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LET’S
INTERFACE!
ver the years we’ve talked a lot about
the various contributions made by the
C-Suite to an organisation’s IT strategy.
We’ve also discussed the need for the CIO
to have a seat at Board level to ensure that
everyone’s on the same page when it
comes to the role of technology within the
business. However, in this issue of
Transformer – our last one for the year
– we talk specifically about the relationship
between the CEO and the CIO in terms of
how the CIO can assist the CEO to…well…
sleep better at night. Or, more simply put,
run a better business. The CIO often has
the answer to some of the issues that could
keep the CEO awake at night, and closer
collaboration between these two roles will
see a digitally-aware CEO and a businessminded CIO as a force to be reckoned with.
Some of South Africa’s top C-Suite
executives provide insight into issues
that are of concern to them – and the
measures they’re implementing to counter
these. Business can no longer ignore the
power of digital disruption and the only
way to survive this wave is to stay ahead
of it – and a digitally collaborative CIOCEO relationship is a non-negotiable for a
successful business. As business decisions
become increasingly data-driven, there’s
demand for ubiquitous connectivity and
digitalisation, and businesses need to
ensure they allocate the necessary budget
to keep pace.
It’s also increasingly important to see
technology within the context of the
business and how it can be applied to help
the CEO meet his business objectives. This

O

is where collaboration across the C-Suite
is so important. One of these objectives
is customer-centricity, and technology is
making it easier and easier for companies
to stay in contact with their customers
and provide them with better services that
meet their actual needs. Again, the CIO
needs to ensure that the business strategy
and implemented technology are aligned
to ensure success.
Taking this a step further, technology
can even be implemented to protect the
business to an extent against the fallout
from events like Brexit or the US election
or even a hacking incident. It’s up to the
CEO and CIO to be proactive in identifying
potential pitfalls and seeing how these
can be circumvented using technology, as
much as is possible.
At the end of the day, it’s really all about
data, because with the right data on hand
and translated into a language that the
entire C-Suite understands, it makes it that
much easier to meet the business’ strategic
objectives.
I hope you enjoy the read and that the
topics herein provoke some insightful
discussion across your C-Suite.

Ulrike Weitz
Editor

To access the additional content
in our digital versions (iPad,
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SCENE SETTER |

CEO
INSOMNIA
Economic fluctuations, regulation,
volatility, skills, corruption and
technology are just a few of the things
keeping the CEO awake at night.
BY TAMSIN OXFORD PHOTO: SUPPLIED

he CEO is battling to get a good night’s rest.
Unfortunately, a nice glass of warm milk isn’t
going to fix the problem. According to the PwC
Global CEO Survey, the CEO is wide awake
because they’re facing a myriad of challenges and
complexities that threaten business stability and
sustainability. Among the most predominant
issues are overregulation, exchange rate volatility,
an increasing tax burden and geopolitical
instability. The same survey also found that the
threats that had CEOs extremely concerned
included the availability of key skills, the speed of
technological change, corruption, cyber-threats,
high or volatile commodity prices and shifts in
consumer spending.
These facts are further compounded by the
findings of the IBM Global C-Suite Study, which
put ‘uberisation’ as one of the biggest business
fears. Defined as the process of being disrupted
by a digital upstart, uberisation was cited by
more than 5 200 C-Suite executives and was the
leading topic of conversation during the survey
process – disruption can come from anywhere
and nobody is 100% convinced they’re prepared
for it. On the local front, the recent KPMG Global
CEO Outlook included a South African viewpoint
for the first time and offers a slightly different
skew to the global perspective, putting cybersecurity at the head of the pack.

