOME THE
INTERMEDIATES, WHILE THE
DIFFERENT INDIVIDUAL
ROLES EVOLVE.”
Tracy Bolton, SAP Africa

Andy Brauer,
Business Connexion

“I believe that both roles will evolve over
the next few years and we will reach a point
where they work much more closely, perhaps
even in a single team, under a customer office
umbrella. When they work together in this
manner, clients will benefit, as the organisation
will have a single view of the customer from all
sources and will be better able to leverage the
information granularity afforded by big data,”
she says.
“Of course, companies of different sizes are
handling these changes differently. The smaller,
more agile businesses are already combining roles
and adapting rapidly to the changes, while larger
enterprises are creating additional roles in order
to become the intermediates, while the different
individual roles evolve.”
Brauer suggests the trouble is that most
organisations today create their structure based
around people. Instead, he says, organisations
should craft their structure around effective
delivery and competitiveness. This means that
strategy needs to come before structure.
“CMOs and CIOs need to realise this is the way
in which business is evolving, and clashing about
overlapping areas is a waste of time. Working
more closely should not present a challenge,
provided there are clear objectives, direction and
strategies, which will undoubtedly lead to synergy
within the business. Without these, issues will
certainly arise,” he says.
“The real trick, as far as I’m concerned, will be
for businesses to keep the lights on while this new
way of working is developed. Building the new
system while retaining the old, until such time as
the tipping point is reached, will inevitably create
longer term friction between CMOs and CIOs.
On the other hand, making a quick move to a
new system may cause untold disruption to the
current business,” he concludes.
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CLOUDY WITH A GREAT
CHANCE OF OPERATIONAL
EFFICIENCY
AS IT- OT CONVERGENCE TAKES SHAPE, INDUSTRIAL OPERATIONS
BEGIN TO EXPERIENCE THE MANY BENEFITS AT THE POINTS WHERE THE
CLOUD, INTERNET OF THINGS, MOBILITY AND ANALYTICS INTERSECT.

BY CAREL ALBERTS PHOTO: SEAN WILSON

t’s all systems converge for operational
technologies (OT) – or business as usual in
the world of IT, which has already co-opted
communications, electronics, broadcasting,
security and surveillance, and – oh, just about
every other technology that wants to play.
“We’re seeing a confluence of IT and OT – on
the shop floor, in mining shafts and in the oil and
gas industry,” says Mike le Plastrier, divisional
director, industrial technologies at EOH.
He continues: “The core technologies have been
similar for a while, however, getting the two worlds
to work together properly has been a mission.”
Gartner concurs. Until around 2011, an
“independent world of physical-equipmentoriented technology [was] developed,
implemented and supported separately from ... IT,
[known as] ‘operational technology’,” the research
firm notes. “But, the nature of OT systems is
changing. The underlying platforms, software,
security and communications are becoming more
like IT systems,” says Kristian Steenstrup, research
VP and Gartner fellow.
“This gives a stronger justification for IT
groups to contribute to the OT group’s software
management, creating an IT and OT alignment
in the form of standards; enterprise architecture;

I
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support and security models; software
configuration practices; and information and
process integration.”
IT EFFICIENCY
What, then, is the state of play three years down
the line in South Africa? “It’s happening,” says Le
Plastrier. “But the two groups of people managing
these technologies have yet to fully realise that
there are benefits across the board to this being
pursued to the full.”
According to Gartner, a shared set of standards
and platforms across IT and OT have multiple
benefits including optimised business processes,
enhanced information for better decisions, lower
costs and security risks and shortened project
timelines.
The megatrends
That’s as far as managing the newly combined
playing field is concerned. But what substantive
value does IT bring to operations? What will
be the impact of the IT megatrends – cloud,
mobile, big data and analytics and the Internet
of Things (IOT) – on the operational sides of
mining, manufacturing, petrochemical and
other industries?

MEGATRENDS IN REALITY
Transformer magazine asked Palesa Sepanya, Petro SA’s IS operations manager, about the
state oil company’s use of leading-edge technologies in its operations.
Where is Petro SA in its use of cloud, mobile and analytics?
PS: We have started the journey with all three. Our e-recruitment is a cloud-based
Software as a Service solution, and we’re expanding employee self-services on mobile.
We’re still exploring how best to leverage these technologies, to deliver best value for our
organisation, without putting ourselves at risk.
What are the business opportunities of each of these technology areas for Petro SA?
PS: For us, these include cost savings via a pooling of resources, dynamism and a
shortened time to deliver solutions to business.
What challenges must be circumnavigated?

