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The world speaks digital.
Does your business understand it?
More and more, business is becoming digitalised. And for your
organisation to stay competitive, it will need to do the same.
But what does digitalisation mean? Well, it’s about transforming
silo systems into a common, integrated platform while improving
productivity, collaboration and cost-effectiveness. It also keeps you
fully connected, so you can do business anywhere. It’s the future.
A future where we all speak the same language.
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TIME TO TRANSFORM |

REDEFINING DISRUPTION
THE ‘C SUITE’ IS NO LONGER AFRAID OF SO-CALLED
‘DISRUPTIVE DIGITAL TECHNOLOGIES’.

BY ILVA PIETERSE | PHOTO: KAROLINA KOMENDERA

ow is supposedly the time for digital
disruption, driven by consumerisation of
technology and a perfect storm of tech
megatrends. Is this just media and industry hype,
or does the C Suite of Corporate South Africa buy
into this?
It seems that an increasing number of larger
organisations are in fact seeing disruptive
technologies as integral to business success. In
recent years, there has been much appeal, from
CIOs in particular, for their executive committees
to change their mindsets from one of passive
resistance to active acceptance. The message
has been clear – either embrace disruptive
technologies, or get left behind.
Today, we’re seeing this change in organisations
across the country, and indeed the continent.
Barclays Africa Group CIO Ashley Veasey,
explains: “Within Barclays Africa, technology
has the full support of the organisation’s
leadership in terms of viewing our organisation
as a technology business in order to drive the
innovation and digitisation that’s needed to
compete.”

N

“DIGITAL DISRUPTION
HAS THE POTENTIAL TO
RESHAPE MARKETS FASTER
THAN PERHAPS ANY FORCE
IN HISTORY.”
Vernon Thaver, Cisco
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Developer experience director Clifford de Wit,
runs a programme within Microsoft SA, called
BizSpark that specialises in disruptive software
startups. The programme has been running for
about two years, and in that time, has incubated
close to 2 000 startups. De Wit notes there has
been increased interest and demand recently
from CIOs of larger organisations (Microsoft
clients and partners) who want to take advantage
of disruptors.
“We’re seeing a change in the industry,” he says.
“Our customers are starting to recognise the
value of disruptive digital technologies as core to
their business.”
The verticals showing the most interest in
startups, he points out, are financial services,
healthcare, mining and manufacturing, and
education. With regards to how these disruptors
are being used, De Wit says three specific trends
are being noted.
ONCE, TWICE, THREE TIMES DISRUPTIVE
The first (and most common) trend is around
the more mature customers looking to diversify
or still remain relevant to their customers
by acquiring or partnering with disruptive
technology players. “This is conducted in the
vein of technologies that are analogous to their
core business,” de Wit says.
Secondly, he mentions a trend towards
partners and customers who want to capitalise
on disruptors, even if the disruptor is not a part
of their core business. “They see great future
business coming out of them. They believe in the

Clifford de Wit,
Microsoft
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software and want to invest in them or partner
with them, despite the technology not being a
part of their core business.”
The final trend, which De Wit notes is a
distinctly South African one, concerns enterprise
development and supply development that
relates to broad-based black economic
empowerment (B-BBEE). “Various larger
organisations are working to build suppliers and
work with SMEs that relate to the B-BBEE code,”
he says.
Veasey believes disruptive technologies are a
game-changer. “Our competitors are no longer
traditional financial institutions. They are fintech
startups, technology companies and retailers
– all of whom are aggressively pursuing the
lending and payment space and who are taking
significant market share from the traditional
banks across the world.”
TECH TOCK, TECH TOCK
New ideas and innovation are not the only
threats that come with disruptive technologies.
CIOs have to contend with the rate of
acceleration of innovation that comes with
disruptors. With so many successful small
startups making waves, it makes sense to partner
with them. At the very least, it makes it even
more crucial to ensure organisations keep up
with the movers and shakers in the industry.
Gartner UK Research VP Philip Dawson notes:
“In reality, next year’s fad makes this year’s fad
history. I mean, who cares about last year’s
X-Factor winner?”
At Cisco, CTO Vernon Thaver, says the
company believes that every country,
government, organisation and citizen will
become digital. “It’s about fast innovation. If
you don’t disrupt yourself or your industry you
get left behind. With Gartner predicting that 75
percent of global businesses will be digital by
2020, the reality is that local organisations can’t
afford to not invest in digital technologies.”
He believes digital disruption has the potential
to reshape markets faster than perhaps any
force in history. “Those that keep up, will be
pulled toward a ‘digital centre’ in which business
models, offerings, and value chains are digitised,
driving new revenue streams and substantive
business outcomes.”
DISTINCTLY SOUTH AFRICAN
According to Dawson, South Africa is in an ideal
position to cope with not only technological
innovation and disruption, but the rate at

DISRUPTIVE DIGITAL TECHNOLOGY IN SOUTH AFRICA
According to Vernon Thaver of Cisco SA, there are three main technologies disrupting the
local landscape.
Cloud
There’s definitely been an uptake in cloud computing across the market, he notes. This
corresponds with Cisco’s Global Cloud Index which forecasts that from 2013-2018, Middle
East and African countries are expected to have the second highest cloud workload growth
rate. “It seems local organisations have realised the value of cloud deployments, according
to local research we conducted over the last two years,” he says.
Mobility
Though only a small amount of workers are classified as designated mobile workers in
most organisations, the vast majority of workers integrate mobile devices into their work
on a daily basis. According to Cisco’s Visual Networking Index Mobile Forecast 2014-2019,
mobile data traffic will grow two times faster than South African fixed IP traffic.
Internet of Things
Organisations need to become digital in order to capitalise on the unprecedented
opportunity brought about by the next wave of the internet – the Internet of Things. “When
people, processes, data and things are connected the business advantages are endless,”
Thaver says. “To prepare for this digital transformation, organisations need to transform
their business strategy and IT, connect everything, embrace analytics, and secure their
technology and operations.”

which it’s changing. “South Africa isn’t weighed
down by the same legacies that affect more
mature counterparts. It doesn’t have the same
restrictions to change.”
He notes, for instance, that August 2015 marked
the first-ever time in the UK when internet access
from phones overtook that of PCs, something
that has been occurring locally for quite some
time, given our high-rate of mobile penetration.
“What’s interesting about the South African
market is that it’s uniquely positioned having
both an emerging market and a mature market.
Local disruptors offer different kinds of solutions
and technologies that are more applicable to
the emerging and growing markets. This means
these local disruptors can appeal to a global
audience in an emerging market capacity, which
isn’t something we always see come out of the
mature world.”
Thaver is insistent that the consequences of not
keeping up with technology transformations is
that it will inhibit South Africa from achieving its
2020 broadband vision. “It will also impact on the
country’s ability to make the necessary advances
in education, healthcare and government/citizen
services to bring social and economic prosperity
to the country. Technology remains an important
enabler, as it’s a proven fact that technology
growth is directly related to a country’s GDP
growth,” he concludes.
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MAKE OR BREAK
DIGITAL TRANSFORMATION CAN WRECK OR
REFORM YOUR BUSINESS.

BY CIARAN RYAN | PHOTO: KAROLINA KOMENDERA

mazon, Uber and Airbnb are three examples
of how digital transformation can disrupt the
established order. These three companies have a
market valuation equivalent to nearly half the
entire JSE. In South Africa, companies are
learning that digital transformation is no longer a
cute cliché embracing big data, cloud and
mobility, but a potential threat that, in the wrong
hands, could put them out of business.
Amazon has transformed the world of retailing
by offering hundreds of thousands of products
online, delivered within days to your premises.
Last year, it achieved sales of US$88 billion,
and is now valued at US$250 billion. It is also at
the forefront of selling cloud services, having
launched EC2 in 2006 – an online MassMart
that’s shaken up IT service provision by renting
out some of its extra capacity. In so doing it has
helped spawn a new tech proposition.
Uber is also renowned for changing market
dynamics. Currently, it’s got the global taxi
business in a whirlwind, and if you’re measuring
customer experience, then it’s a change for the
better. However, the company has faced law suits
and demonstrations in cities from Paris to Cape
Town from traditional taxi operators claiming
unfair competition. Despite this, Uber seems
unstoppable. With little more than a mobile
app and electronic payments system, Uber is
revolutionising the taxi business worldwide. You
can now hail a cab in more than 300 cities in 58
countries, which is why the company is reckoned

A
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to be worth US$50 billion, making it the most
successful startup of recent years. What Uber
has done is connect a universe of car owners
willing to offer transport services to a universe
of customers in a way that is faster, simpler and
cheaper than the alternative.
Like Uber, Airbnb doesn’t own inventory, it
simply offers online accommodation bookings,
but does so in 34 000 cities and 190 countries.
The company was started in 2008 and is now
reckoned to be worth US$20 billion. Home
owners are able to rent out their apartments and
houses – and even rooms – using the Airbnb
online system. It has been described as the
largest virtual hotel group in the world.
Each of these are astonishing stories of digital
businesses disrupting the established order.
Stories such as these are happening, at a lesser
scale, in millions of businesses across the world.
At its most basic, IT provides a faster and more
efficient way to store information, communicate
and perform operational functions.
DIGITAL DISRUPTION
Tony Christodoulou, vice president: IT at
American Tower Corporation for Europe,
Middle East and Africa, says digital technology
is typically seen as a way to improve customer
experience and service offering, while tapping
into the group’s collective knowledge and
enhancing operational efficiencies.
One has to ask what is the objective or
business intent of digital transformation, says
Christodoulou. He identifies six vital levers to
digital transformation:
1. Involving IT from inception: to get the best
result, IT must be part of any new business
strategy from the beginning
2. Alignment between business and IT
architecture: “It’s imperative that businesses
buy into our IT strategy and architecture plans.
I put a lot of focus and effort on an IT shared
services model, simplicity in IT architecture
(standardisation of systems and process) to
achieve overall economies of scale that results
in us being more cost-effective.”