T

FEAR THE CYBER CRIMINAL
“The report reveals that cyber-security is the top risk
named by CEOs this year at 30%, up from the fifth
highest rank last year,” says Trevor Hoole, CEO of
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KPMG South Africa. “To be able to thrive in the fourth
industrial revolution, companies need mainstream
cyber capabilities and people in all parts of the
organisation who understand cyber issues.”
In addition to security, the report found that
managing regulatory change was another CEO
concern. This is particularly true of those in the
financial services sector who are expected to
manage the complex suite of new rules enacted
by global, regional and national policy-setting
bodies that are changing the strategy, business
model and operating procedures of financial
services. Which introduces the next pain point for
the CEO – cashflow.
“Cashflow is always a top concern, for a startup
in particular,” says Jess Mouneimne, CEO of Jam
Media. “Whether it’s about being able to afford to
pay salaries and rent or having the capital to fund
higher risk projects.”
Enock Nkomo, CEO of N&T Technology, agrees:
“The two things that really keep me up at night
are raising capital and finding ideas on how to
solve the technology gap in South Africa. By
solving one, I can solve the other, but I have to
tackle both problems simultaneously. And that’s a
challenge.”
LOOK INSIDE
In addition to the external factors that impact on
business and process, there are the daily challenges
that can affect performance and long-term stability
within the organisation. Corporate South Africa
needs CIOs who can lead a global, diverse and
virtual workforce, and who recognise the skill
challenges and the growing millennial generation.
“An analysis of some level of skills gap is
also key in business,” adds Hoole. “This means
attracting and retaining an entirely new breed
of worker. One who’s accustomed to change
and is comfortable taking the helm on missioncritical issues that CEOs may not have the time or
experience to personally own.”
For several of the CEOs interviewed, there’s a
need to find balance between the operational
element and the long-term focus for the business,
including managing the expectations of external
stakeholders. This is also highlighted as a
concern in terms of external factors that affect
the daily operations of the business – most CEOs
emphasise the impact of political instability on
daily activity. Brexit, the US elections and South
Africa’s very own political mayhem have all

“TECHNOLOGY SHOULD
PLAY A CENTRAL ROLE IN
THE MIND OF EVERY CEO.”
Pieter Scholtz, ActionCOACH South Africa

contributed towards a mercurial global economy
and plenty of uncertainty.
Of course, within all these elements lies the
continually-evolving realm of technology and the
impact that it has on business and the bottom
line. For most CEOs, it means forging richer
alliances with the CIO and chief security officer to
establish a clear strategy around technology and
security for the future.
“Technology should play a central role in the
mind of every CEO,” says Pieter Scholtz, comaster licensee, ActionCOACH South Africa. “It
has to deliver real value for the organisation and, if
given the correct focus and return on investment,
should alleviate a number of concerns for the
CEO. This means that the CIO and the team need
to be at the forefront of investing in appropriate
technology for the business.”
SEAT AT THE TABLE
Successful organisations see the CIO as a critical
part of the company structure and include them
at the highest levels of strategic decision-making.
As technology continues its steady penetration
of all things business, the role is becoming even
more important and the CEO who recognises this
is already ahead of the curve.
“Today’s IT executives are at a crossroads,
where maintaining the status quo is no longer
an option,” says Hoole. “The need to transform
the IT operating model from ‘business as usual’
to that which is primarily digital is a clear and
present imperative. That’s why the role of the CIO
is crucial, because having a tailored IT strategy is
key in establishing a competitive advantage over
any competition.”
Many South African organisations remain on the
cusp of technological change, still weighing up the
pros and the cons as they watch others implement
and invest. It’s a view that needs to change if
the CEO wants to stay ahead of the challenges,
reinvent the future and ensure the business
remains agile enough to handle disruption.
“People still fear change, especially when
it comes to technology, and there’s always

Trevor Hoole, KPMG
South Africa

resistance to changing a system that’s familiar,
even though it may be outdated and inefficient,”
says Nkomo. “Technology is there to improve our
lives by adding convenience and freeing up the
time traditionally spent on completing tasks. As it
becomes more ubiquitous in the workplace, the
role of the CIO is instrumental in determining the
success or failure of a company.”
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DISRUPT OR DIE
DIGITAL DISRUPTION NOW MEANS IT’S A CASE
OF ADAPT OR DIE, AND THOSE WHO HAVE BEEN
DISRUPTED ARE BECOMING THE DISRUPTORS.
BY NICOLA MAWSON PHOTO: SUPPLIED

ust as Uber has totally disrupted the traditional
taxi industry – leading to violent protests in
cities around the world including Johannesburg –
disruption is affecting every industry.
Greg Solomon, McDonald’s SA MD, says:
“Despite what one may read about CEOs being
slow off the mark when it comes to disruptive
technology, it’s now an adapt-or-die environment.
In that environment, we’re starting to see a lot of
the disrupted becoming the disruptors.”
Yet, recent research from PwC shows that
the response to digital transformation in South
Africa tends to be segmented across industry
lines. It notes 64% of its South African clients
are seeing a high level of digitisation in the next
years; and the trend isn’t leaving either the public
sector – traditionally slow adopters – or industrial
companies behind: 87% of industrial firms are
planning to introduce at least one digital product
or service in the next five years.
Although companies aren’t investing in
technology to disrupt their own or other
industries, and are almost entirely focused on
digital to grow their existing business models, lots
of disruption is occurring inside organisations,
says PwC.
Over the past three years, there’s been an
increase in CEOs championing digital in their
organisations – from 57% in 2013 up to 73% at the
end of 2015.