Palesa Sepanya,
Petro SA

PS: Although a lot of work has gone into assuring the security of cloud and mobility, it still
remains a concern. Compliance requirements like PoPI also need to be considered. And
managing cloud service providers requires a new way of thinking about contracts.
Based on your experiences with these trends what lessons have you learnt?
PS: Spend time researching the opportunities that BI may bring for your business, and be
brave to implement. If a cloud service promises quick delivery and entry, ensure that the
same speed and flexibility can be achieved when you want out.

Internet of Things
“At this stage, there is no real question of an
Internet of Things,” says Le Plastrier. “For now,
let’s call it remote operations management
through the communications enablement of
plant equipment.”
Industrial companies looking for IT-like benefits
are typically geographically distributed, he says.
“Mining houses were among the first to realise
the need for centralised operations management,
craving the systems control, efficiencies, cost
savings and virtual access to scarce skills.
Currently, manufacturing groups are going
through the adoption cycle.”
Driven by a need to manage and exploit
machine-to-machine (M2M) communication, IoT
has in truth been used for quite some time, Le
Plastrier muses. “Now that it’s been given a serious
name and emerged from a proprietorial domain
to join the public internet, it is time to finalise
M2M interface standards. I think it will take off
quite rapidly.”
Mobile
Naturally, bandwidth will prove to be a persistent
issue in any evolving vision of an an IoT in
manufacturing or mining. It doesn’t seem like
almost two years, but the 4G mobile standard, aka

LTE, has already matured sufficiently to be a major
enabler here.
“Data interchange is becoming much faster and
more pervasive,” says Le Plastrier. “LTE also has
interesting applications in a mining environment.
WiFi’s underground reach is very limited. Every
5-20 metres you have to put in another repeater,
whereas LTE reaches up to 500 metres down a
shaft or slope.”
Analytics
“Mobile enablement is very enticing, but
frequently the applications are just too clever,” Le
Plastrier continues. “You give a guy the facility to
do a range of what-if analyses on his corporateissue iPad – admittedly a crucial ability in
manufacturing operations – but it’s just going to
be too much in the field.”
The proper domain for advanced analytics
is centrally, where the cloud properly enables a
360-degree view and analytics, he says. “It just
doesn’t make sense to have this sort of functionality
on-site when you can deliver it remotely.”
The same goes for scarce skills such as
processing.
“There is incredible enablement at the nexus
of cloud, remote management, mobility and
analytics,” he concludes.
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Datacentre. Aegis needed secure access to the
hosted environments in the two datacentres, to
be accessed by all support resources that need
access to the hosted servers for day-to-day
activities or troubleshooting when faults occur.
If remote access is not possible, physical access is
needed to all equipment hosted in the datacentres.
“Due to the fact that the hosted environment will be
a hosted call centre solution, high availability design
will be architected between the two datacentres to
ensure minimum downtime for all Aegis customers,
call traffic and call centre agents,” says Hector.

A PARTNERSHIP TO
GROW OUTSOURCED
CONTACT CENTRES
TELKOM HAS PARTNERED WITH AEGIS TO PROVIDE
FULL-SERVICE OUTSOURCED CONTACT CENTRES
TO A LOCAL AND INTERNATIONAL MARKET.

n 2008, Aegis contracted Telkom to assist with
setting up an outsourced contact centre for a
UK-based company. Aegis needed Telkom to
handle the connectivity between the local contact
centre and the overseas client.
The implementation was a success, and
formed the foundation of a more fulfilling
relationship between the two. There was a
realization that by working together synergies
could be created in the provision of contact
centres. Telkom wanted to create a hosted call
centre business providing services to offshore
customers, and this is where Aegis’s expertise
came in. In turn, Aegis needed Telkom’s
connectivity infrastructure, and would benefit
from Telkom promoting their mutual offering.