“YOU HAVE TO ASK
WHERE YOU’RE NOT
BEING OF SERVICE,
AND THEN ADDRESS
THAT.”
Werner Bornman, Stanlib

3. Aligning people and processes to the
technology: the technology can’t provide its
benefits without it being used correctly and as
intended
4. Effective execution
5. Readiness and user adoption: “The key
principle is that a successful implementation
of the technologies we embark on is not
related to the physical hardware, software or
its workings but user adoption of what we put
in place.”
6. Digital competency and literacy: “I’ve seen
many initiatives over the years where the
technology is delivered (even on time, on
budget and in line with the depicted scope of
work), however the digital competency and
literacy of the users (could be the customer
or internal users to the organisation) was not
there to use the technology effectively.”
Tony Christodoulou,
American Tower
Corporation

BUSINESS SHOULD DRIVE DIGITAL CHANGE
Uwe Brandkamp, CIO at Westcon, believes
transformation should be driven by the business
rather than IT, and should be undertaken to

improve business as the only driver. Where IT
enters the picture is to overcome the barriers to
business success, in whatever form these arise.
Werner Bornman, head of IT governance and
compliance at Stanlib, says digital transformation
requires a keen understanding of the business’
drivers. “We’re in the business of asset
management, and we’re one of the last to do all
our administration in-house. Over the last couple
of years, we focused more on the drivers and
guidelines of the business than on housekeeping
issues. That leaves us more time to focus on the
architecture and interfacing of the business, and
we’ve seen good results from this. For example,
where we required four people to do reporting
per month, we now need two people for a total
of 15 days. That’s a big saving.”
IT has to be brutally honest in assessing its role
in the business, adds Bornman: “You have to
ask where you’re not being of service, and then
address that. Architecture is critical. For example,
if you opt for cloud-based e-mail, how does that
interface with your users?”
The bottom line: there’s no area of business that
IT doesn’t touch, serve or enable.
Amazon, Uber and Aribnb are built on solid
business principles. IT allows them to reach
a staggeringly vast market, while running the
back-end of the business in a way that serves
customers and employees in the most efficient
manner possible. The speed with which they
have captured market share should be a wake-up
call, or an inspiration, for any business.
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CHANGE IS COMING
Technology drives change, but it must be
business-led.
BY DONOVAN JACKSON PHOTO: SUPPLIED

obody should show any surprise that change
is coming. After all, from the point at which
the switch was flipped on the very first electronic
general purpose computer, ENIAC (Electronic
Numerical Integrator and Computer), the industry
has consistently driven change, disrupted
business and indelibly altered the face of not just
business, but humanity itself. That change
continues to bear down on business isn’t a
particular issue for the CIO. What is, is
understanding where and how that change will
affect the particular organisation he or she serves.
Will you disrupt, or will you be disrupted?
That’s confirmed by Riaan van Wamelen, CIO at
the Johannesburg Stock Exchange, who says there’s
a raft of technologies which include the muchhyped cloud, mobility, internet of things, and big
data, which are having – or will have – an impact.
“In my view, all areas of business are likely to be
touched by these technologies and more. It’s the
IT division [in any given company], which needs
to play a leading role in identifying the business
opportunities arising out of them.”
In the red mist of excitement and pace of the
modern technology environment, cool heads
must prevail, and that’s why the first comment
out of executive manager: IT at Comair Mike Ilsley
is that he’s ‘pretty conservative when it comes to
technology’. “The most important factor with every

N

“IT’S THE NEW TRANSFORMATIONAL
REVENUE OPPORTUNITIES THAT ARE
LIKELY TO RECEIVE MORE ATTENTION
THAN THE COST EFFICIENCIES
AND OPTIMISATION THAT CAN BE
ACHIEVED IN THE BACK-OFFICE AND
SUPPORT AREAS.” Mike Ilsley, Comair
12
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technology is its relevance to the business. Unless it
has a specific application, it has no place.”
However, he’s quick to add to that. “This isn’t
to say you shouldn’t be on the forefront of new
technologies; that works for some companies, but
for us, with intent, we avoid the bleeding edge. We
continually track [new technologies] and there are
some which have come home to roost quite well.”
WHERE INNOVATION HAPPENS
Van Wamelen says that in his view, digital business
is very much a result of disruptive technologies like
mobility, cloud and big data. “The opportunities
presented span all aspects of the business – but it’s
the new transformational revenue opportunities that
are likely to receive more attention than the cost
efficiencies and optimisation that can be achieved in
the back-office and support areas.”
In other words, it isn’t so much about the
technologies, but where and how they can be
applied to make a difference, agrees Ilsley. “There’s
what I call ‘old’ IT, which is all the stuff that’s a
complete commodity: desktops, networks, servers,
even cloud. That’s a foundation and something that
IT just has to do well.” It’s also something common
to all businesses today.
“Then there’s ‘new’ IT, and our focus there is in
two areas: internal efficiency, like electronic flight
bags for pilots, and the customer experience side of
things.”
It’s in this somewhat ‘thin’ layer that meaningful
innovation takes place, which either reduces costs
and drives up convenience for employees, or delivers
customer delight. Says Ilsley: “The ‘new’ IT requires
vertical specialisation. You have to know the business
extremely well, how it works, what is relevant to it, in
order to help it innovate meaningfully and to make
changes that deliver results.”
Like Ilsley, Van Wamelen stresses the necessity
for the CIO to lead innovation on the basis of the

Mike Ilsley,
Comair

company needs and not the technologies available
(and which in any event tend to move rapidly from
‘bleeding edge’, to commodity). “For example, as a
stock exchange that connects with our member
firms but not directly to the retail investors, today
we may see bigger opportunities in big data
analytics than in mobility. But as we get further into
our retail strategy that could change.”
FOCUSING INVESTMENT
There’s an old joke that, in order to make a little
money out of an airline, you should start with a lot
(and while Comair has enjoyed enduring success,
many startups haven’t). Ilsley describes the business
of airlines as ‘marginal at the best of times’ – but
he could be talking about any one of a number of
industries. “It’s all very thin [margins] and we can’t
afford to spend a lot of money on technology that’s
not relevant, and doesn’t rapidly deliver either a
financial or efficiency improvement. That’s the
underlying approach to all of these things.”
His is not an uncommon strategy. Those at the
forefront might gain an ephemeral competitive
advantage by being first to market, but that typically
comes at the cost of a considerably heightened risk

profile which can mean taking the pain of failure
before a new technique or technology is at, or close
to, commodity pricing.
“We prefer to wait for the appropriate time,
and that time is when we see a demand from
the business which can be answered with the
technology available. It has to have commercial
relevance, or it’s just research and development,”
Ilsley adds.
For his part, Van Wamelen says technology-driven
change has to be about unlocking transformational
business opportunities in the digital business space.
Which dovetails neatly with Ilsley’s views on
‘old’ and ‘new’ IT; Van Wamelen continues: “It
depends on what industry you’re in. For me some
of the most notable developments are the sharing
economy business models, like Airbnb, which is
disrupting traditional business models and forcing
the traditional transformation. Part of the success
of these businesses is their appeal to the millennial
generation who are very much about social and
collaboration and are tech savvy.”
Tapping that market is crucial, says Van Wamelen.
“Maybe most profoundly, they will soon own the
largest share of wallet,” he concludes.
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LEADERSHIP TRAITS |

ARE GREAT
LEADERS
BORN OR
MADE?
DO YOU HAVE WHAT IT TAKES TO
BE AN EFFECTIVE LEADER?
Deirdre Elphick-Moore,
The Office Coach

BY EAMONN RYAN PHOTO: SUPPLIED

he respective deaths of ex-president Nelson
Mandela and ex-British prime minister
Margaret Thatcher in 2013 spawned an outburst
of debate on the qualities of leadership, primarily
the question of whether a leader can today be as
one-dimensional as the divisive Thatcher, or must
be multi-dimensional as the much-beloved
Madiba is credited with.
Certainly South Africa has spawned some
remarkable leaders in the field of technology
that rank with the best in the world: Mark
Shuttleworth, Elon Musk, ex-CEO of Naspers Koos
Bekker, and even Cyril Ramaphosa was ranked
one of the world’s most influential people while

T

“THEY HAVE AN AMAZING
ABILITY TO KNOW WHAT
THE MARKET WANTS, AND
THEN TELL THEM WHY THEY
HAVE TO HAVE IT.”
Deirdre Elphick-Moore, The Office Coach
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he chaired MTN. Softline (acquired by Sage in
2003) was begun in 1988 as a true garage startup
by self-made leaders Steven Cohen and Ivan
Epstein, with little more than the basic idea that
companies had to computerise.
Deirdre Elphick-Moore of The Office Coach, a
South African skills and personal development
firm, offers her four broad traits required of top
tech leaders.
THE CULT OF CULTURE
“They’re able to create culture, and are examples
of cult leaders. Take [Apple’s Steve] Jobs as an
example, he was actually a difficult person who
drove people amazingly hard through getting
them to live his vision,” says Elphick-Moore.
“Mark Bennioff [chairman and CEO of internet
business Salesforce.com] behaves like a rock star
and throws dramatic events to build his status so
that people will just want to follow his visions.
“Larry Ellison [executive chairman and chief
technology officer of Oracle] has the billionaire
playboy persona and has built a brand around

being the guy everyone wants to be. Even Richard
Branson has spent years creating an image of
someone you want to ‘follow’.”

