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very good movie tells a story about
characters undertaking a journey,
whether it’s an actual journey to find a
treasured item, a personal journey to seek
revenge, a metaphorical journey through
relationships or a narrative journey such as
ridding the city of bad guys. As organisations
move through their journey of digital
transformation, they need leaders to play
these key character roles.
Undoubtedly, CIOs and CMOs are being
put forward as two such heroes. The CIO,
for obvious reasons, has a handle on the
technology and knows what’s possible,
while the CMO represents the business’
engagement with customers and is
deemed astute enough to spot commercial
opportunities.
This ‘Digital Duo’ is increasingly being
required to work together to ensure the
company strives, not just survives, in what
are economically challenging times.
The merging of cloud, mobility, analytics,
social technologies and IoT have created
a backdrop where technology enables
business innovation, such as finding new
revenues streams or evolving to new
business models. Coinciding with this
move is the increased empowerment of
customers, and businesses needing to
change their positioning so that they can
be more responsive to the demands of their
customers.

As the CIO and CMO move to collaborate
more closely, their relationship will evolve.
Engagement, mutual understanding and
communication will be key. For CMOs,
the experience will involve learning what
the business’ technology is capable of
producing and understanding what’s
involved to meet delivery timeframes, while
the CIO will need to better understand the
requirements of the marketing department
and assemble a clearer picture of the wider
business.
And, of course, transformation will likely
impact the wider business in time. With
a strengthened relationship, the Digital
Duo will need to spread their influence to
their fellow C-suite heroes to empower
the digital change across the business,
in terms of the technology and business
processes, but also helping to transform
the organisation’s culture and employee
mindset.
In this issue of Transformer, we look at
some of the key aspects that CIOs should
consider when looking to help drive the
digital transformation across your business,
and partner with CMOs. I believe this is
becoming an increasingly pertinent area
for CIOs and I hope you find the content in
these pages interesting and informative.
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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DIGITAL TRANSFORMATION |

EMPOWERING THE DIGITAL DUO
IN TODAY’S ERA OF DIGITAL DISRUPTION, THE CIO AND CMO ARE INCREASINGLY
COLLABORATING AS THE BEST PLACED C SUITE MEMBERS TO LEVERAGE THE NEW WORLD
OF OPPORTUNITIES FOR SUCCESS.
BY JASSY MACKENZIE | PHOTO: SUPPLIED

D

igital disruption has resulted in more
people gaining wider access to
information at a faster pace, meaning it’s often
the customer driving today’s demand for new
business, rather than business leading the
charge. It has made predictive marketing a lot
easier, and has enabled more detailed
communication and engagement with
customers. It’s also levelled the playing field in
terms of business size, allowing smaller and
more entrepreneurial businesses who are
nimble and adaptable, to service customer
demand in a way that used to be the domain of
big business.
But whether small or large, adaptability in
today’s rapidly evolving market is a crucial
attribute for any business that would rather
not face potential annihilation by a more
innovative competitor. In the words of Clayton
Christensen, Harvard business school professor
and expert on disruptive innovation, “If a
company is going to cannibalise your business,
you’ll almost always be better off if that
company is your own.”
CHANGING PRACTICES
Bellinda Carreira, executive head of Interactive
Marketing at Standard Bank, says that
digital disruption has been one of the most
fundamental changes that have affected the
business. “Not only has it provided many
new opportunities and revenue streams, it’s
also fraught with challenges as most of our
business and marketing practices have had to
be completely redesigned, and changing any
organisation at such a fundamental level is
never easy.”
Carreira believes CIOs and CMOs should
be working much more closely to drive and
shape the business. “The digital revolution has

6
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completely changed how marketing is conducted.
We say that we now do ‘marketing in a digital
world’ but this creates a challenge in terms of
what kinds of capabilities marketers need to
be successful. We’re finding that marketers are
making much more use of platforms, systems,
technology, data and IT to do proper data-driven
marketing and it’s thus essential to properly scope
what’s needed from IT,” she says.
Marketers cast their nets widely to understand
broader consumer purchase behaviours, media
consumption and general perceptions, which all
make up the ‘marketing analytics’ capability. IT
people are often challenged with understanding
this world, which is essential when it comes to
making technology decisions to enable all of
this for marketers. Likewise, marketers need to
have a deeper understanding of the technical
landscape of the organisation in order to integrate
with customer data, CRM systems, and content
management systems in order to drive business
results, sales and ultimately ROI. “So the interlinkage between CIOs and CMOs is critical if any
organisation really wants to differentiate and drive
customer-centricity,” Carreira says.

“THE INTER-LINKAGE
BETWEEN CIOS AND
CMOS IS CRITICAL IF ANY
ORGANISATION REALLY
WANTS TO DIFFERENTIATE
AND DRIVE CUSTOMERCENTRICITY.”
Bellinda Carreira, Standard Bank

INFORMATION ANALYSIS
Mark Jakins, Group Marketing and Regional
Operations executive for Peermont, tells that a
decade ago, the hotel and casino industry followed
an established, tried-and-trusted marketing
formula involving large-scale activations in the
form of casino promotions and million-rand
jackpots. The supporting communication channels
were very much above the line and in many ways
a push channel to players – a ‘spray and pray’
approach.
The digital explosion brought new gaming
technology. Card-based play led to loyalty
programmes, which allowed casinos to gather
customer information and use business
intelligence to inform decision-making. This
prompted a shift in focus to a direct marketing
approach that’s more effective and easily
measurable. Today, marketers instantly know if an
activation is a success, can tell if a new product
has sparked interest, and can change course and
act on the information they receive with real facts
and figures.
Jakins says that information systems and
marketing working in synergy have a profound
impact on a business. “With the explosion of
big data and the 24/7 stream of such data, we
need effective ways to obtain it, and store it
accurately and securely. We need to be able to
analyse this data efficiently, draw the insights,
and pursue a course of action that’s meaningful
for the company’s business objectives. Similarly,
marketing and operations need to ‘future-proof’
the business by meticulously describing the end
game and what’s needed for IT to deliver.”
EFFECTIVE COLLABORATION
Leoni Groenewald, CIO of Teraco, first experienced
this synergy in 2010 when working for the new
business division of the JD Group. “At JD the
executive team worked very closely and you could
see which of the roles naturally gravitated towards
each other,” she says. “When it came to spotting
new opportunities and doing things differently,
the CIO and the CMO were joined at the hip. The
synergies would meet as the CMO learnt about the
opportunities and the CIO enabled them.”
To do this effectively requires an active
consciousness. Groenewald warns that it’s easy
to get bogged down with day-to-day issues,
especially in a smaller organisation, so it’s
important for the CIO and CMO to purposely
collaborate to take ideas forward, with one
designing and the other implementing, rather than
each running in their own direction.

Leoni Groenewald,
Teraco

Today, an organisation needs to go to market
quickly to reach customers, and this is where the
strategic positions of CIO and CMO play a critical
role. As Groenewald says: “You actively have to
spend time with your colleagues driving this,
rather than having the idea and not cultivating
it. Even though we all have the best intentions,
we’re all guilty of doing this. If you don’t
consciously think and work at it, it’s never going
to get off the ground.”
Words to heed, because after all, who wants to
end up being a metered taxi in an Uber world?
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CUSTOMER CENTRICITY |

MEET KING CUSTOMER
As customers get smarter, CMOs and CIOs need to work together.
BY JOANNE CAREW | PHOTO: SUPPLIED

I

n the increasingly competitive global village,
customer discernment and awareness
means that ‘good’ is simply not ‘good-enough’ and
‘mediocre’ is tantamount to an ‘epic fail’.
According to MTN SA’s chief customer
experience officer Ideshini Naidoo, modern
customers expect, or more accurately ‘demand’,
to be front and centre at each touch point they
have with their service providers. “Customers are
demanding high quality, well-priced services;
rapid, accurate service responses and clear, simple
information to drive decisions and actions. They
also want to be able to straddle the physical and
digital touch points seamlessly and be able to
carry the dialogue from one medium to the other
without needing to repeat themselves.”
Naidoo believes that catering to ever-changing
consumer desires requires customer-facing
teams to work very closely with their technology
colleagues to clearly articulate tangible and
intangible needs based on customer feedback.
By doing so, these teams can identify the right
opportunities to focus on in order to respond
faster to customer needs, she continues.
First National Bank (FNB) CMO, Faye Mfikwe,
agrees. Today, customer-centricity is even more
important because of the sizable amount of data
available about customers, she notes. “It’s vital to
analyse and utilise this data to deliver value, as
well as exceed customer expectations. To deliver
on customer expectations it’s essential we’re
constantly innovating and bringing data-driven
insights into the development of all our products,
services and platforms.”
At FNB, technology functions as a powerful
enabler of marketing efforts in two ways, adds
Mfikwe. Firstly, the bank makes use of customer
insight analytics to better tailor its offerings and

8
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messages. FNB also serves targeted marketing
messages to its different customer segments
across direct marketing, external digital
advertising and social media channels.
MARKETING MEETS IT
For Nir Tenzer, chief operations and marketing
lead at Microsoft SA, the CMO and CIO need to
work closely to make new technology tools like
analytics platforms and enterprise-class social
networks available to staff. The purpose of their
partnership is to achieve digital integration with a
focus on the customer. “The effectiveness of this
collaboration will help ensure the organisation
is able to deliver quality customer experiences
demanded by today’s technology-empowered
clients and empower staff with the tools they
require to react to real-time opportunities, and
engage consumers better.”