I
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THE REQUIREMENTS
“Aegis required secure hosting in a Tier 3
datacentre, certified by the Uptime Institute,”
says Troy Hector, Managing Executive for Large
business Services at Telkom. Telkom provided
a hosting server infrastructure in its National
Business Services Centre and IT Building

THE SOLUTION
Telkom proposed a hybrid hosted solution, where
Aegis will provide infrastructure and Telkom will
provide managed hosting on the specific devices
and servers. All devices will be hosted in Telkom’s
datacentres. Telkom will manage the servers, the
environment and cabinets, LAN connectivity and
security services. Backup and storage including
replication of SAN data between the datacentres
are included in the baseline call centre system.
The server hardware supplied by Aegis had to
have redundant HBA ports available to enable
connections to the Telkom datacentre cloud
storage platform. Tape backups form a part of the
solution to enable off-site storage.
“We’ve got the technical skills within Aegis, and
we use our in-country partners Atio to assist us with
the delivery of the solution,” says Justin Paulsen,
the VP in charge of IT at Aegis. “Between both of us
there is a lot of engagement – Aegis is purchasing
the equipment, and Atio has a bigger reach in terms
of nationwide delivery. Telkom is providing the lines,
connectivity, mobile connectivity links, MPLS and
anything required to run a call centre. Externally,
it’s Telkom’s product, though, they’re doing the
installation and maintenance.”
THE IMPLEMENTATION
“Challenges were faced with the design of the
entire solution for Telkom to extend its platform
to work as a layer to the Aegis hosted platform,”
says Hector. “An in-depth understanding had to be
drilled down into the platform by both partners to
see how the platforms and the architecture could
amalgamate into one overall solution.”
Consensus had to be met on the legal issues
behind the contract and the partnership on the
entire solution. Hector also says that there were
further challenges with the provisioning and
testing of the solution.
The Telkom-Aegis partnership is in the process
of rolling out its first customer.

| HUMAN RESOURCES

CLOUD-BASED HR
BRINGS MANY BENEFITS
THE USE OF CLOUD-BASED TOOLS TO SUPPORT
MICROSOFT’S HR PRACTICES HAS BROUGHT MANY
BENEFITS TO THE COMPANY AND ITS EMPLOYEES.
BY GEORGINA GUEDES PHOTO: KAROLINA KOMENDERA

f an employee at Microsoft South Africa
needs to be reimbursed for travel
expenses, but their manager is out of town,
the company’s tools have the ability to
simply process her request to the next
relevant person in the corporate hierarchy.
This highlights two of the benefits of having
a fully automated HR system in the cloud:
no functionality is dependent on a single
individual and the HR system has an
extensive contextual understanding of
every employee.
Microsoft has implemented cloud-based
HR tools within its entire global operation
for one simple reason: it makes the tools.
But the benefits the company and its employees
gain are multiple.
“Microsoft has gone back to where we
came from very early on, being a platform and
productivity company that enables customers,
partners and consumers to achieve their
business goals,” says Mohamed. “The transition
to productivity is not a new avenue for us, but
we’re moving to it in a much more focused and
prescriptive way. We’re moving from simply
providing products to becoming an enabler.”
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Sameera Mohamed,
Microsoft

RECRUITMENT IN THE CLOUD
She says the approach of ‘drinking its own
champagne’ is particularly evident in HR. “We
believe an employee’s experience at Microsoft
starts with HR. And we need to make it a great
one. They’re sourced, interviewed, screened,
onboarded, and their career lifecycle is managed,
all through HR. This all needs to be very efficient,
to allow the employee to be productive, and
so moving to cloud-based tools enables HR to
support our businesses.”
As an example, she outlines Microsoft’s hiring
process, which is carried out by a tripartite team
including the centre of excellence, line HR and the
operations team. Many of the individuals involved
in these teams work at different offices from one
another, and Microsoft’s seamless cloud-based