Steven Cohen,
Pastel

WHAT’S CULTURE WITHOUT HONESTY?
Elphick-Moore lists honesty as a vital component
of culture. She says: “The foundation of any
relationship, both personal and professional, is
honesty. People want to work for a leader they
can trust – a leader that has morals, values, and
integrity. They want to work for a company that
offers a great product or service they can believe
in, and that has an honorable reputation.”
THEN THERE’S EXCELLENCE
She lists another leadership trait as
‘uncompromising demand for excellence in
execution’. “Whether you look at Steve Jobs in
a business that’s all about the product, with the
iPhone/iPod and the look and feel, or how he got
the music industry to agree to iTunes, he was
simply uncompromising in his demand for correct
execution.
“Simply put, you can have all the vision in the
world and loads of people following your cult –
but unless you’re able to translate your vision into
an executable strategy and drive those people
to execute, and execute faster and better than
everyone else, you won’t convert it to a profitable
business,” says Elphick-Moore.
Their motivation is far more about excellence
than reward. Take one of South Africa’s most
controversial tech leaders, Koos Bekker, who
headed media conglomerate Naspers for 17
years without drawing a salary or benefits. He
transformed the publisher into a new media
powerhouse, with investments in China, India,
Russia and elsewhere, including stakes in China’s
internet behemoth Tencent Holdings, Russian
internet giant Mail.ru and Brazilian magazine
publisher Abril. During his tenure, Naspers’
market capitalisation grew from $600 million to
$45 billion. Instead of a salary he collected stock
options that vested over time. His view was that
working as CEO without a salary helped him focus
on building the value of the company.
KNOW THY MARKET
Elphick-Moore lists the fourth and final trait
of successful tech leaders and entrepreneurs:
“They’re all marketeers. They have an amazing
ability to know what the market wants, and then
tell them why they have to have it. Jobs famously
said he doesn’t believe in market research
because people don’t know what they want until

HONESTY AND EMPATHY
Pastel’s Steven Cohen equates honesty with ‘empathy’: His mentor, co-founder and brotherin-law Ivan Epstein taught him “that nobody is better than anyone else, not to be intimidated
and not to hold back from asking for anything. But more importantly, I learned from him that
while nobody’s better than me, this can’t translate into arrogance – it’s a matter of walking
the fine line of respecting the other person while not being overawed or intimidated.”
The result of these influences is that Cohen demands much from his employees but both
understands what they’re going through in achieving that, and sees his role as less of a
manager and more an enabler.
“My motto in business is: ‘You work for your people who work for you’. I don’t feel better
than anyone in the organisation – I feel for them and their daily struggles.”

you show them something that you know they
will want once they’ve seen it.
Mark Shuttleworth was by no means a once-off
entrepreneur. He made his money with Thawte,
but was a technical visionary who knew where
the industry was headed. He surrounded himself
with smart people who were a match for his own
technical gifts.
The bottom line being, all great leaders are
open to the opinions of others, but as ElphickMoore concludes, “thereafter they ‘own’ it
completely and commit to it 100 percent; to the
point of ruthless obsession.”
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EVOLVING ROLE |

A SEAT AT THE TOP TABLE
WHAT DOES THE FUTURE HOLD FOR THE IMPORTANCE OF THE CIO’S ROLE?

BY TRACY BURROWS | PHOTO: KAROLINA KOMENDERA

THE CIO’S PLACE
IN THE HIERARCHY
The CIO must be part of
the C Suite of a company,
says Telkom’s CIO Len de
Villiers. “If the CIO can’t
influence strategy and
implementation and isn’t
part of the top team, then
he or she is not a CIO –
they’re head of IT, or data
processing manager, or IT
manager.
“If a CIO reports to any
other functional head then
it’s a significant challenge,
as they have a conflict of
interest and conflict of
KPIs. If you don’t sit at that
top table – what I call the
‘design table’ – you can’t
influence or transform.
You don’t get the strategic
architectural alignment,
synergy and extraction of
value if you don’t sit in the
top team.”

16

here ten years ago, a CIO was a senior staff
member with deep technical skills, now the
successful CIO is a senior staff member who
oversees tech, but has added strategic business
management skills to his or her portfolio. Five
years from now, those evolved but old-school
CIOs will have retired and their place in the
boardroom will have been filled by younger,
tech-savvy strategists with pure business skills.
Whether it’s in name or overarching function, the
CIO may be replaced or outranked by the chief
digital officer (CDO). Essentially, as we move to a
cloud-based environment the CIO or CDO will
need to talk strategy with a tech slant and
manage procurement of services and partners. It’s
likely they’ll never have coded or found
themselves elbow deep in a server.
Mark Walker, associate vice president, subSaharan Africa at IDC Middle East, Africa and
Turkey, says: “In future, these people will not need
tech know-how. By 2020, your average 35 yearold will have grown up with technology, they’ll
understand what it can do and where to source
it. These will be the people taking on the CDO/
CIO role, and chances are they’ll have business
qualifications, rather than IT qualifications.”
He adds that we’re already seeing that mindset
shift present in some boardrooms. “In the big
banks and major enterprises, the CIOs haven’t

W
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touched tech in 20 years. They’ve completed
their MBAs, are business-focused and are wielding
major influence. They’re driving strategic change
in their businesses. In fact, old-school ‘techie’ CIOs
are seen as an inhibitor to business innovation
and growth.”
Chris Holland, head of Research and Emerging
Technologies at Nedbank Corporate Transactional
Banking, says the bank’s CIO plays an influential
role in the business. “Our own CIO can stand toe
to toe with any of our business C-level executives
when discussing business fundamentals,” he says.
DIGITAL MATTERS
“As a member of the C-level executive, it’s
expected that the modern CIO is much more
than ‘simply IT’. The CIO needs to remain equally
relevant in areas such as strategy. This means
adding meaningful input into the group strategy,

“OLD-SCHOOL ‘TECHIE’
CIOS ARE SEEN AS AN
INHIBITOR TO BUSINESS
INNOVATION AND
GROWTH.”
Mark Walker, IDC

and not just the resultant execution of it, as well
as a fair understanding of business dynamics. If
the CIO has a vocabulary that only talks tech, he
or she shouldn’t be surprised if they’re relegated
to the role of the ‘geek who talks tech’.
“Many CIOs, including ours, have to play the
role of CDO, CTO and more, depending on
the evolving structure of the business, and the
maturity of the organisation in recognising and
appointing these new C level roles,” Holland says.
WHERE TO FROM HERE?
So what happens to the true techies in this
scenario? “Those with deep technical skills will
likely become specialists working either for ICT
solutions partners or in a freelance capacity,” says
Walker. And old-school techies with no strategic
insights to contribute are likely just avoiding
change and ‘hanging on until retirement’, he says.
Those wanting to play a strategic role need to
gain operational and business understanding.
Holland says: “By dint of being the most upto-date technology-wise C-level executive, the
CIO should command the attentive ear of the
business, and not simply demand it, as might have
been the case a few years ago. If you are a valueadding member of a high performing team, you
tend to remain listened to and relevant, and in my
opinion that’s where the power really lies.”

Mark Walker, IDC

THE CIO’S EVOLVING ROLE
41 percent of CIOs report to the CEO, and 47 percent say they drive digital leadership,
although only 15 percent of CEOs agree that they do. 75 percent of IT executives say they
need to change their leadership style in the next three years – Gartner
In 2015, CIOs will finally connect their team’s technical and business know-how to
the CEO’s focus on company growth and customer obsession by accelerating their
firm’s business technology agenda and establishing themselves as a digital business leader
– Forrester Predictions 2015: CIOs Accelerate The Business Technology Agenda
By 2017, 80 percent of the CIO’s time will be focused on analytics, cybersecurity and
creating new revenue streams through digital services – IDC Futurescape
By 2020, 60 percent of CIOs in global organisations will be supplanted by the chief digital
officer (CDO) for the delivery of IT-enabled products and digital services – IDC Futurescape
While some CIOs remain confined to their traditional domains, a growing number are
seizing the opportunity to take on a far bigger role on the front lines of the business and
becoming involved, along with the CMO and CFO, in strategic planning – IBM Global C Suite
study ‘Exploring the inner circle’
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Introducing MTN Business Cloud:
On-demand computing resources
Instantly empowering your business
Lowered IT infrastructure cost and training
Quicker start-up times

Uniform interface and scalable resources
More controlled market presence

MTN Network and Local Data Server hosting
Reduced data transfer times

Customisable resources
Fast and inexpensive way to deal with market variability

If your business is in Africa, slow and steady never wins the race. Your ability to react quickly to new business
opportunities, or shift your operational capacity instantly, will make a difference to your bottom line.

Welcome to the New World of Business.