“BY GIVING CMOS AND
CIOS A MANDATE TO
COMBINE FORCES, THEY’RE
ABLE TO CREATE A BETTER
CUSTOMER EXPERIENCE.
IT’S ABOUT BUILDING
COLLABORATIVE TEAMS
AROUND THE CUSTOMER
JOURNEY.”
Pascal Matzke, Forrester

In the past, CIOs were mandated to save money
and drive efficiency, says Pascal Matzke, VP
and research director serving CIOs at Forrester.
But the modern CIO has to manage systems
of engagement that culminate in continuous
interactions with customers; dealing with
core systems that were never built to handle
interactions with customers in the first place. As
an example, Matzke notes how airline passengers
want to be able to check in and track their
luggage using digital systems but the systems
these consumers are accessing were designed to
be utilised by internal, expert users and weren’t
actually intended for customer use. “Established
systems need to be reconfigured to align with the
customer journey and with the expectations of
the customer,” he says.
“By giving CMOs and CIOs a mandate to
combine forces, they’re able to create a better
customer experience. This also means having a
shared vision so that the pair can drive beneficial
outcomes. It’s about building collaborative teams
around the customer journey.”
Smart CMOs will let go of the idea that they
still control their company’s brand image,
rather focusing on understanding the value
that consumers place on their organisation’s
brand, continues Tenzer. “This will allow them
to influence this perception through various
initiatives such as loyalty programmes and
proactive participation in social media.”
Naidoo asserts that successful CIOs and CMOs
will be those who grasp that their combined
skills and competencies are required to satisfy
the needs of a growing population of customers
who have such informed demands. “Success isn’t
possible without bringing together the power of
technology with a genuine passion for customercentricity.”
Competitive advantage for businesses today
comes from an organisation’s ability to make
authentic connections both inside and outside
their organisations, states Tenzer. “Technological
tools not only enable employees to connect,
communicate and collaborate with each other
much more effectively, but also help them
manage relationships with customers, partners
and suppliers more effectively and respond faster
to the needs of customers, as well as emerging
market trends.”

Nir Tenzer, Microsoft SA

Customer-obsessed businesses
A customer-obsessed operating model requires changes across the executive team; changes
that are most keenly felt by CIOs and CMOs. According to Forrester’s Pascal Matzke,
the idea behind this operating model is to help the various business functions, not just
marketing and IT, to better understand how they need to change to really align with ongoing
customer changes. “The idea is basically to give companies – CIOs, CMOs and other
executives – a roadmap to realign their customer strategies for change.”
This operating model is concerned with how to move away from horizontal siloes and
better match the organisation’s structure with the customer journey; focusing on metrics
of measurement that deal with customers; embracing more collaborative and connected
processes; implementing systems and technologies that enable open communication
channels and constant interaction with customers; hiring people who are well equipped to
handle changing customer needs and driving a customer-centric culture.
“It all comes down to building an operating model that’s built to change as customer
behaviour changes.”
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UNDERSTAND THE CMO |

CMO: FRIEND OR FOE?
CMOS AND CIOS NEED TO BALANCE THE INTERESTS OF MARKETING AND TECHNOLOGY
AND DEVELOP A JOINT STRATEGY TO BOOST BUSINESS GROWTH AND SUSTAINABILITY.
BY MONIQUE VERDUYN | PHOTO: SUPPLIED

W hen Gartner analyst Laura McLellan predicted
four years ago that by 2017, CMOs will spend
more on IT than CIOs, she caused a few ructions in
the ICT world. Fast forward to 2016, and it has
become clear that different experiences and
different business perspectives aside, increasing
digitalisation has made the relationship between
CMOs and CIOs critical to business success.
Odette van Wyk, director of Adcorp company
envision.me, a networking platform for job seekers,
says the reasons are apparent. The CMO has more
influence than ever on the technology landscape
within an organisation because marketing is
becoming increasingly technology-based, especially
as the mastery of big data is key to achieving
competitive advantage. “In the recruitment sector,
for example, marketing was not a focus area in
the past,” she says. “Today, talent acquisition is
dependent on marketing technology to attract the
right candidates. The technology has also simplified
a sector where manual processes were a nuisance
for recruiters.”
In an economy defined by excess supply, rather
than excess demand, finding markets is a bigger
challenge than ever for the CMO. “Because of
the revolution in how consumers view and use
technology, companies need to be as familiar as
their customers are when it comes to IT,” says Doug
Place, CMO of restaurant chain Nando’s. “The trick
is not to be too tech savvy. Just because you can,
doesn’t mean you should. The most successful
marketing technology is generally the simplest.”
AN EXPANDED CMO PORTFOLIO
Marketing technology adoption has grown in a
number of areas according to the Gartner study.
The portfolio now includes CRM, digital marketing,
database marketing, marketing automation,
customer analytics, mobile marketing and
e-commerce. Digital marketing has experienced
major growth, with many companies having a
combined strategy for both marketing and digital
marketing.
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It’s in the increasingly ubiquitous app world
that CMOs should take care to keep things simple.
“The most popular apps are easy to use and add
value to the user’s experience of your brand,” says
Place. “It’s very easy to add lots of features to an
app, but it’s often a sign of insecurity. Marketers
want to cover so many bases at once that they
end up diluting the potency of the app, as well
as its simplicity. Technology should remove
unnecessary steps in a process, not add more.”
Digitalisation has worked in Nando’s favour
when it comes to real-time marketing, with
the company having built a solid, if somewhat
cheeky, reputation in the social media space.
“Technology has given us more marketing clout.
The immediacy of social media has allowed the
brand to quickly reflect public opinion, which
is why people find it bold and amusing. That
ability to track who is talking and what they are
saying, which is such a key element of Nando’s
marketing, was not possible in the newspaper
age.”
A CUSTOMER-CENTRIC WORLD
It’s the shift to customer centricity that has had
such a profound impact on the role of technology
in marketing. A customer-centric approach is key
to successful marketing today. To deliver a brand
experience that’s personalised and consistent
across all touchpoints, systems have to be in place
to collect and analyse data, and distribute targeted
messaging.

“THE TECHNOLOGY HAS
ALSO SIMPLIFIED A SECTOR
WHERE MANUAL PROCESSES
WERE A NUISANCE FOR
RECRUITERS.”
Odette van Wyk, envision.me

“All of that relies on technology,” says Van Wyk.
“As marketing campaigns become increasingly
centred on and driven by customer insight and
real-time analytics, technology is what enables
markets to upsell, cross-sell, and gain increased
share of wallet.”
It begins to make sense then that marketing
systems should come out of the capital
expenditure budget. After all, spending on
customer analytics is rather different from paying
a fortune for television ads as part of a marketing
strategy.
“The point is that marketing systems today are
business systems,” says Van Wyk. “It’s highly likely
that CMOs will be spending more on technology
than CIOs by 2017 because it’s easier to justify
technology spend in support of business growth.
It’s an investment that simply makes more
business sense than a short-term marketing
campaign.”
Justifying big budgets does indeed become
easier for CMOs when the systems drive sales,
bring down the cost of marketing, and help to
ensure customer satisfaction. Place, who was
previously loyalty, social and online manager at
Ster Kinekor Theatres offers a salient example:
“Technology is seen as expensive, but the cost
of building a successful app is tiny compared to
the revenue that can be built. At Ster Kinekor,
the number of online bookings grew from ten
percent to 30 percent in just two years, allowing
customers to instantly book and pay for cinema
tickets over the internet, without any intervention
on the part of the business.”

Strengthening CIO and CMO relationships
The Gartner study highlights the need for greater collaboration
between marketing and IT, starting with the CMO and CIO. “Who owns
the client owns the gold,” says envision.me’s Odette van Wyk. “At the
same time, the CIO must be more involved in driving revenue. Working
together, marketing and IT will have greater ability to develop new
products, create new markets, and drive business growth.”
Greater collaboration can also remove traditional line-of-business
siloes, enabling a shared view of the customer with IT, marketing, sales
and other stakeholders. This can result in improved workflows and
cost savings as a result of greater efficiencies.
When it comes to ultimate control, ownership of the technology
sphere will be specific to each organisation and market sector. The key
is to keep business objectives top of mind, while ensuring there are no
Doug Place, Nando’s

barriers to anytime, anywhere engagement between the customer and
the brand.