tools allow them to communicate and collaborate
efficiently. The process is faster, more engaging
and the impact on faster time to hire is huge.
“An interviewer in, for instance, Turkey, could give
feedback on an interview to another interviewer in
Cape Town by uploading information into a tool.
It’s then readily available to anyone else involved
in the process,” says Mohamed.
KEEPING TRACK
Another example of cloud-enabled HR services
is that all employees have the ability to track and
manage their own careers through a self-service
function that HR monitors.
All employee information is stored in a central
repository, which then feeds into a host of other
HR tools. This means when employees want to
track and manage their careers, all the relevant
information is in place – from the necessary
training to books or articles that employees
should read to progress to their next career stage.
Mohamed says that the most important aspect of
this automated HR functionality is its seamlessness.
“The major differentiator is that it’s so seamlessly
integrated from one system to another, how the
employee is tracked and how information is stored,
so that HR can now pull reports on the status of
an employee’s performance, career or velocity of
promotion. It just flows from one system to another.”
A CHANGE IN HR STRATEGY
Microsoft has also fundamentally shifted how
performance is managed in the organisation.
Employees are measured in terms of their impact
as it relates to individual accomplishments,
the impact of collaboration and the impact of
leveraging off others’ work. “This is to make sure that
we’re not reinventing work, and to foster greater
collaboration,” Mohamed says. “So performance is
dependent on your ability to collaborate. Our cloudbased offerings do just that, facilitate collaboration
that is both real-time and relevant.”
The HR system allows employees to track
their performance, review the commitments
that they signed up for at the start of the year,
discuss progress with their managers and receive
appropriate remuneration for their efforts. Again,
the seamlessness of the various tools allows this
to take place efficiently.
To give a more human-focussed benefit to the
technology, Mohamed believes mobility and remote
working enabled through the cloud makes the
company a friendlier place to work for all employees
– especially women. “I’m a mother and being able
to collaborate remotely allows me to have a work
life and a home life that don’t come into conflict
with each other,” she concludes.
ISSUE#1 | 2014
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CHANGE IS OFTEN – THE
EVOLVING CIO
CIOs WILL NOT ONLY HAVE TO JOSTLE WITH AN INCREASING NUMBER OF RIVALS FOR
TECHNOLOGY BUDGET AND AUTHORITY THEY WILL ALSO HAVE TO CONTEND WITH
DRAMATIC CHANGES WITHIN THE IT INDUSTRY.
BY SIMON CASHMORE PHOTO: KAROLINA KOMENDERA

incent Maher is one of a new generation of
executives radically changing the way
business applies information technology.
The newly-appointed Chief Innovation Officer
at Kagiso Media is looking to wield the group’s
extensive technology resources to break open
new markets and deliver a host of fresh products
and services. Maher’s mandate extends beyond
the group’s current investment in technology.
He is expected to identify new technology
that will provide Kagiso with further business
opportunities. “I’m looking to grow the business
by enabling new technology. My brief is to
innovate,” says Maher.
He’s likely to have a swift and substantial
impact on the media group and is one of a
handful of executives that report directly to
Kagiso CEO Mark Harris. His performance
will be gauged not only on the insight and
understanding he brings to the organisation but
also his contribution to revenue growth.
A former product executive at mobile social
network operator Mxit, Maher is one of South
Africa’s first Chief Innovation Officers. Others are
likely to follow. Many organisations in the US and
Europe have appointed Chief Innovation Officers
in an effort to harness fast-emerging business
opportunities generated by the boom in digital
technologies such as social media and mobile
computing. Newly-designated Chief Digital Officers
and Chief Mobility Officers are also being hired by
large enterprises to tackle these challenges.

V

CHIEF WHAT NOW OFFICER?
The rise of this new band of technology
executives will inevitably impact the roles and
responsibilities of local CIOs. The authority and
territory of some CIOs has already begun to be
eroded by the rise in cloud computing, Software
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as a Service and remote business intelligence
solutions. Many corporate business units, outside
the domain of the CIO, are signing up for such
facilities in the hope of securing greater control
over their IT costs and services. The marketing
departments of big corporations are also grabbing
an increasing chunk of technology expenditure,
once earmarked for the CIO, to fund digital
marketing channels and promotions vital for
success in the highly-competitive consumer
sector. Research group Gartner reckons Chief
Marketing Officers throughout the world will
spend more on technology than CIOs by 2017.
A CHANGING ERA
Gartner points out that the challenges facing
CIOs go beyond jostling in the executive suite
for greater technology budget. The role of the
CIO is being recast by fundamental changes
within the IT industry. The era of industrialised
IT, says the research firm, is giving way to a new
era of digitalisation.
“The era of industrialised IT concentrated
on processes and emphasised the efficiency
and effectiveness of services and solutions that
supported the business,” says George Ambler,
executive partner at Gartner South Africa. “The
new era, that of digitalisation, is defined by the
interconnectedness of businesses and people and
the Internet of Things. It recognises the disruptive
power of digital technology and its ability to
create business opportunities that capitalise
on new experiences and connections with the
consumer,” he says.
Ambler reckons the shift to the new IT era
could last a decade. Until then, CIOs will have
to juggle the demands of both eras. They will
need to continue to deliver robust cost-effective
systems and services that support the objectives