Hybrid cloud
Power when you want it, speed when you need it
PayAsYouGo and hourly billing
Flexible payment options

Scalable IT infrastructure
Only pay for the IT resources you need

Using MTN data centres
Frees up local resources

Markets shift, targets change and budgets never stay the same. That’s the reality of modern-day business
and being flexible enough to successfully respond to change is what sets the winners apart.

Data transfer on MTN Enterprise grade network
Fast, reliable transfers
In-country tier-4 data centre
Industry-leading data security

SSL and AD levels security
128-bit encrypted data

Legislation-compliant
Data protection under S.A. law

Disaster recovery technology
Data backed up and secured

Keeping your sensitive data safe is paramount to any business. To this end, MTN – Africa’s biggest network – partners with
Microsoft technology to bring you MTN Business Cloud: a pan-African solution to data security challenges in African business.
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ENTER THE
STRATEGIC
VISIONARY
MODERN ORGANISATIONS
RECOGNISE THE ESSENTIAL
LINK BETWEEN COMPETITIVE
ADVANTAGE AND INFORMATION
TECHNOLOGY, AS WELL AS THE
CIO’S CENTRAL ROLE IN BOTH.
BY MONIQUE VERDUYN | PHOTO: SUPPLIED

ecause technology is the lifeblood of every
organisation today, the CIO plays a key role in
enabling the execution of business strategy. That
means the CIO’s role has evolved significantly. From
what was essentially a back-office function, IT now
provides competitive advantage.
Adrian van Eeden’s role at the Gordon Institute
of Business Science (GIBS) is to ensure that IT is
aligned with organisational direction. He believes
CIOs need to consult, advise, and negotiate to

B

THE CIO’S FOCUS
CIOs are executives who should innovate the way enterprises run their business through
leveraging information technology. Managing a high quality, cost-efficient IT service to the
business is one duty, but a CIO who only strives for that misses the advantage IT can bring
to the business.
That’s the word from Cay-Bernhard Frank, leader, strategic IT and discrete
manufacturing practice in Africa, AT Kearney.
He notes how many companies even try to avoid appointing ‘techies’ as CIOs.
“Lufthansa, for example, position the CIO as chief information and process officer. In this
role, the CIO is in charge of driving business performance through IT. In the media industry
CIOs are driving massive digital transformation. In many telco and banking organisations
the role of the CIO has been merged with that of the CTO and is at the heart of service
production.”
The CIO’s focus should be on the bridge between business and technology. In today’s
world this means CIOs must drive digital innovations – be it as an optimisation to existing
business processes, enabling new business processes, enabling new business models or
completely disrupting an industry through a complete new way of doing business.
“Successful CIOs have a deep understanding of the business from a strategic and a
business operational excellence perspective, and have a responsibility to drive business
performance through new IT solutions,” he says.
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ensure value is achieved across departments. He
focuses not only on technology, but also supports
the design and optimisation of the production
line for the operational and administration teams
who manufacture and deliver the business
school’s ‘products’.
“To provide the correct components for the
product and to ensure the production line is
building the right products in the right way, we
need to understand what is done throughout
the school. This includes getting involved in the
teaching and learning design conversations so we
can give our delivery arm – the educators – what
they need to stay relevant and have the most
significant impact on student development. My
team is positioned as a central, specialised resource
pool which helps the business evolve without
requiring major upheaval in the core teams.”
Well-designed technology, he says, crosses
practically every business unit, and because the
‘how we work’ is entrenched in these platforms,
the understanding acquired in each area is deep
and broad. “The staff facilitating these services often
know more about the organisation operationally
than anyone else. The insights that a smart CIO
managing these initiatives can bring to the table are
of immense value, assuming the person in the role
is less worried about their Cisco fabric and more
about things like the top-line opportunity a project
has created.”
As an example, Van Eeden says marketing and IT
are closely aligned at GIBS, which is important in
a relationship-driven organisation. “By aligning the
areas which have the knowledge and capacity to
add value both inside and outside the organisation
we’re uncovering significant opportunities for the
school and have also avoided the energy-draining
arguments about whether an item is for the CMO’s
or the CIO’s budget,” he notes.
TRANSFORMATION THROUGH INNOVATION
Industries such as media, publishing, photography
and music, have been completely transformed
thanks to technology, which has also changed the
way customers interact with companies.
“Truly competitive, information-based
organisations now know more about their
customers, and are able to predict buying patterns
and gain more wallet share as a result,” says Tina
Nunno, research vice president in Gartner’s CIO
research group. “The CIO has significant input
into each area of the business because they have

“CIOS CAN’T KNOW
EVERYTHING ABOUT THE
BUSINESS BECAUSE IT’S
A MOVING TARGET, BUT A
STRATEGIC THINKER WILL
KNOW WHAT STRATEGIC
QUESTIONS TO ASK.”
Tina Nunno, Gartner

to ask the right business questions each time a
technology solution is implemented. CIOs and their
teams have to understand the business process
underlying each function in the business.”
Like any other good business leader, CIOs must
understand how the company competes in the
marketplace, what drives revenue, costs, and risk,
and what has an impact on them too. They also
need a keen awareness of how competitors in
the marketplace are using technology to outpace
others in the sector.

Bernard Manyatshe,
Sanlam Personal Finance

ASKING THE RIGHT QUESTIONS
It’s not what CIOs know, but what they ask that
really matters, according to Nunno. “CIOs can’t
know everything about the business because it’s
a moving target, but a strategic thinker will know
what strategic questions to ask, such as how IT
strategy will impact revenues. Importantly, you
do not need to know the answer to this question
before you ask. The right arsenal of questions
enables colleagues to think together, which is how
a learning organisation is created,” she says.
Bernard Manyatshe, CIO, Sanlam Personal
Finance, agrees. “My focus is on processes that
bring in revenue. The first priority is to understand
the business strategy, which means sitting with the
CEO and finding out what’s bothering him, and
what he wants to achieve, and then having the
same discussion with other ExCo members and
departments heads. Understanding where existing
processes are failing strategy means that together,
we can formulate a better way forward. My advice:
don’t do things to people; do it with them.”
He says that although the shift in the CIO’s role
– from service provider to business partner and
leader – may create conflict sometimes (when the
organisation misses the service provider who did
what they were told to do) it’s a shift that benefits
the organisation in the long term.

ISSUE# 5 | Q3 2015

21

| LEADERSHIP

TAKE ME TO
YOUR LEADER
THE MODERN DAY CIO IS ALREADY AN
ACCOMPLISHED LEADER AND IS WORKING HANDIN-HAND WITH BUSINESS TO DRIVE CHANGE.
BY JOANNE CAREW PHOTO: SUPPLIED

f a business doesn’t understand the impact of
tech, it will die in the next decade.” That’s the
stark warning from Ken Jarvis, founder and CEO of
Jika Africa and former CIO at Momentum Life,
Anglo Platinum, Multichoice, Naspers and SARS.
As the nexus of forces and the move to
digitalisation become more prominent the CIO’s
role is vital for an enterprise’s success. This provides
a perfect opportunity for the CIO to demonstrate
that they’re already an accomplished business
leader and have a plethora of skills and experience
to draw from.
Arguably the primary purpose of the CIO is to
keep the C Suite abreast of changes in the tech
industry, identify which of these opportunities
are appropriate for the business itself and then
oversee the application of them. Andre Stelzner,
CIO of the City of Cape Town, says the CIO
should also have the right level of expertise to
introduce new solutions or business processes
when these innovations have the potential to
meet business needs.
“The CIO’s job should entail creating
opportunities. It’s about advising and showing
business how digital can make them better. The
changing tech space can drive organisational
transformation. Digitising the organisation means
you’re able to hardcode into it a certain ethos and
way of working,” Stelzner says.
Kovelin Naidoo, Internet Solutions’ CIO adds
that the modern CIO is tasked with championing
transformation and innovation.

“I

THE CIO’S CURRENT
LEADERSHIP ROLES
Although not exhaustive,
here’s a list of some of the
roles that the CIO has to
undertake that underline
their ability to lead
strategic transformation in
any organisation:
• Member of the company
ExCo
• Architect of future tech
landscape
• Project director
• Communicator of vision
• Operations manager
during crisis
• Organisational structure
designer
• Stakeholder manager
during crisis
• Change manager
• Leader of people and
teams
• Talent manager
• Strategic planner
• Business process
optimiser/engineer
• Procurement strategist

COMMUNICATION EQUALS INFORMATION
Jarvis, Naidoo and Stelzner agree that in order
to achieve transformation and to truly benefit