ISSUE#8 | Q2 2016

11

| SHADOW IT

OUT OF THE
SHADOW IT
Instead of clamping down
on CMOs looking outside the
enterprise for their IT tools,
CIOs should instead seek to
enable this — within reason.
BY TRACY BURROWS | PHOTO: KAROLINA KOMENDERA

I

T has traditionally kept the lights on, while
business divisions such as sales and
marketing have driven innovation. But now that
enterprise innovation is driven by digital
technology, business leads such as CMOs are
demanding more from IT. They need tools to
drive business, and they need them now. If IT
can’t deliver, CMOs are taking matters into their
own hands. However, this isn’t always welcomed
by IT and threatens to widen a decades-old rift
between IT and business.
IT AS A READILY-AVAILABLE UTILITY
KPMG IT advisory director Frank Rizzo says:
“The IT-business disconnect is not new. What
has changed is that the technology world has
become more commoditised, so you can buy any
IT utility you’re looking for a lot more easily now.
Thanks to the cloud, business divisions like sales
and marketing find it much easier to get their
hands on the IT tools they need.” This supports
agility and innovation, but it presents risks to the
enterprise and threatens to take control of the
environment out of the hands of IT.

Carel Wessels, Tracker
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Treating each
customer as an
individual market
segment

S

ervicing the customer has
always been at the heart of
any successful business strategy. Today, thanks to big data
and analytics, it’s becoming
easier than ever to understand customer
behaviour, thereby allowing organisations
to better target products and services to
smaller and smaller customer segments.
Of course, points out David Cosgrave,
Customer Intelligence lead for Middle
East, Africa and Turkey at SAS Institute,
no matter how granular and analyticallyadvanced your segments, there are inevitably minor differences between the individuals in each one.
“These differences cause individuals to
behave differently from their peer group.
They may appear identical in every way,
except for the way they think. Data-driven
marketers are now trying to overcome this
problem by developing a segment-of-one
approach,” he says.
“This effectively means listening to, understanding and then acting on the unique
nuances in behaviour of each individual, in
order to deliver a truly personalised experience.”
For example, where an online fashion
retailer is servicing young male professionals, the expectation is that they will be
interested in smart suits, accessories and
similar types of products. If one of these
individuals should click on the children’s
clothing section instead, immediate questions are raised.

011 713 3400
@SAS_Africa
@SAS Africa
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How do we attribute this new information? “Is this a mis-click? Or does the
customer possibly have a new-born child
the retailer didn’t know about?” asks Cosgrave. “And, more importantly, what does
this information mean for the way the retailer handles his future visits and the offers it makes to him? Should he be moved
into the new parents segment? How can
they tell if this is a permanent change in
behaviour? Is it possible to triangulate this
behaviour with any others displayed, in order to provide clues?”
The technology is available to do this,
he continues. Massive data-processing
power and the analytical capabilities to
sift through this data to uncover relevant
patterns of behaviour already exist. It can
even be done in near-real time. “However,
the complexities in data collection and
integration slow such efforts down, and
you can be overwhelmed by the volume
of the data, struggling to identify common
threads across multiple sources.”
The way to overcome this is to redefine
customer-centricity to mean the realignment of the organisation’s data, people,
processes and technology around its customers. This, says Cosgrave, is the only
way to achieve truly personalised experiences. Creating such experiences will, in
turn, be the cornerstone to winning and
retaining customers.
“The most vital component in achieving
such personalised experiences is a centrally-managed data, analytics and real-time

David Cosgrave, Customer Intelligence lead for Middle East, Africa
and Turkey at SAS Institute

decision-making engine at the heart of all
marketing efforts. This engine should act
as the channel-agnostic and context-sensitive brain,” he says, suggesting it should
work in the background during all interactions across all channels, making real-time
decisions for these channels about what
messages to provide to each customer.
“As an example of its effectiveness, one
of our customers introduced a real-time
centralised decision-making engine with
personalisation, and quickly saw customer
response rates rise from five percent to 24
percent, generating tens of millions of Euros in incremental revenue per year.
“Obviously, improving your segmentation abilities is an evolutionary journey.
However, the ability to categorise into a
segment-of-one exists. Successfully categorising customers in this manner simply
requires that an organisation be capable
of detecting, analysing and responding to
the rich data that all customers are already
providing across a multitude of digital
channels,” concludes Cosgrave. ■

“THERE’S NOTHING WRONG WITH GOING OUTSIDE THE
ORGANISATION FOR THE TOOLS NEEDED TO IMPROVE
EFFICIENCIES AND DRIVE INNOVATION.”
Frank Rizzo, KPMG

Rizzo says in his experience, most local CMOs
sourcing their own cloud-based tools simply
want to use them for proof of concepts. “So if
they want to get something innovative off the
ground, they are looking to cloud and leadingedge service providers, running proof of concepts
with sanitised data, then going to the CIO and
saying ‘this is what we want’.” Once this happens,
IT needs to ensure that the project moves forward
within governance and risk guidelines, he says.
“The IT manager or CIO should take a proactive
approach, and tell the CMO ‘if you’re thinking
about this, here is what you need to bear in
mind in terms of governance and risk’. The CIO
shouldn’t just sit on the sidelines, and when it
does go wrong say ‘I told you so’.”
COMPROMISING TIME TO MARKET
CMOs, driven by an urgent need to outpace
competitors and drive business, commonly
complain that IT is too slow to deliver. Carel
Wessels, CTO at Tracker, says this is likely due to
conflicting priorities: where the CMO is driven
by competitive pressures and go-to-market time,
while the CIO is driven by the need to fully test,
refine, assess risk and integrate new solutions.
“This is where constructive engagement is
important. The CIO and CMO must collaborate
to find the right compromise between ticking all
the boxes on product development and getting to
market during a window of opportunity.”
Wessels says a good compromise between
the needs of the CMO and realities faced by the
CIO or CTO might be the whole concept of a
minimum viable product. “Instead of what very
often was the case in the past and even today,
which is to develop a complete ‘Rolls Royce’ from
day one, perhaps consider a product that meets
only certain minimum market requirements and
still hits the market within the narrow window
of opportunity. Then test market response, refine
and adjust it, and add the ‘bells and whistles’
afterwards. This might be a good first point of
engagement to find a middle road between
making an idea happen quickly, while not

putting your brand reputation at risk by putting
out a product into the market prematurely.” To
compromise effectively in the best interests of the
business, strong leadership and collaboration is
required from both the CIO and CMO, he says.
WHEN SHADOW IT LOOMS
When the CMO, and business as a whole, quietly
goes ahead and uses tools and applications
sourced outside the enterprise, any number of
things can go wrong: enterprise data is put at
risk, the new solutions may not integrate with
enterprise systems, and ultimately they probably
won’t perform as expected.
A recent study by Riverbed Technology
found that at least 35 percent of international
respondents turned to unsupported ‘shadow IT’
apps when their enterprise apps disappointed.
Wimpie van Rensburg, country manager SSA at
Riverbed Technology, believes the real figure is far
higher: “Everyone in business is using cloud-based
apps like Dropbox and Google Docs. CIOs likely
underestimate the full extent of their shadow IT
environment. They can’t fight shadow IT anymore
– the best way to handle it is to embrace it.”
Wessels says that when CMOs consider, or even
go ahead and implement, non-enterprise options,
CIOs should be open to supporting these. “There
are now a myriad of perfectly viable off-the-shelf
products and solutions that can be considered by
an enterprise, and I believe it’s in the best interests
of the CIO or CTO and the business as a whole to
stay on top of what’s available and appropriate,
so as not to reinvent the wheel,” Wessels says. “In
fact, the CIO or CTO should always be delivering
a globally competitive service to business, so
they should be first to identify new and viable
solutions.”
Rizzo echoes this view: “There’s nothing
wrong with going outside the organisation for
the tools needed to improve efficiencies and
drive innovation. But it’s important for IT to work
closely with business to ensure that when they do
look outside the organisation, they exercise due
governance.”
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As digital technology further infiltrates throughout organisations, the CMO and CIO are being pushed ever-closer together. However,
these two roles are traditionally poles apart, with the nature of the jobs demanding different personality types, who tend to adopt
very different business practices. If the business is to be successful in the digital age, it’s imperative that effort be put into improving
the relationship between these two disparate C-level executives. Here are five steps that will help.

Len de Villiers, Group CIO at Telkom,
says the CIO needs to understand that a
CMO places a significant emphasis on
brand value and brand aspiration. The
CMO's focus is on the look and feel of
the engagement layer and presentation
layer constructs of the business, to
ensure the experience is seamless and
excellent. The CMO needs technology to
achieve this.
The CMO, on the other hand, must
realise the CIO’s focus is on taking
decisions with regard to the IT enterprise
architecture. The main focus for a CIO is
on building the core systems of the
organisation in a best practice manner,
and understanding potential risks.
Conducted effectively, this will support
the digital experiences articulated by the
CMO. Ultimately, CIOs and CMOs share
the objective of growing the company in
all dimensions, and a better understanding of the core aspects of each other’s
roles will help to realise this.