of the enterprise while also embracing the digital
technologies that will define how business is
conducted in the future. The intricacies of this
juggling act will be determined by the size and
culture of the enterprise and the markets in which
it operates.
WHERE SHOULD THE CIO FOCUS?
Gartner advocates a ‘bimodal’ approach to IT
management that enables enterprises to maintain
and renovate their core systems while also
exploiting the potential of new digital technologies.
Gartner vice president John Mahoney anticipates
that some CIOs will choose to focus on delivering
robust, efficient and cost-effective information
services to the enterprise while others will adopt
the emerging role of the strategic innovator who
uses information technology to pioneer new
markets and opportunities. “The two roles are
distinct but closely related,” he says.
Nampak CIO Toni Serra knows from first-hand
experience the divide in emphasis in IT management
is already impacting local business. Manufacturing
organisations such as Nampak, he says, are looking to
transfer management of their traditional IT systems
to a trusted service provider. “The office of the CIO
will increasingly focus on securing online businessenabling processes that will meet the changing
needs of the organisation,” says Serra. The CIO and
support staff will need to be alert to developments
and opportunities within the organisation and the
markets in which it operates as well as attentive to
new technologies and products, he adds.
The changing demands placed on CIOs will
require them to develop and apply new skills.
Technological expertise alone will no longer be
sufficient. CIOs will increasingly need to negotiate
with other executives in the organisation to
achieve their goals and manage more complex
relationships with suppliers and service providers.
CIOs have long championed the need for
organisations to adapt to meet the challenges
presented by new technology. The successful
CIOs of the future will be those who take this
imperative to heart and transform themselves into
effective guides into the digital future.

Toni Serra, Nampak

IT STARTED WITH THE CLOUD
Cloud computing was the harbinger of the new era of digitalisation and pushed the
demands of the business to the forefront of the CIO agenda.
The full potential of cloud computing, however, has yet to emerge. “Service providers
at the moment are offering little more than hosted services,” says Nampak CIO Toni
Serra. “We want cloud computing that provides us with reliable, variable, consumptionbased business process-enabling services. I want to be able to go to the head of one of our
business units and tell them they can have the service they require tomorrow and if they
want one user they will be billed for one user. If they change their requirements, I want
them to be billed accordingly,” says Serra. “We’ve held many discussions with IT suppliers
but none can yet give us what we want,” he adds.
Nampak is positioning itself to move to fully-fledged cloud computing. Serra is confident
that by 2017 the organisation will have reached its goal. “We’ve got rid of our IT department
and outsourced our IT operations. We’re now in the process of getting our IT assets off
our balance sheet. We’re selling them to a third party who will supply us with IT services.
Nampak’s small team of internal staff will focus on understanding the IT ecosystem
within the organisation and outside the enterprise so that it can secure services to meet
the changing needs of the business,” says Serra. “I’m not going to sign an IT maintenance
agreement or a services agreement ever again,” he adds.
Serra argues that many big IT suppliers could already meet Nampak’s cloud computing
requirements but are reluctant to abandon their well-established business models.
“I’ve discussed the matter with many other CIOs and there is a growing recognition of
the need to change the way IT products and services are provided. The heydays of 10 and 20
years ago, when IT suppliers enjoyed big margins, are over,” he says.
A recent survey of international CIOs by Gartner supports Serra’s stance. Around 70
percent of the more than 2 300 CIOs canvassed by the research group expect to change ICT
suppliers within the next two to three years. In South Africa close to 85 percent of CIOs
surveyed by Gartner plan to change their ICT technology and services vendors. More than
half the CIOs who intend changing ICT suppliers cited pricing, service quality and contract
inflexibility as the reasons for their dissatisfaction.
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FINDING THE
SILVER LININGS
FMCG GIANT CLOVER HAS STARTED ITS JOURNEY TO
THE CLOUD AND IS ALREADY SEEING THE BENEFITS.
BY REBECCA HAYNES PHOTO: KAROLINA KOMENDERA