Kovelin Naidoo,
Internet Solutions

from new digital technologies, there must be
a good relationship between business and IT.
Communication and trust are the cornerstones
of this, notes Stelzner. “The CIO needs to be a
good communicator. When expectations can’t
be met, the CIO needs to be able to articulate
the reason and logic for this in a way that’s easily
understood by his or her audience,” he says,
adding that this makes it ever more important for
CIOs to have a comprehensive understanding of
business. CIOs can’t just be expected to execute
strategies, says Stelzner, noting that the CIO is
required to understand the DNA of a project in
order to put the necessary infrastructure in place
to successfully complete a task. “To do this, they
need to exhibit their own strategic leadership traits,
but also need to be part of the conversation when
strategies are incubated.”
The CIO is somebody who wears various hats – this
individual is not a technologist or a businessperson,
they have to be both, says Jarvis. It doesn’t matter
what industry you’re in; businesses need to know
how innovation can change their market and the
needs of their customers. “It’s about understanding
how tech can enable a business to be better,” he
says, noting that communicating the value of market
evolution should be part of any CIOs skill set.
In addition to this, Jarvis is adamant the CIO should
also be communicating regularly with business
customers. “All too often, CIOs fail to talk to their
customers about what they actually need and want.
This is a mistake.”
The CIO of the future will be more exciting than
of the past, concludes Jarvis. And as time goes
on, they’ll probably have more influence than
ever before.
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THE MACHIAVELLIAN CDO?
Is the chief digital officer nothing more than an opportunist in these
dynamic digital times or is this role as important to the future of the
business as that of the CIO?
BY TAMSIN OXFORD PHOTO: KAROLINA KOMENDERA

he C Suite seems to be constantly expanding,
increasing in girth as new roles arrive and
evolve as rapidly as technology, sectors and
organisations. The latest is that of chief digital
officer (CDO), someone who can potentially step
on the CIO’s toes and turf and change the way in
which that position is defined. However, is this new
position really as Machiavellian as the hype has
made it out to be, stealing work and hierarchical
position away from the CIO?
IDC predicted in 2014 that by 2020, 60 percent of
CIOs in global organisations would be supplanted
by the CDO for the delivery of IT-enabled products
and digital services. Mark Walker, associate vice
president for sub-Saharan Africa at IDC Middle
East, Africa and Turkey says the shift is already
starting, and highlights it’s the CIO’s ground to lose.
“Nothing stands still in the technology industry,
and roles and responsibilities follow suit. The
discussion for the past two years has been that
CIOs must become more business aware. If they
want to keep their jobs, they must evolve beyond
managing technology to enabling business. They
must understand how the business operates, and
how technology will help the business achieve its
strategic goals.”
Andy Brauer, chief technology officer at Business
Connexion believes the CDO role means different
things for different organisations. “For some it’s

T

“OLDER, BIGGER BUSINESSES WHO
ESTABLISHED THEMSELVES BEFORE THE
UBIQUITY OF DIGITAL CHANNELS WILL
FIND IT HARDER TO CREATE SPACE IN THE
C SUITE FOR A CDO.”
Christian Mouton, AppLogix
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the ability to bring external information into the
organisation and blend it with current business
intelligence and data analytics. For others it means
to digitise all processes and reorganise the business
in such a way that all processes can flow more
efficiently.”
In February, Gartner stated that organisations have
to be digitally remastered in order to cope with
the disruptive forces of digitalisation and that by
2017 the role of CDO will be adopted by at least 25
percent of businesses. The analyst firm highlighted
that the CDO is needed to manage and control data
and to ensure that organisations are compliant and
digitally innovative.
THE POWER OF TECHNOLOGY
“The first decade of the 21st century corporate IT
was really unexciting, it was mostly about control,
standardisation and service provision,” says Mark
Raskino, analyst and Gartner Fellow. “It wasn’t about
innovation at any strategic level in most companies
and IT directors were selected to cut the cost of
IT – hero CIOs were those who could say, ‘I came,
I saw and I cut the budget by 40 percent.’ It wasn’t
about installing new and radical technology that
transformed the functions of the company.”
Raskino notes this attitude has undergone a shift
as organisations recognise how the ability to use
technology to differentiate a company can win
customers and change the value of the business.
This shift from a mode where IT was a begrudged
necessity to a competitive differentiator is what’s
driving the role of the CDO.
“Business is so heavily impacted by digital now
and any organisation, from the large bank to the
manufacturer, has unique operating needs and is
touched by some form of digital transaction,” says
Walker. “The CDO makes sure that all the jigsaw

pieces fit together and there’s harmony between
the pieces. The right person needs management
and operations skills and an understanding of the
organisation and how it fits together. Their role will
constantly be driving change.”
TECH CONVERGES AT THE CDO
The CDO sits at the intersection of people,
processes and technology. They bring it all
together through a deep understanding of all the
elements that make up the company and a clear
view of how the various flows and interactions
must be managed to ensure they are more
effective and dynamic. It’s a disruptive role and
one that’s likely to change in scope and nature
over the next few years.
“Newer companies born into an age of digital
channels and marketing will find it easier to create,
from the outset, a company structure built to
service customers through digital channels and
create that capability in either their marketing
or product development teams,” says Christian
Mouton, managing director at AppLogix. “Older,
bigger businesses who established themselves
before the ubiquity of digital channels will find it
harder to create space in the C Suite for a CDO and
the latter may find themselves either working for a
CIO or CMO in the organisation.”
WHO WILL DO WHAT?
All of this raises the question as to whether or not
the CIO and CDO will collaborate or clash. Will
the role see the CIO report to the CDO or will the
reverse be true?
“I think the two will work alongside one another,”
says Walker. “The CIO takes on technology,
availability and management perspectives while
the CDO translates the discussion between the
business and the technology. In order for both
roles to be effective they need to work closely with
one another. There’s always potential for conflict,
but it’s more likely it will be a dynamic tension
that’s healthy to have as it forces people to think
about what decisions they make and how they’re
spending.”
The way in which the CDO engages with the
rest of the C Suite will also depend on the level of
buy-in from senior management. For any CDO to
succeed there needs to be a commitment from
board level and beyond.
“If senior leadership don’t buy into the role of
CDO, the latter won’t be successful,” says Rory

Rory Headon-Weeks,
Microsoft South
Africa

Headon-Weeks, CTO at Microsoft South Africa. “The
CMO, COO, CIO and CSO are people who need
to accept what the CDO has to offer and really
embrace changing business processes. Their job is
essential to reinventing productivity and business
processes and if the board isn’t involved, then
there the business isn’t creating the opportunity for
transformation.”
The CDO’s role is one that can almost be
considered vital in a world that changes so swiftly
businesses run the risk of being left behind. The
CDO and the CIO are responsible for looking
at the technology available today and ensuring
that opportunities are taken, costs reduced and
profitability achieved.
“The CDO is not a deep-seated technology role,
it’s a business role,” says Headon-Weeks. “For them
to be successful, they need to have an intimate
relationship with the functions of the business
within which they operate. To bring value, you need
to understand your organisation, the challenges it’s
facing, the technology that’s available and then be
able to join the dots.”
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SHIFT
HAPPENS
COLLABORATION AND TECHNOLOGY
CAN BE NATURAL PARTNERS, BUT
ONLY IF BUSINESS AND USERS SEE
EYE TO EYE.
ommunication is one of humanity’s most engrained
skills. Over the millennia experiments have revealed
that people deprived of language create their own. We are
born to talk. Unlike other functions, such as reading, our
ability to communicate comes out of the box. All that
remains is to define how we communicate.
Fast forward to the modern age. Technology is pervasive,
but much of it is still done in writing. This in itself is not
a negative thing, but it’s not the optimum. Face-to-face
meetings still yield better results than tomes of e-mails.
When Paul McCartney sang “We can work it out,” he wasn’t
celebrating letter writing.
As such video communication has become a defining
face of the early 21st century and is only set to expand as
connectivity swells and data prices fall. The way forward
is for richer environments that encourage collaboration at
many levels.
“Unified communications has become a business
imperative,” says Uriel Rootshtain, business lead for Office
at Microsoft South Africa. “The next evolution is towards
communication-enabled business processes. Building
communication capabilities into your processes makes
them more competitive.”
Collaboration through technology is coming of age,
having evolved well beyond the groupware trends of the
1980s. Consumerisation of technology has rendered entire
generations comfortable with digital communication.
“Even the Xbox One has a Skype app. That means that
a TV and a gaming console is now a customer-facing
communications device, something that was once
unthinkable but today is completely organic.”

C

MAKING THE COMMUNICATION SHIFT
That paradigm also lends itself to phones, websites
and a growing number of connected platforms. It
doesn’t stop with consumers: inter- and intra-company
communications are being reimagined through a richer
video communication landscape.

NEDBANK’S VIDEO BANKING: A PAINLESS
EVOLUTION
The expectations of modern customers have grown as they became
familiar with technology. Nedbank sought opportunities to recreate
how their customers experienced branch services, as well as optimise
the branch systems.
It initiated a multi-channel client experience programme
and explored new experiences for customers while also meeting
operational goals. A large part of that came to communications and
Nedbank saw the value of introducing video chat-based services
(a.k.a. video banking) at its branches.
The results were phenomenal: within weeks nearly half of branch
enquiries were being done through the new video banking channel.
But from a business perspective, the ease of the transition was equally
remarkable.
Since Nedbank had previously invested in a Microsoft Lync
environment for its unified communications, creating a new channel by
using Skype for Business technologies was a natural fit. The groundwork
mostly involved identifying appropriate devices and spending a few
weeks with Microsoft to set up interfaces. In no time Nedbank was able
to start piloting the concept and roll it out to branches.
“It’s been a massive change for our clients,” says Murray Donkin,
executive at Nedbank’s Contact Centre Channel. “They’re able to be
serviced quicker and have an expert assist them with their query
straight away.”