J

“SOME CEOS MIGHT WANT TO ARGUE
THAT THERE’S NO NEED TO CHANGE
EXISTING PROCESSES THAT ARE
WORKING, BUT THE REALITY IS THAT WE
DON’T REALLY HAVE A CHOICE ABOUT
EMBRACING DIGITAL TRANSFORMATION
ANY LONGER.”
Christina Watson, Via Afrika
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Although there isn’t accurate data in South
Africa, according to PwC, South Africa is closely
following global trends when it comes to
disruption. Data-driven decision-making is already
high at 60% in South Africa, rising to 83% in five
years’ time. Technology is clearly becoming an
essential part of a successful business.
GREAT STRIDES
Solomon says there are great strides being
made in the fintech and medtech sectors, where
incredibly disruptive technologies are emerging
from large established organisations as quickly as
they are from agile startups, like Airbnb or Uber.
“We live in a world where rapid prototyping is the
status quo.”
FNB CEO Jacques Celliers adds technology is
increasingly becoming a way of life. “Even beyond
business, you’ll see that digital tools are used in
the education sector, and this is very important
because businesses need a workforce that’s
digitally-enabled.”
Christina Watson, CEO of educational
publishing house Via Afrika, notes the 21st
century requires new skills from employees and
demands new ways of approaching things. “Our
working environments are far more dependent
on collaboration and effective communication to
solve complex problems, than ever before.”
Watson says quality control and effective
service delivery is getting increasingly important,
and all these processes can run so much more
effectively in a digitally optimised environment.
“Some CEOs might want to argue that there’s
no need to change existing processes that
are working, but the reality is that we don’t
really have a choice about embracing digital
transformation any longer. It’s the pathway to a
prosperous future and, therefore, a necessity in
the present.”
Solomon says it’s important for businesses to
have their finger on the pulse of these new trends
so they can continuously innovate and rapidly
evolve businesses.
“We live in a world where everything that can
be digital, will be digital and everything that can be
connected, will be connected. Digitalisation is not
coming, it’s here. The faster technology evolves the
more immersive our relationships with the customer
become – across a multitude of channels.”
Solomon adds levels of adoption vary from
industry to industry, based on preference. “For me,
technology as an enabler of productivity is key to
any business moving forward.”

Greg Solomon,
McDonald’s SA

HOW TO EMBRACE DISRUPTION?
Watson says, however, she’s not convinced that
people always accept that there’s no going back.
“We either embrace digital progression or get
stuck in the past. Digital immigrants do find it
harder to adjust to a world that changes at a
rate unknown to anyone before as a result of
technology. As more digital natives enter middle
and senior management levels, disruptive tech is
being embraced far more effortlessly.”
Yet, says Watson, most, if not all CEOs,
understand that technology is a must-have in
a modern business. The driving factor is the
stakeholders’ push for more efficiencies, higher
profit margins and streamlined processes.
Solomon says, however, to benefit from disruptive
technology, a company needs a clear digital
strategy, driven by the CIO, which can map out how
technology will be used to expand organisational
capabilities and the role it will play in assisting the
company in meeting its business outcomes.
“This is critical if you’re to change
preconceptions around new technology (such
as cloud, big data analytics, mobility, Internet
of Things) and business processes (like ‘bring
your own device’) to help foster a culture that
embraces technology trends.”
Solomon says it’s important to be open to new
trends and processes, but also to be brave enough
to adopt new technology and thinking, even if it’s
out of your personal comfort zone. “It’s possible
to move a business along with these fast-paced
trends and even stay ahead of the curve by
surrounding yourself with people in the know that
are immersed and interested in these new realities.”
Watson adds the responsibility of a CEO is to
create value for shareholders and to grow the
business. “This isn’t going to happen if change
is avoided. Change for the sake of change also
serves no purpose.”
Michael Wolf, CEO of digital design consultancy
Formula D Interactive, advises companies to
start small. “Don’t revolutionise your company
overnight. Start with something that’s easy to
implement and which gives immediate tangible
reward to yourself and your staff.”
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n 2015, $22.2 billion went into fintech
investments, up from only $12.7 billion in
2014, and insuretech saw a similar increase in
funding up from $750 million to $2.65 billion, an
increase of 3.5 times in one year. The activity in
this space is increasing at an exponential pace.
It’s clear that a profound digital transformation
is underway, and nowhere is this more
apparent than in the financial services industry.
Econsultancy’s recent Digital Transformation in
the Financial Services Sector report found that
established brands are striving to ensure their
services are as seamless as possible for customers
and business prospects, who expect increasingly
personalised and relevant experiences across
all channels, including mobile and social
engagement.
Winner of the recent award for Most Innovative
Bank in Africa, FNB began its digital journey in
1999 with its online banking platform. Since then,
additional offerings including its latest banking
app, have combined technologies that put the
latest innovation at the fingertips of consumers
and business clients.
“Sustainable businesses understand trends in
their market, customers and product lines,” says
Peter Alkema, CIO of FNB Business Banking. “This
requires well-managed, properly-structured data
that’s tracked and well-maintained over time.
Hand-offs and paperwork affect the ability to
understand how work flows through a business
from front office to back – technology can provide
the ‘line of sight’ that helps business owners
understand how well their businesses are running.”