According to Ingrid Green, marketing manager at FedGroup, instead of being the
major point of contention, technology should form the common ground where
these two roles can work together. Marketers today have been forced to become
more tech-savvy in an increasingly digital age, leading to the realisation about
the opportunities technology can provide. Meanwhile, with IT being required to
contribute more directly to the organisation’s bottom line, marketing can provide
the opportunity to get involved in processes that improve efficiencies and
customer interactions. Telkom's De Villiers adds that the social media explosion
has made CIOs think beyond the underlying core systems and forced them to
become technology visionaries instead. This makes it easier for them to
understand the importance of the customer experience and in particular, the
responsiveness of customers to the end-user interface.
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Collaboration between IT and marketing should be an ongoing process, not on an ad-hoc basis. This will
lead to improved customer interaction, since IT will grow into the role of putting customers’ experiences first,
and focus on adapting systems and processes to keep this in mind. Meanwhile, marketers need to be able to
make sense of the huge influx of digital data, in order to use it more effectively to service customers.
Typically, marketers battle to interpret this data, but close collaboration with IT will assist in clearer
interpretations and insights. Constant collaboration of this nature, says Telkom's De Villiers, can only happen
when there’s a clear understanding around who is expected to play in what position in the team. The two
functions can’t be truly successful in isolation, and will only succeed when both collaborate towards the
same goals and objectives, as outlined in the company’s strategic plan.

Kris Tokarzewski, CIO at Discovery Health, believes that the CMO and CIO
need to focus on aligning their objectives, but adds that such
co-operation is often dependent on the culture of the organisation itself. If
the company works in an old-fashioned silo-mode, aligning the goals of
the CMO and CIO will be more difficult. In enterprises with a flatter
structure, the transition will be easier. FedGroup's Green adds that IT’s role
in the business is a highly strategic one, and marketing’s objectives tend to
rely heavily on IT’s ability to enable marketing initiatives. Therefore, tight
collaboration and the identifying of singular objectives should lead to
improvements in efficiencies, customer service and, ultimately, market
relevance.

Ultimately, regardless of potential personality clashes or ‘turf wars’, CMOs and CIOs
need to focus on servicing the customer. If they achieve this properly, customer
growth will be noticeable as the CMO’s focus on brand and end-user experience
increases the clients’ goodwill towards the products and services of the
organisation. At the same time, the CIO will help to maintain this growth by
ensuring the underlying IT systems deliver the response times across the
company’s various digital channels – not to mention the customer-facing
applications – that will maintain customer satisfaction. Working together to deliver
more effective marketing, through well-tailored and targeted campaigns, and
better customer experiences via well-designed applications, IT and Marketing
should be able to increase adoption of the digital channels, uplift company
revenues and improve both customer satisfaction and retention.
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SOCIAL – CIO PERSPECTIVE |

CIOS NEED CMOS
TO HELP THEM TELL
THEIR STORIES
SOCIAL MEDIA HAS CREATED A DEFINITE
INTERDEPENDENCY BETWEEN CMOS AND CIOS.
THIS NEW PARTNERSHIP IS DELIVERING ALL NEW
SYNERGIES FOR THE BUSINESS.
BY GEORGINA GUEDES | PHOTO: KAROLINA KOMENDERA

Christie Olivier , Accenture

T

here’s no doubt that social media
has changed the way that
marketing works and brought the CMO
into a whole new level of collaboration
with the CIO – in many cases making
for uneasy bedfellows. Social
networking technology is no longer
kept tidily inside the corporate firewall,
but allows for the dissemination of
information outside of the organisation
in an unstructured and completely
out-of-control way.
But social media has also opened
up so many opportunities for both
departments, and both CIOs and CMOs
have had to consider how they could
support their organisations’ journeys
into this new world of communication.
Christie Olivier, CIO and information
security director for Accenture Middle
East, Africa, Russia and Turkey, provides
a tech perspective on how CIOs and
CMOs are forging ahead with social
media.
WHAT DO CIOS NEED TO
UNDERSTAND ABOUT CMOS AND
SOCIAL NETWORKING?
CIOs need to remember that the CMO
is there to help us tell our story. It’s
of utmost importance that these two
teams collaborate and that each one
values what the other party brings
to the table. The CMO needs the CIO
to have an exciting story to be told
and shared with customers, potential
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customers and people simply interested
in understanding how technology can
help improve business results.
WHAT’S THE VALUE OF
COLLABORATING ON SOCIAL MEDIA
PROJECTS?
I’ve seen the change in our CMO’s teams
where previously they were able to
operate in isolation and not collaborate
with the CIO organisation – the value
in utilising social media as a powerful,
nimble and cost-effective way of being
heard in the market has been realised by
both the CMO and CIO.
WHAT CHALLENGES PREVENTED SUCH
COLLABORATION IN THE PAST?
Having a social media and overall
strategy around the tools your
organisation will use and the messages
to communicate needs to be agreed
upon by both the parties. This wasn’t
typically seen in the past. But things
have changed. CMOs are embracing
social media, understanding how far
and wide the various tools spread, and
once a compelling story line has been
created and shared, the market is ready
to absorb this like a sponge.
WHAT CAN SOCIAL MEDIA DELIVER?
Organisations, CMOs and CIOs have
realised that one-way communication
is no longer enough to gain business
value in communicating with the market

– social media allows for powerful
two-way communication. The sooner
the value is understood and realised,
the more ready and willing the CMO
and CIO will be to collaborate and work
together. No longer will either be able to
have a significant impact if collaboration
is not part of the overall business
strategy.
WHAT SORT OF HUMAN RESOURCES
DOES EFFECTIVE SOCIAL
NETWORKING REQUIRE?
To see the true value of social media
and ensuring organisations aren’t
missing out on the two-way discussions
that take place when utilising the
various social media platforms, mature
organisations are no longer battling with
justifying the cost benefits of having a
person who manages social media in
their portfolio. The value is understood
and quantified when the discussions are
supporting the business strategy.
WHAT’S KEY TO THE SUCCESS OF THE
ROLLOUT OF A SOCIAL NETWORKING
STRATEGY?
CIOs need to think about the compelling
story line. Our CMOs need to help tell
that story, and, most importantly, this
needs to be part of the organisational
strategy; consistency in using the tools
and deciding on what tools to focus on
need to be agreed on to ‘tell that story’.
We need each other!

| SOCIAL – CMO PERSPECTIVE

IT’S ALL PART OF
THE PLAN...
FOR SOCIAL NETWORKING TO BE SUCCESSFUL, THE
CMO AND THE CIO NEED TO WORK TOGETHER, NOT
ONLY ONCE BUSINESS STRATEGY HAS BEEN WRITTEN,
BUT IN THE EARLY PLANNING PHASES.
BY GEORGINA GUEDES | PHOTO: SUPPLIED

Anthony Stroebel,
Pam Golding
Properties

S

ocial media has changed the way
consumers interact with brands,
and marketers have had to reinvent their
competencies using entirely new
toolsets and ways of relating with their
customers. Because technology
supports this, it’s naturally also the
domain of the IT department, but in
many instances, marketers are
bypassing IT and forging ahead on their
own.
Transformer spoke to Anthony
Stroebel, group marketing director at
Pam Golding Properties, to learn how to
bring IT in on social strategy when it’s
taken on a life of its own.
IS MARKETING DEPENDENT ON
SOCIAL NETWORKING?
Very. Marketing is increasingly about
telling stories and driving valuable
content for consumers, and that’s
where social fits in. Of course, social
networking is very different when it’s
taking place between businesses or
between businesses and their customers
than it is when it’s among friends – and
we’re still all forming ideas of how to
work in that context.
WHAT ISSUES ARE MARKETERS
STRUGGLING WITH IN THE
IMPLEMENTATION OF SOCIAL
NETWORKING?
Currently, marketers are grappling
with how social bridges the gap into
business, to drive 360-degree dialogue,
delivering value to customers and

partners and building relationships.
It boils down to the digital journey
you take people on, and to finding a
strategic place for social in that journey.
People look at social as an end in itself
rather than as part of the journey.
WHAT ARE YOUR GREATEST NEEDS IN
DEVELOPING SOCIAL SOLUTIONS?
We’re still in the infancy of using social
technologies, so for us, the most
important thing is having people on
the ground that know how to use the
platforms. And then, of course, we
need the technology that allows us to
manage those technologies – to plan
and schedule campaigns and analyse
their success. Facebook has some
great internal analytics that allow you
to manage these aspects of social
networking, but there are myriad suites
out there for all platforms.
HOW DO YOU GET ALL THESE
PEOPLE AND TECHNOLOGIES
UNDERSTANDING EACH OTHER?
It’s exciting on Facebook, for instance,
to be able to target a campaign very
specifically in line with our strategy –
as an example, we can target highend campaigns at specific individuals,
even down to their psychographics
and geocoding. What’s needed there
is the strategy that outlines the key
objectives in the first place – and so
often that’s what’s neglected in social
media implementation – a strategy that
underpins it all.