“If we start thinking about how the modern workplace
is evolving to be more competitive, we see mobility
as a trend, the emergence of a non-traditional office
workspace, and accommodation of different working
styles. This is challenging traditional communication
technologies: employees aren’t necessarily chained to one
desk and customers don’t simply phone a call centre.”
The incumbent motivation for communication
technologies has been cost. IP telephony delivered clear
and tangible cuts in phone bills. Video communications
mainly served as a way to reduce travel. These still apply
today, but the market has matured and such concepts are
closer to best practice than revolutionary.
Yet shifting from those beachheads into a robust
collaborative environment may seem daunting. Driving
adoption takes time and deployment alone is not enough.
Staff buy-in is critical and training a painful reality. Why,
for once, can’t that credo of ‘build it and they will come’
be true?
These are some of the points Microsoft mulled when it
transformed Lync towards Skype for Business. Lync was
an established business-grade and enterprise-ready tool,
symbiotically paired with the Microsoft ecosystem to
create a versatile UC platform. Skype requires even fewer

“THE NEXT EVOLUTION IS
TOWARDS COMMUNICATIONENABLED BUSINESS PROCESSES.
BUILDING COMMUNICATION
CAPABILITIES INTO YOUR
PROCESSES MAKES THEM MORE
COMPETITIVE.”
Uriel Rootshtain, Microsoft South Africa

introductions: to ‘skype’ is already lingua franca for any
video or VoIP call.
“At Microsoft we realised a rare position. We’ve served
both consumers and companies for many years, but
often as separate disciplines. That was how the market
treated them. But the consumerisation of technology has
blurred the lines between work and play. Microsoft saw an
opportunity there.”
That opportunity is to marry the user appreciation of
Skype with the business pedigree of Lync. Both are already
firm adopters of cloud and hosted services through
technologies such as WebRTC and Software as a Service
platforms like Office365.
It’s not a shift happening in isolation: tools such as
OneDrive make it easier to manage work and lifestyle sideby-side and Microsoft delivers its experiences agnostically
on other devices.
The goal is clear: a business, communication and
collaboration environment that reaches across an
organisation, with built-in familiarity that end-users
can embrace. Instead of trying to culturally shift from a
cost-centric towards a collaboration view, companies
can have both. Financial directors still see the savings
while adoption rates are not inhibited by spreadsheet
directives. Technology leaders implement best-of-breed
communications systems on their terms, be it cloud, onpremise, on-demand or embedded with other solutions.

Find out more on how mobile
communications and meeting
solutions can enable flexible workstyles
within your organisation.
Visit www.skype.com/en/business

Uriel Rootshtain,
Microsoft

One-on-one chats, broadcasting and recording training
seminars, or jumping in from anywhere on any device
– UC is ready to take a central role in how business gets
done competitively.
“The collaboration shift has to happen or it will be at the
expense of companies. It makes customers happier and
employees more productive. At Microsoft we understand
both and we’re using our innovations to prove it.”

CHANGING ROLE |

THE CIO AS
CHAMELEON
IS THE CHANGING RELATIONSHIP BETWEEN IT
AND THE BUSINESS SIGNIFICANTLY ALTERING
THE ROLE OF THE CIO?

BY RODNEY WEIDEMANN | PHOTO: SUPPLIED

he role of the CIO has shifted. CIOs are being
given more freedom to act, innovate and take
risks in their drive to transform IT from a cost
centre to a genuine hub of value and innovation,
one that’s able to drive the business strategy and
outcomes.
According to Rich Hillebrecht, CIO at
Riverbed Technology, the continued rise of
new technologies and delivery models are
fundamentally changing the way businesses
operate and engage with their customers. He
believes that is largely responsible for the CIO’s
renaissance.
“When it comes to the macro-technology
trends revolutionising enterprise business today,

T

“THE NATURE OF THE CIO’S ROLE IS
FAR MORE LIKELY TO BE DRIVEN BY THE
APPROACH TAKEN BY THE BUSINESS ITSELF,
RATHER THAN BY ANY EFFORTS OF THE CIOS
THEMSELVES TO EVOLVE THEIR ROLE.”
Ziaan Hattingh, IndigoCube

28

ISSUE# 5 | Q3 2015

we’re talking about the Internet of Things, social,
mobility, cloud and data. These trends have
disrupted existing business models and the
relationship between IT, the wider organisation,
and its customers,” says Hillebrecht.
“CIOs should be rejoicing that these trends
are having such a profound impact across the
organisation. They should be happy about the
CEO’s new-found interest in cloud. They should
be delighted that the CFO wants to know how
exploiting big data and business analytics will
drive process improvement. And the chance to
sit side-by-side with the heads of sales and
marketing to plan the roll-out of a social CRM
system that will revolutionise the company’s
customer engagement model is surely an
opportunity too good to miss.”
Of course, he adds, the challenge for the CIO
lies in ensuring that repeated adoption of the
‘next big thing’ delivers maximum benefit and
optimal value to the business, particularly since the
expectations surrounding what can be achieved
through transformational IT projects are high. A
transformational type of CIO is thus required to
ensure these technologies deliver not only the
savings and efficiencies expected, but also on the
promise of improved business performance.
A NEW ROLE FOR THE CIO?
So the question is what will be the role of the CIO
in a future where IT is moving from being a mere
technology supplier to business enabler?
According to Ziaan Hattingh, MD of IndigoCube,
the reality is that decisions to use technology
will in most cases still be driven from a business
perspective, rather than an IT one. He suggests
the more forward-thinking organisations will
undoubtedly engage more effectively with IT and
the CIO in this process, while the laggards will do
so poorly.
“Nonetheless, I think that the nature of the CIO’s
role is far more likely to be driven by the approach
taken by the business, rather than by any efforts
of the CIOs themselves to evolve their role,” states
Hattingh.
“Obviously, CIOs are well placed to play a key
role in any business transformations that are
undertaken, because they typically have a much
better understanding of the possibilities on offer.
However, I don’t see the traditional approach of
business telling IT what it wants and IT having to
then make it happen changing too much.”
This, he explains, implies that the CIO will
have an uphill battle in most organisations –
except perhaps the most forward-thinking ones

Rich Hillebrecht,
Riverbed Technology

– when trying to lead any kind of technology
transformation that impacts on business processes
or products.
“I think it’s fair to assume that if the technology
transformation is limited to the world of IT, in the
shape of something like legacy modernisation
or server consolidation, the CIO will be given
some freedom. On the other hand, it will be a
much bigger struggle if the CIO wants to ‘tell’
the business what it could or should do from a
technology perspective.”
“This is not to suggest that the more forward
thinking organisations, those that have a better
understanding of how IT is beginning to penetrate
all aspects of business, will not take more of a
‘partnership’ approach between business and IT.
In such instances, the CIO will have a bigger role
to play.”
THE NEW ‘TRANSFORMERS’
Another challenge facing those CIOs that wish to
transform themselves into chief executives of an
information business is that, first and foremost,

they still need to ensure their IT infrastructures are
able to support those leading-edge ‘megatrend’
technologies that can drive business innovation.
Hillebrecht draws from recent research
commissioned by Riverbed Technology among
EMEA CIOs in ten countries. This research indicates
that in the past 12 months, some 44 percent of
new applications deployed have failed to meet
their performance expectation, hampering
adoption and value realisation. In many cases, this
is due to a disconnect between what the board
wants to achieve and what can be delivered using
existing infrastructure.
“Nonetheless, the survey did identify a significant
minority (25 percent) that are utilising technology
effectively and transforming their investments into
high business performance. This group, which
Riverbed termed ‘transformers’, is leading the way
when it comes to technology investment.”
Rather than constantly adding new applications
onto existing infrastructures, he says that these
transformers recognise the importance of a high
performance application infrastructure to the
potential of cutting-edge technology.
“Unlike the average CIO, who prioritises
maintenance and ongoing operations, transformers
appreciate that technology is integral to business
performance and, as such, are more likely to
consider technology as a driver of innovation.
Critically, in view of how important infrastructure
performance is to the implementation of new
leading-edge technologies, nearly twice as many
transformers (53 percent versus 31 percent) are
delivering a high performance IT infrastructure for
business applications as a core part of their role,”
he says.
So does the rise of these transformers mean that
the CIO’s role is indeed shifting from being merely
a custodian of IT to being a driver of growth
through innovation?
Hattingh feels this to be the case, but only up
to a point. He believes that business people will
ultimately remain the custodians of growth and
innovation.
“I think it’s far more likely that as business people
become increasingly IT savvy in their thinking,
so technology will play an ever increasing role in
growth and innovation. Real transformation will still
be driven from the business side, but the CIO will
be a key partner in the process. So while the CIO
role will change, it will not do so dramatically – the
change will really entail nothing more than a shift
in focus from simply supporting the business via IT
to becoming more of an active partner in driving
business innovation,” he concludes.
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DIGITAL BIRTHS
THE IT STAR
HOW TO LEAD CHANGE IN THE
DIGITAL BUSINESS ERA.