I

Peter Alkema,
FNB Business
Banking

QUANTUM LEAPS IN
PERFORMANCE
NEW TECHNOLOGIES ARE KEY TO BUSINESS
SUSTAINABILITY AND REMAINING RELEVANT IN A
RAPIDLY CHANGING WORLD.
BY MONIQUE VERDUYN PHOTO: SUPPLIED
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REINVESTING AND REDEPLOYING
Alkema notes that digitised processes are also
cheaper, which means more money can be
invested back into the business to drive growth
and sustainability. “Jobs don’t have to be affected
by driving technology,” he says. “People can be reskilled to move onto more advanced roles in the
business once the manual parts of their jobs are
automated. Sustainability is also about uplifting
people and growing their skills, this is possible
with technology if the business owner is handson and understands the way their business will
change through automation.”
Technology has changed the way central
securities depositories operate too. Strate, which
provides post-trade products and services for
the financial markets, has used technology to
transform the way settlements take place.
“South Africa was categorised as one of the
worst emerging markets in terms of operational
and settlement risk 20 years ago,” says Monica
Singer, CEO of Strate. “Trading volumes on the
stock exchange were averaging 4 000 daily, very
thin when you compare it to the 350 000 we get
on average during a month today. We now have
one of the best ranked countries in the world for
financial market development.”
The pursuit of technological innovation
and sustainability is continuing to transform
the financial market. The advent of disruptive
technologies, like blockchain for example, has
created a paradigm shift across global financial
markets. Mounting regulatory requirements and
pressures to maintain costly infrastructure have
had an impact on profit margins, which have led
to a different way of thinking, and a different way
of doing business.
“In the same way the internet transformed the
way in which people exchange information over
the past decade, blockchain and distributed ledger
technology is transforming the way people will
exchange assets,” says Singer. “Companies that
ignore the change will be left behind.”
SOUTH AFRICA ON THE RISE
Singer points out that technology has played
a critical role in local market development.
“The latest rankings in the financial market
development pillar of the World Economic
Forum’s Global Competitiveness Index are
indicative of how much South Africa has
progressed over the past decade.”
Financial services companies that don’t adapt
quickly to rapid technological change risk
becoming dinosaurs within the next five to ten

“A CHALLENGE ALL INCUMBENTS FACE IS
TO ATTRACT THE RIGHT PEOPLE TO HELP
THEM KEEP UP WITH THIS RAPID CHANGE.”
Jaco Oosthuizen, Exponential Ventures