WAS THIS DONE WITH THE SUPPORT
OF IT IN YOUR ORGANISATION?
We have a proprietary CRM platform
called Alchemy that we work with,
and it’s channelled through our digital
platforms and social network, allowing
agents to network and socialise with
potential customers and to generate
leads. Of course, on the non-technical
side, we’ve had to clue ourselves up on
how social platforms work. For other
organisations, it really depends on where
they are in their social journey.
HOW EFFECTIVE IS YOUR IT TEAM
IN SUPPORTING YOUR SOCIAL
ENDEAVOURS?
We have a 30-strong digital team, and
there’s a strong interface between them
and our agents. But, of course, there
is and will continue to be this internal
tension because IT is process-driven and
project-driven, whereas marketers are
opportunistic and entrepreneurial, which
is contrary to how IT people think.
HOW TO GET IT AND MARKETING ON
THE SAME PAGE?
Getting social right is about having a
strategy that provides the foundation
on which marketing and IT can operate,
interrelate and develop. It’s also vital that
this strategy is implemented from the
beginning with both teams on board. IT
mustn’t be brought in at the end as an
afterthought – or they will start bringing
up issues around process and timing.
The different departments don’t operate
in a vacuum – they need to develop
the strategy together to do the business
together.
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BIG DATA – CMO PERSPECTIVE |

WHEN IT COMES TO
BIG DATA, MARKETERS
HAVE BIG NEEDS
DERIVING INSIGHTS FROM BIG DATA REQUIRES
CLOSE COLLABORATION BETWEEN MARKETERS AND IT
DEPARTMENTS. WHAT’S THE CMO PERSPECTIVE?
Farren Roper,
Microsoft

BY GEORGINA GUEDES | PHOTO: KAROLINA KOMENDERA

C

ompanies are trying to leverage the
insights that can be derived from
big data to give them the competitive
edge and to result in more deals, more
sales and improved customer service. Big
data analysis sits at the intersection of
the function of the CIO and the CMO
– and together these two very different
roles must find a way to speak the same
language to deliver that competitive
edge.
According to the report Getting the
CMO and CIO to work as partners by
McKinsey, “both the CMO and the CIO are
on the hook for turning all that data into
growth together. It may be a marriage
of convenience, but it’s one that CMOs
and CIOs need to make work, especially
as worldwide volume of data is growing
at least (at) 40 percent a year, with ever
increasing variety and velocity.”
The report advises that CMOs are
now waking up to the fact that IT can’t
be treated like a back-office function
anymore and CIOs should rather be seen
as strategic partners who are crucial to
developing and executing marketing
strategy.
Transformer spoke to Farren Roper,
the CMO lead for Microsoft South Africa,
who fully comprehends the benefits of
collaborating with a CIO, although he
says that, of course, a ‘natural tension
exists between the two roles’.

basis, and then other marketers have
gone back to their CIOs to request
the capex for their projects, they often
report that there are data restrictions
and other issues holding back an
implementation. These issues will
naturally create tension between
marketers and technologists.

WHAT’S THE MAIN SOURCE OF THE
TENSION BETWEEN CMOS AND CIOS?
When we’ve presented a big data use
case for data tools on a peer-to-peer

WHERE DOES THE DATA COME FROM?
We need to look at big data from
all the various touch points in an
organisation, including call centres,
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HOW CAN WE OVERCOME THESE
TENSIONS?
See the relationship as a partnership –
a handshake with both sides working
together. Marketers need to become
more empowered in terms of working
with data, to earn themselves a
genuine seat at the boardroom table.
They need to work out how they can
contribute to the bottom line, driving
company strategy, using big data, which
empowers them to be businesspeople
and not just marketers. And they need
the CIO to help them to access and
understand that data.
HOW TO IMPROVE COMMUNICATION?
For the CMO, it’s important to
contextualise what you need to know.
When we’re talking about big data, what
we’re trying to do is understand the
customer – big data is all about bringing
that into focus. So if CMOs aren’t making
that clear, that’s also what CIOs need to
get out of us.

stores, social media, e-mail – and have
it all brought together in a single view
of the customer. Once we have this
information, we can use it to inform
the management of a campaign, using
big data to support what we’re doing.
So CIOs need to support us in bringing
all the information together and then
rolling out the campaign.
WHAT SUPPORT DO YOU NEED IN
UNDERSTANDING THE DATA?
When we receive the information,
it’s helpful if it’s structured not just as
data, but as genuine information that
speaks to our needs. In the past, IT
was required to send in a data analyst.
Now it is possible to access tools to
do the job. There are fantastic tools for
visualising big data, which makes it easy
to understand and consume.
HOW CAN CMOS EXPAND THEIR OWN
SKILLS?
I think that these days, digital marketers
are forced to become more astute about
how to work with data. Before they go
live, they need to be able to talk about
the ROI, which is an important decisionmaking component in all that we do.
WHAT LESSONS DO CMOS AND CIOS
NEED TO LEARN?
It’s pointless deploying technology
that marketers don’t use, but it’s also
pointless demanding technology
solutions that can’t be supported. It’s
always the best case when the two
parties synergise or work together.

| BIG DATA CIO – PERSPECTIVE

WHAT CIOS NEED TO
MAKE SENSE OF BIG
DATA
Peter du Plooy,
Engen Petroleum

MAKING SENSE OF BIG DATA ISN’T SIMPLY ABOUT
MARKETING ARTICULATING A NEED AND IT
DELIVERING. CMOS AND CIOS NEED TO WORK
TOGETHER AT ALL STEPS IN THE PROCESS TO GET THE
MOST OUT OF A BIG DATA PROJECT.
BY GEORGINA GUEDES | PHOTO: VERNON REED

T

he engagement between CMOs
and CIOs on a big data project
doesn’t stop at a CMO asking a question
and the CIO’s team crunching the data
to deliver an answer. There are multiple,
ongoing steps in any project that’s going
to deliver insights from big data, and the
sooner CMOs and CIOs learn to work
together as the projects come together,
the better the outcomes will be.
According to an article by Gino
Marckx, head of the Agile Competency
Centre at EPAM Canada, “because of the
uncertain nature of big data projects, it’s
crucial to be able to rely on a delivery
method that allows the project to
consume changing requirements or
quickly change direction altogether...
Both the feedback and the ability to
change direction are attributes that
support the scientific method and help
big data projects succeed.”
This being the case, Transformer
spoke to Peter du Plooy, CIO of Engen
Petroleum, about how marketers and
technologists need to embrace the need
for flexibility in big data projects – as
well as other aspects of the technology.
HAVE YOU EXPERIENCED A
DISCONNECT BETWEEN MARKETING
AND IT?
We work closely with the marketing
group around digital enablement,
including the requirement for big
data analysis. We’re not seeing a big
disconnect between marketing and
ourselves.

WHERE DOES THE POTENTIAL FOR
CONFLICT ARISE?
IT often needs to manage the
operational issues and doesn’t always
have the time or resources to focus
on the value-generating side of the
business. Often, business value is
more visible to those in marketing and
there needs to be a strong dialogue
and sense of trust between the two to
match the technology enablement with
opportunities to generate business value.
DO MARKETERS HAVE PROBLEMS
ARTICULATING THEIR
REQUIREMENTS?
As IT has matured, the extraction of
business requirements that enable
technical configuration have improved.
Today, we have advanced agile
methodologies that use quick sprints
to ensure that requirements are better
understood and that outcomes are more
closely matched to the requirements.
The sprints are iterative so allow for
quicker visualisation as progress is made
toward the final product.
ARE THERE ANY OTHER AREAS THAT
COULD CAUSE CONFLICT?
In our fast-paced environment, a clear
understanding of what is expected as
an outcome is often unclear. This makes
it extremely difficult for IT to deliver a
product that is still being shaped, hence
the requirement for close co-operation
and agile-based methodologies that
provide visualisation of outcomes within

weeks. This also provides additional benefits
when moving from historic analysis to
predictive analysis using pattern-based
recognition or developing future-based
scenarios with the data. This also gives the
marketers the opportunities to develop
their correlations as they crystallise their
requirements.
HOW CAN THESE COMMUNICATION
CHALLENGES BE OVERCOME?
The best way to bridge a potential
communication gap is to have a view of
what the final outcome should be. This
could be a business need to be solved
or an inquiry that could lead to a new
opportunity. These could be requirements
like “I would like to get closer to the
customer,” or “I would like to analyse market
segmentation.” These can be developed
in the short sprints and marketers can
be provided with tools to enable them to
do initial correlations. These can then be
further developed by IT until solutions
develop into the desired outcomes.
WHAT CAN THE IT DEPARTMENT DO IN
RETURN FOR MARKETING?
The credibility of the IT group plays a key
role. IT needs to ask what the end goal is
and iteratively develop toward the goal
to ensure there is alignment. They need
to deliver a first iteration in a very short
timeframe to provide the CMO with a visual
understanding of what is possible. They
need to work out the data requirements,
and they need to research that with the
marketer.
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26 - 28 September 2016 | CTICC, Cape Town
www.gartner.co.za/symp16

The World’s Most
Important Gathering
of CIOs and Senior
IT Executives

Gartner has spent extensive time with CIOs and IT leaders, discussing the challenges and opportunities
facing them in today’s rapidly changing business and economic environment.
The most pressing discussions included:
• IT and business cost optimisation
• Improving the digital skills of your IT team
• Funding digital business
• Driving digital transformation with bimodal IT
Set your direction for the next five years in just three days at the Gartner Symposium/ITxpo 2016, taking
place from 26 - 28 September, in Cape Town. You will get an in-depth view of the critical trends impacting
you and your organisation and learn what you need to do now to stay ahead.