BY CAREL ALBERTS PHOTO: KAROLINA KOMENDERA

he culture in IT organisations is traditionally
risk-averse. As a result, few CIOs have the
opportunity to lead the enterprise in disruptively
innovative projects, despite many years of lip
service to the strategic role of this C-level position.
But change is afoot. Significant pressure is being
exerted by the new wave of ‘digital businesses’
whose inner workings and channels are shaped
and defined by a strong presence of digital
technologies.
Digital, by its very nature, is enabled by IT, so
what we’re actually witnessing is a rapid rise in the
influence of IT, across IT-centric businesses (eg
Facebook) as well as non-IT enterprises (eg Uber).
“It’s never been as important as it is now to carve
out a position of strategic influence for the CIO,”
says Sasan Parvin, technical director, iBurst.
In order for the CIO to fulfil a strategic remit, it’s
just as important to be on top of their game, he
says. “Data volumes are escalating out of control, so
the CIO needs a filter to make sense of it all in order
to help set strategy with the tools at his disposal.”
There are all kinds of business intelligence tools,

T

“IT’S UP TO THE CIO TO DETERMINE
WHICH CULTURAL ELEMENTS MUST BE
ATTAINED IN THE ORGANISATION AND
ACCORDINGLY, WHAT CHANGES MUST BE
IMPLEMENTED.” Brian Burke, Gartner
30

ISSUE# 5 | Q3 2015

of course, and collaborative platforms that open
innovative organisations up to the collective hive
mind of their staff, partners and social audiences,
but the main resource is the CIO and his or her
team, Parvin says.
“Their task is to find the right information to
set the company on its transformative path,
meaning intelligence that will help it predict what
customers want and then give it to them in new
digitally-enabled ways that are both cost-effective
and have the power to delight customers.”
TWO SIDES TO CHANGE
So assuming you know what the customer wants
and what technologies to pick, what road do you
put the organisation on to get to that elusive love
affair with the customer?
The strategic role of IT is discussed in a 2008
white paper by Cognizant Business Consulting.
“For IT to lead change, CIOs must first reinvigorate
the organisation with a new structure that enables
tighter business alignment, and then implement
new processes and technologies that generate
better business value,” the paper notes.
But CIOs are veterans of structural
reorganisations within the enterprise, says Brian
Burke, research VP of industry analyst firm
Gartner. “[They] can do business process and
application reengineering. Where they fall down
is not with structure but with change itself – in
other words, the cultural shift required.”
CHANGING CULTURE
How can the CIO bolster the success of cultural
change events?
“The CIO function is connected to all
organisational processes through IT, and can thus
by the nature of the job influence the culture of the
IT department and entire organisation,” Burke says.
The first step to changing culture is to assess
the cultural profile of the entity (the ‘as-is’ state),
he says. Next, determine the desired end state
(the ‘to-be’ position), and finally, plot a path to get
there.
But how do we characterise something as
ineffable as culture? Existing (enterprise and IT)
organisational culture can be traced along four
elements:
• Decision-making – how does it make
decisions? Hierarchically or collaboratively?
• Engagement – how does it engage? Openly or
along organisational siloes?
• Measurement – how is the performance of IT
assessed? Do KPIs support corporate strategy?

• Work – is the organisation innovative,
focused on problem solving? How does it use
technology?
From the above we can extrapolate the to-be
state too – a forward-thinking organisation, one
in which IT can lead transformation, should be
collaborative in its decision-making; open-ended
in its stakeholder/audience engagement; strategic
in its performance measurement; and innovative
in its task-setting and use of tools.
So how does the CIO take the organisation
there?
“It’s up to the CIO to determine which cultural
elements must be attained in the organisation
and accordingly, what changes must be
implemented,” Burke says.
“He or she must create a narrative of the change
required, spell out the organisational norms that
will motivate people to root for the change, and
specify actions that support its attainment and
represent clear milestones.”
Managing large projects is second nature
to IT, and identifying ways in which IT can
transform the organisation to enhance its
competitive stance is the biggest project of all.
The accompanying change makes it even more
daunting.
But only IT can set the scene and take the
organisation there, and so what remains is for the
IT organisation’s cultural blind spot to enjoy full
and focused attention.

CHANGE MANAGING CULTURE
Cultural change can be effected against the following six
guidelines:
1. Formulate a clear vision of the new strategy, shared
values and behaviours
2. Display top-management commitment to the change
wanted
3. Model the change at the highest level (it should show the
values and behaviours that the rest of the company is
expected to emulate)
4. Modify the organisation to support organisational
change, identifying what systems, policies, procedures
and rules need to be changed in order to align with the
new values and culture. This may include a change to
accountability systems, reward structures and employee
programmes to send a clear message to employees
5. Select newcomers based on cultural fit and encourage
motivation and loyalty, speaking in terms of a
membership ethic
6. Cultivate ethical and legal sensitivity to combat clashes
between organisational and individual interests.

Sasan Parvin, iBurst

Source: Organization Development and Change, Cummings
& Worley, 2004.
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IN THE DRIVER’S SEAT
WITH THE DIGITAL TRANSFORMATION THREATENING
TO DISRUPT ALL INDUSTRIES WORLDWIDE, IS IT
TIME FOR THE CIO TO STEP UP OR STEP ASIDE?

BY CHANA BOUCHER PHOTO: SUPPLIED

recent EY report stated that as advancing
digital technologies rapidly transformed the
world of business, it was vital for CIOs to
reconsider their role in this process. The study
titled Born to be digital: How leading CIOs are
preparing for a digital transformation says each
CIO should take action to move their
organisation toward the digital era. However,
many believe the responsibility of a company’s
digital transformation lies with other members of
the C suite.
Mark Raskino, a vice-president and Gartner
Fellow in the Executive Leadership and Innovation
group of Gartner Research, says if the intention is
to change the nature of the business model, then
it should be a team game, involving engagement
with executives at the top of the table, ultimately
under the leadership of the CEO. “A digital change
of substance does require the active engagement
of the CEO because he/she is going to ask

A

“IF THE INTENTION IS
TO CHANGE THE NATURE
OF THE BUSINESS
MODEL, THEN IT SHOULD
BE A TEAM GAME.”
Mark Raskino, Gartner
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several players around the table to step up, make
significant changes and collaborate in doing so,”
he adds.
This sentiment is shared by Ashley Veasey,
CIO of Barclays Africa. He says if the CEO of a
company isn’t 100 percent committed to the
principle strategy and execution of digitisation, it
will not succeed. He adds: “Pockets of excellence
may develop, but for digital transformation to
become embedded within a business – not just
in systems and process, but also in the culture
and ways of working – it must have sponsorship
and support at the highest level. Without this, the
business will always struggle to realise the full
benefits of digitalisation.”
MINDING THE GAP
In an increasingly competitive and fast-changing
world, the CEO may not have the know-how to
drive a digital transformation, what then? Raskino
argues that sometimes somebody from the
outside has to be brought in. “Sometimes [the
top executives] won’t have enough knowledge
between them. They can do bits of [the digital
transformation] but can’t see the vision and don’t
have the co-ordination and that’s when we see
the appointment of digital officers. Companies
bring them in to create the energy and vision for
this digital change,” he says.

According to Veasey, there are certain skills
and knowledge the person driving the digital
transformation should possess. He believes
the transformer should have a different way of
thinking and looking at the world; should be
deeply curious, persistent and unafraid of the
future; be both tolerant of change and the need
to adapt quickly, while being intolerant of people,
structures or processes that don’t add speed,
value and effectiveness to the organisation; and
have access to (and willingness to connect with)
young innovators and technology disruptors
who might not have the experience but who do
have the vision and energy to try new things and
deliver step technology change.
For Gideon Galloway, CEO of King Price
Insurance, creativity is key. “An IT degree is
not enough. The individual would have to be
unique. The skills required are a combination of
marketing, digital, sales and financial,” he says.
He adds that while some companies may have
a digital officer, eBusiness manager or similar, it
is still up to the CEO to drive innovation with the
help of the rest of the ExCo.

Ashley Veasey,
Barclays Africa

SO, WHAT ABOUT THE CIO?
Raskino says some CIOs can step up and become
the digital co-ordinator or leader, but that most
don’t have the relevant responsibilities. He adds:
“Occasionally the CIO will be asked to be the
lead co-ordinator of the others in making digital
transformation come alive, but CIOs provide
mainly a passive role providing the new kinds
of technology services that the digital change
requires.”
Galloway believes most CIOs are held back
by outdated thinking as well as day-to-day
responsibilities. However, he adds that a company
could have a CIO with creative thinking and
innovation. “If so, I would think that this person
has enough savvy and skills to simply continue.
Maybe a little more budget and support from the
CEO might help,” he says.
Raskino says the existing CIO could have
sufficient heft and insight to step up and lead
digital, and in this case the job they’re leaving
behind should be delegated to a deputy by
either elevating one of the company’s existing
employees or bringing someone else in to
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DRIVING BUSINESS
RELEVANCE IN
A DIGITALLY
DISRUPTIVE WORLD
TODAY’S LEADERS NEED TO REIMAGINE THEIR
BUSINESS FOR THE DIGITAL ERA AND UTILISE
DIGITAL PLATFORMS TO DRIVE PROFITABILITY
AND MARKET DIFFERENTIATION.

ee Naik, managing director Accenture Digital in South Africa,
believes the chief information officer (CIO) has a central role
to play in the transformation of businesses as they seek to
become relevant in a highly digital and disrupted world.
He submits that digital and emerging technologies are
now intrinsically part of every business and the CIO will be
able to make a profound contribution to business relevance,
underpinned by their understanding of the ‘plumbing’ of the
business and their ability to appreciate the emerging digital
technology trends.
“While CIOs are seen as a constant in the business, they also
emerge as the ideal initiators to spawn debate on the use of
digital technologies as a driving force for competitive growth,”
Naik says.
He advises that the first step in driving the relevance of IT can
often be the most daunting – remaining relevant and informed
in a dynamic environment. The nexus of social, mobile, analytics,
cloud and the Internet of Things (IoT) has created a combined
driving force behind the rapid evolution of digitalised business.
“The five emerging technology trends being seen among
the digital power brokers of tomorrow include the internet of
‘me’ to personalise the world to our own virtual digital spheres,
the outcome economy whereby the focus shifts from activity

L

Lee Naik, managing
director, Accenture digital

to results, the platform (r)evolution that redefines industry
ecosystems, and the intelligent enterprise to drive better business
with analytics and a reimaged workforce in which machines
augment humans.”
Naik emphasises that the critical path to becoming a digitally
relevant business requires focus on innovating the customer
experience. “This elusive goal requires CIOs to reconsider the role
they play in propelling the business’ digital agenda. It begins with
critically understanding their business and then inspiring thinking
that engenders a ‘high-reward for high-risk’ attitude.”
He further encourages CIOs to own the end-to-end value
realisation that’s architected through collaboration and built upon
partnerships and common goals.
“Leading companies are not only thinking about using
technology to transform themselves into a digital business. They
are thinking about how to combine their industry expertise with
the power of digital technology to reshape their markets and
define their new role in a ‘We Economy’. This provides them with
the ingredients to advantageously disrupt their industries and
redefine their future relevance.”