ar from being tied down by technology as
old as the company itself, food and
beverages group Clover Industries Limited, is
firmly on its journey into the cloud. The group is
presently moving some of its human resources
applications and data into the cloud, with its
payroll already there.
Clover has been using Microsoft’s Office 365
since October 2013 and according to group
information technology manager Francois
Swanepoel: “It’s working really well for us.”
With an increased business focus on
collaboration, Office 365 offers shared documents,
project-specific mailboxes, video conferencing
and screen sharing.
When asked about embarking on the cloud
journey by starting with Clover’s human
resources, Swanepoel says: “Although employee
information is extremely sensitive, we’re
confident the system we’re using is secure as only
authorised users can access the system with strict
validation criteria.” Although in the public cloud
space, Clover’s human resources data remains
in South Africa, which Swanepoel says makes it
easier and faster to handle.
Clover uses Mimecast for mail hygiene and
archiving, which does give a South African pointof-presence, however the mailbox data is stored
at Microsoft’s Dublin datacentre.
“Some aspects of our move into the cloud meant
we needed to adapt and others required us to be
flexible to ensure conformity, however we achieved
results with respect to savings on infrastructure
and management,” he continues. “We have access
to secure, adaptable systems without having to
expand on the in-house IT division.”

F

CLOVER: IN A
NUTSHELL
Operating in one form or
another since 1898, the
Clover group produces
and distributes – for itself
and other fast moving
consumer goods companies
– a diverse range of
dairy and consumer
products. Technology is
essential to the group’s
competitive advantage
and storage chain, with it
distributing to consumers
across South Africa
through an extensive
distribution network with
approximately 14 000
delivery points.

Francois Swanepoel,
Clover

SELL THE BENEFITS
Swanepoel believes the cloud is key to future
success, offering time-saving benefits, lowering
capex and reducing dependence on support
personnel. Whether public or private, moving
into the cloud makes business sense. Taking into
account the desperate need for IT skills – from
programming to data analytics – there’s also the
reduced dependency on sourcing these highlevel skills.
Despite the misgivings of some CIOs,
Swanepoel doesn’t believe that new and future
regulations, such as the Protection of Personal
Information Act (PoPI), should present a
problem in terms of the cloud journey. He does
admit that PoPI in particular will not be black
and white in terms of its impact, but notes that
the cloud is such a significant trend that any
challenges will be overcome while conforming
to the necessary regulations.
“In terms of Clover’s technology strategy,
regulatory frameworks and guidelines are part of a
continual process that we will incorporate where
required,” he says.
Swanepoel describes Clover’s move into the
cloud as starting with the “easy stuff”. However,
when looking at moving other systems, such as
ERP for finance and operations, into the cloud this
is “not a feasible option at this stage.”

“REGULATORY FRAMEWORKS AND GUIDELINES ARE PART OF A
CONTINUAL PROCESS THAT WE WILL KEEP EVALUATING.”
Francois Swanepoel, Clover SA
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CREATING BUSINESS VALUE
THROUGH TECHNOLOGY
IN AUGUST 2014, THE CIO COUNCIL OF SOUTH AFRICA’S QUARTERLY MEETING WAS
FOCUSED ON THE BUSINESS VALUE OF TECHNOLOGY. THE LINEUP OF SPEAKERS INCLUDED
BRIAN ARMSTRONG, COO OF TELKOM BUSINESS; HEMMANTH SINGH, MARKETING
EXECUTIVE OF MOBILE COMMUNICATIONS AT VODACOM; NICK BINEDELL, DEAN OF THE
GORDON INSTITUTE OF BUSINESS SCIENCE, AND FRANCOIS REYNEKE, GROUP FINANCIAL
DIRECTOR AT WALTONS.
BY CLARE MATTHES

osted by Microsoft South Africa’s CIO Johan
Bosch, the August meeting of the CIO Council
of South Africa was opened by Zoaib Hoosen. He
talked briefly around the issues that were on the
minds of enterprise leaders, namely enhancing
the customer experience while being able to
respond to ongoing needs for efficiency and
growth. The answer, said Hoosen, was the
creation of a digital platform. This would require
the reimagining of the business. He detailed how
Microsoft had, itself, undertaken such a process in
order to move to the cloud and mobilise its
workforce.

H

BEST SEAT IN THE HOUSE
Telkom Business’ Brian Armstrong was up next.
He likened the role of the CIO to that of an umpire
at a cricket match. “It’s the best seat in the house
and we as business leaders and CIOs occupy that
seat. The world is currently going through an
amazing change and we’re lucky to be a part of
it.”
The world is digitalising said Armstrong. Society
and business is digitalising and because of this
change, the role of the CIO is shifting. IT is no
longer just back office, process automation and
ERP, ICT is at the heart of strategy and at the heart
of how businesses position themselves.
“We as Telkom, engage with our customers and
we’ve surveyed CIOs across the country,” said
Armstrong. “Half of you don’t believe that your
businesses are well positioned to embark on a
digital transformation journey.
“And when we asked what the priorities were
for these CIOs – digital agenda, aligning business
and IT, and cost reduction were the answers we
got.”