years. “Even regulators won’t save them from
extinction as can be seen in Europe, where PSD2
is forcing banks to open up their client data
through APIs,” says Jaco Oosthuizen, CEO of
Exponential Ventures, an innovation capability
that has been set up at MMI Holdings. “This will
create a huge amount of opportunities for startup
businesses to enhance and transform the client
experience of banking and payments and even
automated advice. The UK has the largest number
of neo-bank startups that are fighting for a share
of the pie, or creating new markets.”
Technologies that will change the way financial
services companies do business include artificial
intelligence, big data analytics, and Internet of
Things, to name but a few. The challenge for
incumbents is how to keep the existing cash
cow ticking (exploitation) and at the same time
investing in new technologies and business
models (exploration).
“In 1958, corporations in the S&P 500 Index
stayed in the index for an average of 61 years,
and in 2012 it was just 18 years,” says Oosthuizen.
“At the current churn rate, 75% of today’s S&P
500 companies will be replaced by 2027. New
technology and business models are the main
drivers of the rapid churn in top companies.”
To ensure sustainability into the future,
companies need to learn how to quickly adapt
to new technologies and agile ways of working.
Oosthuizen believes lean startup methodologies
should be adopted and companies should learn to
fail fast and create small and capable teams that
have full ownership of projects.
“Clients now co-create value propositions and
are used by technology companies that adapt
quickly,” he adds. “A challenge all incumbents face
is to attract the right people to help them keep up
with this rapid change. Talented millennials now
want to work flexible hours and have mobility in
a startup, rather than spend eight hours a day in a
large corporate.”
Talent attraction and retention is critical
for long-term sustainability. IT teams need to
understand and operate in this new always-on
and always-connected world. You can’t do things
the way they have always been done in a world
that’s changing constantly.
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STAYING RELEVANT
THE CIO HAS SO MANY NEW ROLES IT’S HARD TO
KEEP TRACK, BUT ONE OF THE BIG ONES IS TO PUT
THE CEO ON THE INNOVATION CURVE.
BY TAMSIN OXFORD | PHOTO: SUPPLIED

n March 2016, Forrester asked what were the
key success factors for a digital business? One
of the most important findings was that the right
CIO is critical to the success or failure of the CEO,
especially in terms of embracing digital and
innovating for the future.
“A digital-savvy CIO helps the CEO and other
business leaders stay relevant by empowering
teams to explore how the company can apply
emerging technologies to improve customer
experiences, create new sources of customer
value and improve operational agility and
productivity,” says Nigel Fenwick, vice president
and principal analyst, Forrester.
For Fenwick, the way in which the CIO
builds and shapes the technology DNA of the
organisation will ultimately determine how
successful the company will be in driving
innovative approaches and revenue. The CIO
should stimulate innovation, be a visionary and
a strategist, and have more than their fair share
of business savvy. Think the CIO should keep the
lights on? You’re right, but they’re not the lights
you’re thinking of…
“The CIO has to focus on what’s happening in
the technology space, not just by knowing the
latest technology trends, but, more importantly,
by understanding the application of the
technology to the business they’re in,” says
Ridwaan Bardien, CIO, South African National
Blood Service (SANBS). “For the past two years I’ve
taken my CEO with me to Gartner conferences

I

“ALL C-SUITE EXECUTIVES SHOULD
BE INVOLVED IN KEEPING THE BUSINESS
RELEVANT.”
Zakhe Khuzwayo, Innovent
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and it’s been an eye opener for him – IT will never
look the same for SANBS.”
INTERSECTING TECHNOLOGY AND BUSINESS
The CIO must earn their seat at the executive
table by actively participating in the business
and move past the idea that their role is just
that of business enabler. IT is not separate from
the rest of the business; it’s an inherent part of
its ability to succeed sustainably. Without it, the
organisation will be unable to adapt and that, as
Evita Bezuidenhout once said, is when you die.
And it’s in this sweet spot where the expertise
of the CIO and the knowledge of the CEO can
combine to create strategic direction that is
future-proof and sustainable.
“The way the CIO and CEO can best work
together, without being too clichéd, is to
communicate constantly,” says Chris Ogden, CEO,
RubiBlue. “The CEO should be briefing his team,
on the overall strategy and the CIO should be
identifying and supporting the CEO on how best
to accomplish these strategic objectives through
the use of IT and technology.”
The CIO must research new trends, understand
innovative technologies and use this knowledge
to speed up bottlenecks, adhere to compliance
regulations, secure IT resources and refine
processes so the business becomes more
productive. However, the CEO is ultimately the
person who determines the type of CIO they
hire and the first decision they make is whether
the role reports directly to them, or to the CFO
or COO. In addition to this, the CEO needs to
understand the potential of the technology under
discussion and be open to the ideas of innovation
and disruption.
“It’s a joint effort,” says Zakhe Khuzwayo, CFO,
Innovent. “Their working relationship is a two-way
street and ideas should flow freely between the
two. All C-Suite executives should be involved in
keeping the business relevant. The more ideas
generated, the more likely it is that the best ideas
will be adopted.”
For Bardien, it’s essential that all executives
are part of the process: “As the CIO I can’t say
that I don’t understand finance, HR or marketing.
Why should other C-Suite executives still say
that they don’t understand IT? This is no longer
acceptable as the business world is being driven
and disrupted by IT.”
ALL IN IT TOGETHER
A focus on collaboration across level and
discipline can allow for far richer alignment across