ABOUT ACCENTURE
Accenture is a global management consulting, technology services
and outsourcing company, with more than 336,000 people serving
clients in more than 120 countries. Combining unparalleled experience,
comprehensive capabilities across all industries and business functions,
and extensive research on the world’s most successful companies,
Accenture collaborates with clients to help them become high-performance
businesses and governments. The company generated net revenues of
US$30.0 billion for the fiscal year ended August 31, 2014.

If you would like to reimagine your business for the digital
era contact Lee Naik, managing director, Accenture digital.
lee.naik@accenture.com | +27 (0) 11 208 3013 /
+27 (0) 83 442 6934 | www.accenture.com/za-en
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manage the current “old-school IT for the
management of cost” job. He says the reason is
that in the new digital role, the CIO will be out
of the building a lot of the time, exploring the
digital world and talking to the rest of the industry.
“Ultimately they will be involved with persuasion
and vision, and working with new kinds of people
inside and outside of the company. There simply
won’t be time to do their previous job.”
However, Raskino adds: “The idea of some
sort of hero CIO who was happy to sit back
and be told what to do and just manage the
cost base for a decade and then suddenly
changes persona, gets the digital sword out and
starts slashing away and killing dragons is just
ridiculous, it’s not going to happen. It may well
be that the individual CIO is capable of doing
that and becoming digital, but they can’t do it
in situ. They’re typecast around the table, they
don’t have power to set agenda and so that same
individual might change companies and become
a digital leader in a different company.”
Veasey says traditionally, technology teams
are viewed by their businesses as reactive
helpdesk-type teams that are called upon
when things go wrong, but that the distinction
between technology and business is blurring.
“Increasingly, business is looking to technology
for the innovation, forward-thinking and strategic
developments that will enable the bank to remain
relevant and competitive,” he adds.
According to Veasey, a CIO’s responsibility is
to ensure digital transformation, which should
be at the top of their list of key performance
measures. “In the current economic environment

WHAT IT TAKES TO STEP UP
According to EY research, there are certain key characteristics and competencies that
digital-ready CIOs have developed to thrive in a transformation. Here’s what CIOs will
need to prove:
• Ability to set out and execute a strategic vision for digital
• Vision to innovate processes, products or even the business model
• Ability to develop relationships across the business to help create growth
• The skills to sell the vision to the whole company
• Ability to handle strategy and innovation, not just operations and infrastructure
• Courage to take risks on emerging technologies.
Further, EY provides six key steps to balance the demands of the front and back offices:
• Get the basics of delivering a cost-effective and efficient IT service right
• Learn when to delegate
• Commit more time for transformational projects
• Proactively look for chances to innovate
• Consider using cloud services to free up time for innovation and strategy
• Direct savings in operational IT toward innovations in the front office.

“THE IDEA OF SOME SORT
OF HERO CIO WHO WAS
HAPPY TO SIT BACK AND
BE TOLD WHAT TO DO AND
JUST MANAGE THE COST
BASE FOR A DECADE AND
THEN SUDDENLY CHANGES
PERSONA, GETS THE
DIGITAL SWORD OUT AND
STARTS SLASHING AWAY
AND KILLING DRAGONS IS
JUST RIDICULOUS.”
Mark Raskino, Gartner

of technology disruption and change, a CIO’s
top strategic priority has got to be to lead his
company into the digital future in order to ensure
its continued relevance, competitiveness and
ability to survive and thrive,” he says.
THE CHALLENGES AHEAD
Where Raskino says most CIOs could struggle
when taking the lead in a digital transformation
is moving to an agile and evolutionary approach
to software development, a culture shift he says
could be quite difficult even if the CIO knows why
it’s necessary. He also believes security could be
an issue as many born-digital companies take
higher risks when it comes to security and also
explore the grey areas of the law. “The traditional
CIO is as defensive as possible,” he adds. Lastly,
Raskino says CIOs tend to hire median performers
who sit within a framework and are generally
quite compliant, but being competitive requires
hiring top five percent performers who are really
fast and good and make rapid progress. Managing
these top performers, he says, is like managing
talent and can be quite difficult.
However, Raskino says where the most fragility
lies is with the CEOs. “They have to decide
whether the current CIO should step up or
whether they should bring someone else in. What
qualifies them to do that? The biggest challenges
now are not necessarily among C-level leaders
sitting around the table, but with the CEOs, many
of whom are a little bit behind the curve. There
are plenty of people who can step up to be digital
officers or can re-tread themselves as CIO, the
scarcity is really in chief executives who get what
needs to be done.”
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KNOW YOUR PLACE
CORPORATE STRATEGY IS EVOLVING AT EVER-INCREASING
SPEEDS. PLANS HAVE TO BE MODIFIED AS AND WHEN
REQUIRED. HOW THEN SHOULD CIOS LEAD STRATEGY AND
TRANSFORMATION IN AN ORGANISATION?
BY LEN DE VILLIERS, CIO, TELKOM PHOTO: KAROLINA KOMENDERA

s companies are increasingly
technology-driven, tech is fast
becoming the fabric that keeps the
bloodstream of companies alive, so the
CIO’s influence on a corporate plan is
fundamental. Most companies are
enormously dependent on technology to
enable transformation, as such the CIO is
positioned to lead the organisation
through the transition.

A

• Become the CEO’s ‘Go-to guy’ - CIOs
are one of a number of key players
involved in formulating group strategy.
One area the CIO should lead in the
boardroom is understanding the
technology developments globally.
A CIO should be the CEO’s reference
portal for global technology innovation.
• Know thy business - CIOs must
understand the business; its priorities,
where revenues are made and lost, and
the intricacies of product differentiation.
Each member of the C Suite has their
own priorities and strategic initiatives.
Each member’s strategic plan must align
with the group strategy.
Under the CEO’s leadership the
C Suite should identify and agree
the organisation’s top 20 priorities.
Teamwork is fundamental. The CIO
certainly has his own strategic plan,
but he must understand everyone’s
priorities, prioritise technology delivery
across the business and match those
initiatives to ensure delivery covers all
elements.
• Get the business’ buy-in - For CIOs to
lead transformation, it usually requires a
capital investment for new platforms or

36

ISSUE# 5 | Q3 2015

products to be delivered. These projects
have to be underwritten by business
cases that are sponsored and owned
by the business. CIOs can’t transition
and transform in isolation, you need
complete business leadership buy-in,
support and sponsorship across the
C Suite.
• Leading a team - Organisations have
different business units (BUs). Appoint
an IT representative, or ‘Sector CIO’, in
each of the BUs. They can represent
IT in the business and sit on the BU’s
ExCo participating in the discussions
and business plans. They can feed back
the delivery and project status, and can
validate the priorities below the ‘top 20’
that often still need attention.
• Hail to King III - CIOs should have
a strong competency in enterprise
programme management, so they can
pull large projects together across the
enterprise, track and monitor them
to report into ExCo, as per King III
principles for technology governance
and compliance. The seven key King III
principles directly enable you to report
what’s happening through a scorecard
for ExCo and board report purposes.
• Going bimodal - Many businesses now
operate 24/7 so you are compelled
to run two infrastructures in parallel
– legacy and new – and you have to
run them in different ways moving
users across them seamlessly. To lead
strategy, CIOs need to constantly
remind the enterprise there’s still legacy
to deal with, while there’s also a new
world to move to. There needs to be
a responsible, balanced investment

approach on both, because business
has revenue being generated across
both platforms.
• Time to lead: lead-times - The biggest
problem all CIOs face today is lack of
speed and frequency of IT delivery. Tech
deployment and release requirements
are now pushing the boundaries
significantly. The business fights for
the deployment slots in the schedule,
and there’s also associated change
management and risk assessments
to be factored in. CIOs lead strategy,
because they know how fast projects
can be completed, and dictate that pace
of transformation and transition.
• Stay away from messy patchworks
- The CIO has to lead and own the IT
architecture and landscapes. If different
departments have freedom of choice
then you’d have a messy patchwork
of IT – a spaghetti-like overview of
uncoordinated, unintegrated, highmaintenance systems that inevitably
don’t pass information through. These
standalone systems might initially be
quick to market, but after a while there’ll
be a demand to integrate them with
other internal systems, and this will be
challenging for an already stretched IT
capability.
If tech does need to be acquired
outside of your control, ensure that
it’s aligned to your overarching
architecture. Enforce an application
architecture by specifying building
blocks, APIs, and the internal systems to
integrate with. If the IT risk goes astray,
through King III, the CEO and CIO are
responsible.
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