Should you require further information regarding the Symposium, please e-mail:
symposiumafrica@gartner.co.za or call +27 21 794 4569.
For Sponsorship opportunities please contact: Laura Meintjes:
+27 11 803 4706 / laura.meintjes@gartner.co.za

| APPS AND OPERATIONS

THE DIGITAL APPCONOMY
Apps have become a
fundamental part of the
digital economy and can
be adapted, tailored and
crafted to map to business
and opportunity, and
organisations in South Africa
are getting inventive.
BY TAMSIN OXFORD | PHOTO: SUPPLIED

I

n 2015, Gartner predicted that the digital
employee would use up to five or six different
devices in their daily routine by 2017. The research
organisation also emphasised the importance of
prioritising app development within the enterprise
so as to keep up with demand and to adopt the use
of mobile app development tools along with a
bimodal internal approach to innovation and agility.
In South Africa this message has been received loud
and clear with many of the leading corporates
releasing impressively inventive solutions. From the
JRA’s Find & Fix to MiWay’s claims app to the FNB
app-driven business model, the digital divide is
being conquered by the South African enterprise.
Michele Scott, chief financial officer, FNB Digital
Banking, says: “We’ve invested in a digital approach
to our business as it delivers benefits to our
customers and the business, and it allows us to offer
services and features that no other channel can.
We cater to a large percentage of customers who
have accessed the internet from a mobile device for
the first time and who live in urban, peri-urban and
rural areas and this technology has given FNB the
opportunity to access more customers efficiently.”
This digital focus has seen the retail bank
introduce 24/7 banking alongside an app that has
significant capabilities across banking, data and
airtime, LOTTO ticket purchases, in-store shopping
and card-free cash withdrawals. Then, in February
2016, FNB announced its API-enabled platform,
which delivers a unified horizontal presentation
layer to provide content and functionality from
multiple fintech systems from both inside and
outside of the bank. This, says Scott, can then be
translated into customer-centric experiences across
multiple devices.

Darren Hampton,
Ster-Kinekor Theatres

“THE DIGITAL REALM IS A FASTEVOLVING ENVIRONMENT AND SHAPES THE
WAY PEOPLE CONDUCT THEIR BUSINESS
AND ORGANISE THEIR LIVES.”
Wesley van Wyk, Lancet Laboratories
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A Ready Business
is quicker to market.
Nothing moves faster than the speed of business. To keep ahead of the game and have
a first-mover advantage to new opportunities, a company’s IT infrastructure must be
quick and agile. Information has to be shared and acted upon at a moment’s notice.
Cloud computing enables businesses to be Ready by improving their IT
responsiveness which in turn increases business agility. Reduction of capex
costs, increased efficiency and productivity are some of the benefits
you will realise. Let Vodacom provide the Cloud and Hosting solutions
expertise that your business needs to become Ready for anything.
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Vodacom
Power to you

The app-driven approach has worked for FNB
with the financial institution receiving numerous
awards. The South African Consumer Index
2016 and Columinate SITEisfaction Index 2016
voted the FNB digital channels as the best by
a bank in South Africa and the app ranked the
fourth best globally in the Mobile Apps for Wealth
Management 2015 by MyPrivateBanking Research.
DIGITISING THE CINEMA EXPERIENCE
Another brand making movements in the app
space is Ster-Kinekor with its SK App, designed
to extend the brand’s experience beyond the
physical and into the digital. The app provides the
movie goer with access to a variety of movierelated content, a simple ticket booking process
and personalised interactions based on their
experiences and the movies they have watched.
Darren Hampton, general manager: Loyalty,
Social and Online, Ster-Kinekor Theatres, says:
“The ever increasing penetration of smartphones
within South Africa has meant that more
consumers are entering the world of apps. This
brings scale to our platform. The more people
who have access to the SK App, the better we
can optimise our media spend through owned
channels. Data collection, both profile and
behavioural, gives us a far better understanding of
who our customer really is and allows us to tailor
our communications and experiences.”
The cinema industry is certainly all about just
that, experiences, and the app is a critical tool that
SK is using to augment these through queue-less
bookings, real-time customer service notifications
and improved user engagement.
“The Ster-Kinekor app has formed part of our
broader digital strategy and has seen us deliver
improved media efficiencies and more personal
engagement with our audiences,” says Hampton.
“Digital is changing the way people go about
their lives and apps are an integral part of this
movement so they now form the heart of our
marketing and business strategy.”
The benefits of the SK App have extended into
the business itself in supporting its customer
experience and engagement goals. “From a
service side, digitising Ster-Kinekor’s transactional
processes means we’re able to remove common
bottlenecks such as queue times and payments,”
says Hampton. “This allows our staff to engage
with customers on an individual level, after all,
customer service is not only about efficiency, that
personal touch is also a vital part of what makes
for ‘great moments at their greatest’.”

DIGITAL DOCTOR
Moving from finance and fun to medical
practicalities, Lancet Laboratories has also stepped
up to the digital plate with Lancet Mobile. This app
was created as part of the organisation’s strategy
to provide key data tool for both patient and
practitioner. It offers medical reports in a digital
format that are tailored to the relevant recipient
– tests that have results to be interpreted by a
professional are not supplied to the patient, for
example. The app is easy to use, delivers patientcentric results, automatically updates data and has
search facilities and cumulative views to support
doctors in interpreting results and maintaining clear
patient records.
“The digital realm is a fast-evolving environment
and shapes the way people conduct their business
and organise their lives,” says Wesley van Wyk,
digital marketing officer, Lancet Laboratories.
“Apps have therefore become incredibly important
tools in the way businesses function. We noted
the importance of being informed and having
information readily available, which is why we
created a tool that empowers both doctor and
patient. It’s an industry first in the South African
pathology laboratory market and has inspired a
new strategic approach in terms of the realisation
of the importance of digital platforms in the way we
conduct our business.”
From an internal perspective, the Lancet Mobile
app has allowed the business to improve customer
relationships and functionality. “Lancet Mobile
was created to enhance the medical journey so to
ensure our supporters are aware of – and always
able to access – their pathology results,” adds Van
Wyk. “The benefit is focused on the supporter and
the environment with the reciprocal benefit to
business in alleviating the number of pathology
result calls and contacts that our Client Service
department service on a daily basis. Now the
department can focus more time on attending to
the effective resolution of queries.”
It seems that there really is an app for that.
Anything the customer or business can envisage
can be translated into a digital performance that
can be enjoyed online, anywhere and at any time.
The statistics say it all. According to the IDC, 25
percent of enterprise IT budges will be invested in
mobile app development by 2017 and the number
of applications optimised for mobility will quadruple
by the end of 2016. With the percentages pointing
to substantial business agility and bottom line
benefits, the app is an opportunity the enterprise
can’t afford to miss.