the organisation. Multi-disciplinary project teams
focusing on business problems together instead
of waiting for IT to drop off the next big solution,
which they don’t really understand, will be more
innovative and collaborative by default.
“Input from all C-Suite executives should be
considered for any IT projects to be successful,”
says Mervin Miemoukanda, senior analyst:
Software, International Data Corporation.
Of course, for most executives in the decisionmaking hot seat there’s the speed imperative. How
to get the business to respond rapidly to market
changes and competitive forces while remaining
on budget and in line with strategic goals. It’s a
complex and fine line to walk, and sometimes
speed is more a hindrance than a benefit.
“Speed is one thing, however it’s not the only
thing, I see too often a CIO identifying a project
and then rushing the process: implementation,
research, analysis, to the detriment of the
business, not only from a time-wasting point of
view, but for brand and costs,” adds Ogden. “It’s
critical to try speed implementations up, but often
a little extra forethought gets you closer to the
objective faster.”

Ridwaan Bardien,
South African
National Blood
Service

The CIO and CEO have to agree on what the
most important strategic direction needs to be –
agility or efficiency – and then move the business
from there.
“To succeed, tomorrow’s CIO must be a visionary
strategist with a good dose of entrepreneur and
plenty of business savvy,” notes Fenwick. “CIOs
help the CEO understand the potential of emerging
technologies to transform the relationship with
the customer. Today’s CEO must be articulate in
explaining how the company will use technology
to drive revenue. And boards need to ensure the
CEO is accountable for how the company invests
in technology to drive future growth.”
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EMPOWERING EMPLOYEES |

THE CHANGING
FACE OF HR
THE ROLE OF TECHNOLOGY IN TALENT
MANAGEMENT RELIES ON THE RIGHT TECHNOLOGY
BEING IMPLEMENTED IN THE RIGHT BUSINESS AT
THE RIGHT TIME.
BY JASSY MACKENZIE PHOTO: SUPPLIED

n the words of Doug Conant, CEO of
Campbell’s Soup, “To win in the marketplace
you must first win in the workplace”. There are
numerous ways that technology can assist in
hiring, developing and retaining top staff, and it is
the CIO’s role to innovate and implement the
systems that will be of greatest benefit at that
particular time.
Chris Stofberg, managing director of Modern
Hair & Beauty, believes that in today’s economic
climate, it’s more important than ever to hire
the right staff, train them well, and make sure
that they have the equipment and resources to
succeed in a competitive market. “Technology
plays a pivotal role in achieving this. We’ve used
technology in creative ways to assist with hiring
and training new staff, as well as optimising their
performance in the workplace,” he says.
In order to assist with the sifting and
evaluation process when hiring, Modern Hair &
Beauty’s financial director, Izak Koegelenberg,
implemented an online psychometric testing
process for shortlisted candidates. This has
proved to be an invaluable tool to assist in better
understanding their attributes, strengths and
weaknesses, and some of the company’s best staff
have been hired using this process.