Telkom understands that it needs to be part of
the community that is leading the change and
rather than be dragged kicking and screaming, be
more proactive in the change, he noted.
“We need to make progress and we understand
businesses do not all need the same things – you
need vertical and industry specific solutions.
“Telkom doesn’t want to watch the game but
rather be part of the team and this is why events
like these are important because Telkom is part of
the dialogue.”
CIO VS CMO
“Why do CIOs and CMOs need each other? And
are we moving from company-centric views
where CIOs rule to customer centric views where
CMOs rule?” asked Vodacom’s Hemmanth Singh.
Everything is changing explained Singh, the
business model, the role of marketing, the
behaviour of customers and the need for more
sophisticated marketing tools.
“The media industry is in meltdown, and the
recession is accelerating this,” said Singh.
“Audiences are fragmenting and are harder to
target. They are consuming more content online
but not paying for it. Ad revenues for publishers
are down, as unlimited inventory depress
the value, traditional media content sales are
declining, but digital revenues are not helping,
digital channels are now part of the marketing
mainstream and the ‘splinternet’ means the
number of touchpoints continues to grow.”
Marketing execution therefore requires tools
that manage and measure success and failure.
The most senior marketers understand that
technology can help their teams create, deliver,
implement, and measure marketing programmes
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in an effective and granular way. This awareness
is only reinforced by the continuing pressure
on marketing accountability generated by the
economic crisis.
“In short, it’s no more ‘business as usual’,”
warned Singh. “In 2013, Gartner predicted that by
2017 CMOs will spend more on IT than CIOs.”
CIOs and CMOs should therefore collaborate
to drive the customer obsession. “It’s no longer
‘either/or’, it’s ‘and’. They need to go from conflict
to cooperation and make sure that their focus is
the customer.”
The key areas for cooperation, according to
Singh are smart data collection; automated
analysis of the data to develop actionable insights;
contextualised distribution to support specific
actions; delivery of a superior brand experience
based on insight not just data; enable a new level
of collaboration by focusing on communication
and process; and finally paint a common picture
for the two teams built around the customer.
NEW HORSES FOR NEW COURSES
In his career, Nick Binedell has focused on
business education. He spoke to the audience of
CIOs about the relationship between strategy and
leadership.
“We live in an era of large scale and rapid
change, increasing technical and social
complexity and significantly more competition,”
he said. “But how would you know if a business
has a strategy?”
Binedell urged the CIOs to ask, “What can your
business do that the market wants or will want it
to do that no other business can do?”
WHY CHANGE?
Last on the stage was Waltons’ Francois Reynecke.
Two years prior, Waltons took the decision to
move from an IT to a business technology (BT)
division and chose to look at cloud.
“We realised that not only does technology
change, but the people buying the products are
changing. Waltons came up with a strategy that
included centralisation, cloud, virtualisation, a
new ERP system and we opened our minds to
create smart applications and smart business
technology,” explained Reyneke.
“We committed to changing our infrastructure
– go virtual, go centralised, go cloud, so we
could get our environment foundation ready for
the future. We felt this would not only bring in
efficiencies but also create value for the business
going forward.”
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Waltons purposely sought out a business
partner not just a service provider and initially
changing to the cloud was merely a cost saving
initiative. The true value however turned out to be
about flexibility, as the stationer can now have a
‘store in a box’, enabling branch rollout overnight.
“It was evident that the cloud was the enabler
for change and allowed us to reinvent Waltons,”
explained Reyneke.
“We’re now in an age where the consumer
has reinvented the market, and we realised the
consumer buys differently. We needed to tap into
the social media environment and needed to
adjust our strategy to develop and include smart
applications.”
“The journey from IT to BT meant that IT no
longer was an enabler but rather a business
partner. “This meant we had to look at business
architecture. We went bold with our infrastructure
by implementing cloud, virtualisation, thin client,
and centralisation into internet solutions. We
implemented the latest technology.”
Reyneke, like the speakers before him, again,
stressed the need to keep IT in the loop. The
IT department no longer is an entity but rather
needs to be concerned with all aspects of the
business. “Don’t look at the IT strategy, make
sure to focus on business strategy with IT
components,” he said. “Any implementation needs
to be stable, easily enabled and add value. Any
new elements need to be scrutinised and in turn
create value,” he concluded.
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