ISSUE#8 | Q2 2016

25

EXECUTIVE ROLES |

SUPER C (SUITE)
A BAND OF UNLIKELY HEROES HAS ENTERED INTO THE ENTERPRISE SPACE, ELBOWING THE
CMO AND CIO IN THE RIBS TO CREATE AN INTERESTING NEW DYNAMIC IN THE DIGITAL
AND THE CORPORATE REALMS.
BY TAMSIN OXFORD | PHOTO: VERNON REED

T

he evolution of technology and its
implementation across all silos in the
organisation has seen a fundamental shift in role
and responsibility. The CIO is no longer relegated
to a dark, cable-strewn office as they implement
solutions and tick corporate capability boxes,
today they’re both decision-maker and business
enabler. The CMO is fast becoming friends with
the CIO as the latter provides the oil that greases
the former’s engines. As they ally with one
another in driving business strategy, a new band
of heroes is sidling in alongside– the chief
ecosystem officer, chief technology innovation
officer, chief customer officer, chief experience
officer and even the chief listening officer. This
influx raises no small number of questions about
how well the roles will work with the digital duo
(CMO and CIO), their validity in the corporate
space and whether or not the titles have staying
power.
“The experimentation with new titles is a
response to new pressures as the market moves
into digital,” says Vincent Maher, chief innovation
officer, Kagiso Media. “When a business creates a
new role on its executive, it tends to be because
the management team feels that a particular
aspect of management needs specialised focus.
My current role is created to bolster innovation
within the organisation as it’s not emerging
naturally as part of what the core leadership is
busy with. The same applies to the chief digital
officer – this normally pops up when you have
a traditional business under threat from digital
business models.”
DIGITALLY DRIVEN
The digital economy is largely responsible for
the C-suite changes. Gartner has called for
the enterprise to adopt a bimodal approach to
business, allocating resources to innovation
and development. Forrester’s recent Customer
Experience Index showed that 76 percent of
CMOs felt that digital customer engagement was
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still not optimal and underscored the importance
of customer experience in terms of long-term
growth and sustainability. Along with security,
social, specific market challenges and customer
expectations, these trials put pressure on the
organisation to evolve its leadership.
“New roles will continue to evolve; as
technologies and the speed of business change,
expect the organisation to adapt and respond,”
says Chris Miller, chief technology innovation
officer, Avanade. “Digital transformation is shifting
the boundaries and many organisations are
investing in new C-suite executives as they bridge
the growing digital divides.”
The Chief Customer or Experience Officer
is one such addition to the C-suite. Driven
by the digitisation of the organisation, access
to increasingly ubiquitous technology and
commoditisation, this role is on an almost
stratospheric rise. The care of the customer and
the experiences they have are fast becoming the
factors that determine the success of the business.
The CCO Council’s Chief Customer Officer
study 2015 found that 22 percent of Fortune
500 companies have adopted the role and many
organisations that sit in the upper tiers of success
as defined by financial results, are those which
have placed the customer front, centre and
slightly to the left.

“NEW ROLES WILL
CONTINUE TO EVOLVE;
AS TECHNOLOGIES AND
THE SPEED OF BUSINESS
CHANGE EXPECT THE
ORGANISATION TO ADAPT
AND RESPOND.”
Chris Miller, Avanade

Digital disruption is very busy doing just that,
and it isn’t going to simply introduce new roles,
it’s going to change existing ones. Miller points
out that any CMO today who doesn’t understand
technology isn’t going to last very long, the same
goes for the CIO who can’t see the value of brand
and marketing. Current roles have become as fluid
as the benchmarks that are used to define them,
but will they be as disruptive to the relationship
between CIO and CMO as the technology that
triggered them?
“Digital is fundamentally changing business, in
many cases right down to the foundational premise
on which the business was originally constructed,”
says Nick Bell, CEO, Decision Inc. “There’s definitely
going to be an increasing need to appoint
executives to lead important, new functional areas.
What these roles are named is not as important as
how much value they produce for customer and
shareholder.”
“None of the new roles has clearly defined
borders and, as a result, they often end up causing,
arguably useful, conflict and shaking up old
structures a little,” Maher adds. “It’s like living on a
continent in which multiple states are experiencing
revolution, nothing is stable anymore. If people
were a little less precious about their respective
domains, they would benefit greatly from having
more hands on deck to solve the complex problems
the emerging consumer market brings.”
Miller agrees: “We need to work closer together
to cover the digital gap and be aligned with the
importance of digital experiences and enabling
digitisation.”
TIME TO DISAPPEAR
The landscape is as diverse as those who populate
it, and which roles will remain over the next five
to ten years is anyone’s well-educated guess. For
some, like Maher, the CDO and chief analog officer
look set to retain control; while, for Miller it’s going
to be dependent on company, market and size. It
seems unlikely they will all retain their value over
the coming years and Maher believes these are not
roles that should run over the long term as their
focus should be on changing the business’ DNA to
the extent that the role they play becomes obsolete
over a three to five year period.
Bell says: “It’s important to recognise real
functional need when implementing new executive
roles, and to separate this from vanity titles where
the roles in question might not fundamentally
improve the ability of the business to deliver on its
value proposition.”

Vincent Maher,
Kagiso Media

Market is another factor – will it only be
the traditionally more creative industries of
advertising, media and telecoms that expand
the C-suite, or is industrial South Africa going to
follow suit?
“Some industries may be leading the charge,
but there are none where this level of change
isn’t relevant,” says Miller. “There’s definitely
going to be a shift to the industrial sector and
the B2B space as businesses look at new ways
of differentiating themselves and engaging with
partners and clients.”
“It hinges on whether the business considers
these new business challenges as important
enough to appoint a specialist role to the
executive rather than simply hire someone as
a head of digital or innovation to report to the
COO or CMO,” notes Maher. “In many ways the
existence of these new roles are an admission
of inability by the existing management team to
adapt fast enough.”
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3 Reasons Why
the FutuRe oF
stoRage is open
souRce and
cloud
Matthew Lee, Regional Manager for SUSE Africa

nalysts predict massive growth in software-defined
storage in the coming year and with solid reasoning. The
capacity to pool storage across different arrays and
applications is the latest wave in virtualisation and is
expected to have the same impact on the cost and upgrade
cycle for storage as it has had on servers.
“While the growth of software-defined storage isn’t
good news for traditional vendors, it is very good news for
the CIO and IT teams who stand to gain unlimited scale,
reduced costs and non-proprietary management. In fact,
open-source means the end of vendor lock-in and true
cloud portability,” says Matthew Lee, Regional Manager for
SUSE Africa.
As businesses start to transform and unlikely team pairings
start to work more closely together such as the CIO and
CMO to digitally transform the business, and in so doing
grow new revenue streams and improve customer loyalty,
here are three things they need to know about open source
and cloud:
• Expect reduced cost and vendor dependence. A decade
or so ago, datacentres looked very different from today.
For years, IT added application after application, requiring
server after server, rack upon rack, over an ever greater
floor space, running up an ever increasing electricity
bill from power and cooling costs. With every server
added, the amount of idle processing power grew until
the unused potential became massive. Adds Lee: “The
effect was somewhat like placing a dam across a mighty
river: the tiniest trickle of water escapes in front while the
energy potential building in the lake behind grows and
grows. Virtualisation opened the sluice gates - unleashing
a torrent of processing power that could be used for
new applications. This means power on demand at the
flick of a switch, fast provisioning, doing more with less,
lower energy bills, a reduced datacentre footprint and the
severing of the link between the software supplier and the

A

hardware. In essence for the IT team, it means making
better use of IT resources, reducing vendor lock in and,
above all, cost savings.”
• Traditional business models are being disrupted and the
status quo for storage vendors cannot hold. “A new player
in the game or even somebody already at the table is
going to bring the game into a new phase and businesses
need to be aware of this change, be prepared for it and
embrace what it has to offer,” adds Lee.
• Cloud makes the case for open source compelling
– because today, data must be portable. Why bother
maintaining an enormous hardware estate with all its
hassle if you can offload that workload cost-effectively
onto a third party and free up time to concentrate on a
more rewarding activity? For ambitious CIOs wanting
to generate business advantage for the board, “keeping
the lights on” in the datacentre is a distant priority. It’s no
wonder more and more infrastructure is moving into the
cloud and with it, data. And with the data goes storage.
Enter software-defined storage from SUSE, powered by
Ceph. Software defined storage separates the physical
storage plane from the data storage logic. This approach
eliminates the need for proprietary hardware and can
generate 50% cost savings compared to traditional arrays
and appliances. What’s more, it also enables you to
effectively manage even a projected data growth rate of
40 to 50% in your organisation without exceeding your
established IT budget. Now that’s worth planning for!

CONTACT dETAILS
+27 011 322 8300
mlee@suse.com
www.suse.com
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GOT WHAT YOU NEED?
The environment in which most
CIOs find themselves operating
is barely recognisable when
compared to a few years ago.
How does one ensure your team’s
skills evolve as quickly as the
industry requires?
BY CHANA BOUCHER | PHOTO: VERNON REED

Cindy Hoots,
CIO, SABMiller

G

one are the days when working in IT simply
required individuals who were ‘good with
computers’. In recent years we’ve seen the rise of
the IT professional. As technology and
commercial innovation continue to move closer,
it’s becoming increasingly important for IT
professionals to acquire new skills that are needed
to move organisations forward.
“Today’s technologist needs to prepare for the
exponential levels of change that are occurring
in our society and economy, and position
themselves to be able to help drive business
performance in this new digital revolution,” says
Cindy Hoots, CIO, SABMiller. She says that IT
workers need to become more versed in future
trends, understand the external environment and
determine how to look for disruptive threats that
will come with the rate of change that will occur
in the next 10-15 years. “They need to look at
where their companies are going and help their
organisation leverage the opportunities. In short,
they need to move from IT as a service provider
to IT as a driver of business performance,” she
says.
With that in mind, many CIOs will be looking
at their teams to determine whether they have
the relevant resources. Mohammed Hassem,
CIO, FNB South Africa, says the proliferation of
disruptive technologies and business practices
that challenge the traditional norms provide
insight into new roles and skills required in an
organisation. He adds that where a specialist
skill is required, it’s sourced either internally
or externally, but adds: “Where those skills are
complementary to a current role that exists,
appropriate training or mentorship programmes
are adopted to provide that requisite skills.”
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t MTN Business we don’t just understand
what solutions corporates need, but
why they need them. We also understand
what obstacles and operational barriers
CIOs, CFOs and even CEOs overcome on
a daily basis. That’s why our portfolio of
dedicated advisors, innovative solutions
and professional products can help you
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growing vision to your growing business.
Call one of our advisors today on
083 1800 or go to mtnbusiness.com/za
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THE COURAGE
TO GROW
IS BUSINESS.

“WHERE THERE’S BUSINESS KNOWLEDGE,
THERE ISN’T NECESSARILY THE DEPTH
REQUIRED FOR IT AND VICE VERSA.”
Mohammed Hassem, FNB

EASIER SAID THAN DONE?
To acquire the necessary skills, Hoots says the first
step is to educate yourself on the trends and how
they apply to your business. “I spend a lot of time
talking to other companies, suppliers, futurists,
change organisations, and others. This helps shape
and identify what skills are needed for the future.”
From there, she looks at the company’s existing
resources and their ability to make the transition
through upskilling and development. But, she adds:
“Hiring new talent [particularly graduates and those
early in their career] who can bring fresh thinking and
who are more in tune with the exponential nature of
change will help ensure we have an organisation that
can help lead our company into the future.”
But Hoots admits that there are several challenges
in acquiring these new skills. “Adding roles around
disruptive innovation to your organisation design
can be difficult if those around you haven’t yet
understood or embraced the need to act quickly.”
She adds that finding the right talent can be difficult
as there aren’t many people prepared for the current
demands. Another challenge Hoots raises occurs
during the interview process. She explains: “The
interviewer may not be fully versed in what skills
are needed and therefore use interview techniques
and questions related to the types of roles we were
looking for in the past.”
According to Andreij Horn, CIO and head: 24.com
at Media24, CIOs, CTOs and IT managers now have
to be skilled leaders on a level previously expected of
general managers to effectively deal with talent and
change management in an environment of constant
and unrelenting change. How do they do it? Horn
explains that Media24 retains a full-time specialist
recruiter and invests in broadening the skills of its
developers and specialists. “It’s tough going though,
especially on the general manager skills set. Finding
specialists is tough, but finding specialists with proven
people management skills and commercial acumen is
even tougher,” he adds.
When you do find them, Horn says often they’ve
been in management so long that they have lost
their technical competencies. “[This is] something we
simply can’t have as a rule anymore in a world that’s
increasingly tech-driven. We now have three people
on MBA courses to add wider management insight to
their very solid specialist and people skills.”

NOT ALL IT WORKERS ARE CREATED EQUAL
Hassem believes there are IT professionals who
are able to bridge the gap between technology
and commercial innovation, but that these are
few. “Where there’s business knowledge, there
isn’t necessarily the depth required for IT and vice
versa. This is a particular challenge that faces IT and
business today,” he says.
While all IT professionals need to understand
how their efforts translate into commercial realities
for the company, Horn says most should be left
to do what they do best: creating and supporting
good code and a great user-experience. “Those
who show the aptitude in most cases require
investment in management and/or mentoring time
and effort. Some will simply never have the social
skills to function effectively in a C-level commercial
environment. And that’s perfectly fine. The worst
thing one can do is over-emphasise this one career
path to the extent that technical experts feel obliged
to move into this commercial realm just to get
ahead in life.”
Further, Horn says one can teach general
principles and the discipline, but not how to think
and act entrepreneurially. “The CIO’s job is to
spend enough time on the floor to pick up on this
aptitude being present in an individual and to guide
and focus it, before it’s lost to the enterprise,” he
concludes.

The next generation
Data scientist, futurist, extreme change agent – these are just
some of the new titles emerging in the IT industry, highlights
Cindy Hoots, SABMiller CIO. She says today’s IT professional
needs to learn to find the insight in data, not just deliver
transactional systems. She adds that they should also be:
• Collaborative – Know how to develop and use an ecosystem to get things done and delivered. “It’s less about
the product or system and more about the eco-system
and insights that technology enables.”
• Open-minded and think out of the box – Focused on
how to achieve something rather than whether or not it’s
possible.
• More risk-taking – Willing to act in a mindful way
without overanalysing.
Hoots believes commercial innovation should be taught to
a new generation of IT workers. “We need to partner with
universities and learning institutions to build this into future
curriculums. We can also use podcasts, TED Talks and other
mechanisms to offer ways for people to more rapidly get
access to this type of information/learning,” she adds.
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LAST WORD |

DRIVING DIGITAL
HOW TO EMPOWER THE RELATIONSHIP BETWEEN THE CIO AND
CMO TO DIGITALLY TRANSFORM THE BUSINESS?
BY JAMIE WHITTAKER | PHOTO: SUPPLIED

Jamie Whittaker, CDO and CIO:
Marketing and Distribution,
Discovery South Africa

I

t was only ten years ago that Facebook was just
opening to the public, the iPhone had yet to be
launched, a CIO was revered as the company’s
technology guru and the CMO had very healthy budgets
to spend on traditional media (with perhaps a few Google
Adwords thrown in).
Fast forward a decade, smartphones and tablet PCs,
packed with clever apps, are now in the hands of large
numbers of customers and employees, who are all
now tech gurus themselves. And, today’s marketing
departments are being ever more innovative in how
they use their budgets to reach stakeholders across an
increasingly diverse range of platforms.
In this new digital world, the CIO and CMO have been
thrust together as leaders at the forefront of change. But
the reality is digital transformation isn’t driven by two
people alone, they’re figureheads for the intersection of
technology and commercial opportunity. For digital to be
successful it needs to be driven by the entire C-suite, but
it also needs to flow through the relationships between
the technical teams and the business executives from the
different functional domains. So how do we empower
the relationships between the CIO-headed tech
departments and the CMO and the rest of the business
aiming for digital transformation?
COMMUNICATE AND COLLABORATE
Perhaps the most obvious first step is improving
communication and collaboration. The consumerisation
of technology has meant business people understand
more of the language of IT, but we as technologists
can work harder to further reduce the jargon; similarly
many other business functions also have their own
lingo and that needs to be curtailed to improve crossbusiness collaboration. Another simple tactic to improve
collaborative digital transformation is to have tech
representatives in line of business strategy meetings, to
understand requirements, set expectations, provide input
at the concept phase and ultimately help empower a
digital mindset.
In the name of improved collaboration, there’s also
a need for everyone to respect domain culture and
expertise – accepting that colleagues from different
business functions have different skills and strengths,
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rather than shooting down an idea because it came from
‘that’ department. There also needs to be an understanding
of the roles of everyone involved – we’re all responsible
for solving business problems – as technologists we need
to identify technical solutions, it’s the business’ role to
understand the impacts.
While the basic understanding of technology has
improved among business people that doesn’t mean the
CIO, or their tech team, should step away. If business
people start solving their own technology solutions alone
there will be a wealth of challenges faced especially when
it comes to data sovereignty, overall architecture and
security. Failure to work collaboratively with the CMO and
others in the business will result in them looking outside
the business to solve IT challenges, which will ultimately
result in re-work, extra expense and technical debt.
PERCEPTIONS AND EXPECTATIONS
Another challenge faced is around perceptions and
expectation management. Companies like Uber, Pinterest
and Airbnb have created a benchmark that apps must
be easy-to-use, look great and work well. Unfortunately,
many people in business are unaware of the number of
developers and UX specialists such services employ and
the time and resources involved to create such a ‘simple’
consumer offering. As technologists, we need to provide
guidance around timings and capabilities, and we need
to temper business expectations with the top identified
priorities.
Working with the CMO and others in the business will
help to establish what they want, what the customers
want and ultimately make something useful and usable.
The creation of a large portfolio of apps might mean that
focus isn’t given to commercially maximising each app or
solution effectively. This results in a long tail of increasingly
redundant apps that need to be either maintained for a
small user base or retired.
The final point is unify in name of the customer. While
digital transformation is often focused on evolving from
analogue processes to more efficient and cost-effective
digital ones, the key to success is about solving the
problems of customers and taking away complexity. A
business shouldn’t be defining a digital strategy, it should
be defining a business strategy for the digital age.
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