I

WITH TECHNOLOGY CHANGING SO
RAPIDLY, IT CAN BE TOUGH FOR THE CIO
TO MAKE A DECISION ON WHICH NEW
INNOVATIONS ARE RELEVANT AND WILL
PROVIDE REAL BENEFITS.
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“We’ve recently rolled out a coaching
programme for our sales consultants, which is all
online,” Stofberg says. “It’s an excellent resource
for helping them hone their skills. And, while sales
staff and educators used to travel to hair and
beauty salons with bulky folders of documents,
they now carry laptops and tablets. These enable
them to work more efficiently and have more
detailed information at their fingertips. An added
advantage is the use of video technology to
demonstrate a new product line or even a hair
cutting or colouring technique to our salon owner
clients.”
Experience has taught Stofberg that
implementing new technology takes time for
certain employees to grasp, and it needs to be an
ongoing process. He has observed that younger
staff, in particular the millennials, understand it
quickly and take to it easily, but older staff often
struggle. “There are a lot of innovations we make
available to our sales teams that our sales director,
who has been with the company for 40 years,
does not even use,” he says.
Koegelenberg emphasises that new innovations
need to be properly assessed and correctly
implemented to ensure they will do the best job
of empowering staff. “The CIO must consider
certain factors when weighing up the pros and
cons of introducing technology. Depending on
the size and impact of the project, we normally
consider a number of factors. Firstly, we look
at the advantage of implementing new IT and
technological innovations versus the funds
required for the implementation. Secondly, we
assess whether the new technology meets all
the requirements. Proper planning is essential,
because all possible outcomes need to be
considered, and weighed up against the costs.”
The next factor is to ensure that the project
caters for all the different skills levels throughout
the workforce in terms of training. “It’s essential
to make sure that staff don’t get a negative
perception of the new technology while they
are still getting used to it. Training, and ongoing
follow-up training, will hopefully ensure that all
issues can be dealt with,” Koegelenberg says.
Finally, Koegelenberg assesses the resources
and timeframe that will be required to implement
the new technology. Ensuring continuity in the
normal course of business is important, and if the
implementation affects customers as well as staff,
they need to be informed in advance.
With technology changing so rapidly, it can be
tough for the CIO to make a decision on which
new innovations are relevant and will provide real

benefits, and which will not – in some cases, only
time will tell.
As Darryl Gershow, director and co-founder
of the equestrian retail outlet Western Shoppe
adds, “We started out in 1972 with one desk and
one hand-written invoice book. Nothing was
computerised. Introducing technology into the
business allowed us to make huge changes, and
to grow rapidly. We were the first in our industry
locally to have an online store, to sell off the
web, and to have a live system that includes
quotes, invoicing and stock for all our branches
countrywide. It was a massive learning curve
for our staff, who had to adapt and acquire new
skills as the business evolved.”
Western Shoppe’s sales manager Jane Kenyon
emphasises, “Computerising our business
initially was a big leap of faith. At the time we
could only hope it would pay off. Over time, we
realised the benefits as we grew. Faster growth
led to additional systems and innovations being
introduced, and we discovered that the more you
use technology, the more you are able to use it.
Now, I can’t imagine how my team and I would
operate without it.”
Today, Kenyon believes that social media, and
multimedia communication with clients, are the

Izak Koegelenberg,
Modern Hair &
Beauty

most important tools for empowering staff and
giving them the edge in providing better, faster
service. “Social media is a powerful marketing tool
and a real watchdog that has changed the way we
look after customers. The internet is a vast source
of information, and we encourage our staff to use
the resources available to educate themselves and
share knowledge. Communication is integral to
the functioning of our business.”
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THE EVOLVING CUSTOMER |

CUSTOMER EVOLUTION AND
INDUSTRY REVOLUTION
THE UBIQUITY OF TECHNOLOGY HAS CREATED A
DEMANDING AND DISCERNING CUSTOMER, PLACING
PRESSURE ON SERVICE PROVIDERS AND SUPPLIERS
TO BE EVER MORE INNOVATIVE AND CREATIVE.
BY YULE EDWARDS PHOTO: KAROLINA KOMENDERA

ocal companies have no choice but to buy
into the importance of customer-centricity,
says Belinda Milwidsky, IT manager at Fluxmans
Attorneys. “How you do business is changing,” she
says. “Everything is going online and digital.
There’s been a huge learning curve for executives
and internal staff because people need to be
educated on the tools they need, to move
forward.” In her role heading up IT, she says it’s
imperative to be innovative rather than merely
keeping the day-to-day operations running
smoothly, as in the past. “For example, with
digitisation, we have to be more aware of security
and keeping our customer data and information
safe. ‘Bring your own device’ (BYOD) is a huge
thing in our organisation, both with staff and
clients who come and go. It allows for
tremendous collaboration of information, but also
poses a security risk. We’ve segmented our
network to accommodate this.”
It’s up to the CIO to stay current on technology
trends and cutting edge technology, she says.
“You don’t want to be playing catch-up in this
industry. But the challenge is that we’re facing a
tough economy, we’re under enormous pressure
to keep costs down, but we have to be innovative.
It’s a balancing act and we also play an important
role in education. For example, cybercrime is a

L

“WHAT WE DO INTERNALLY MUST IMPACT
THE CUSTOMER. WE NEED TO EXPLOIT
TECHNOLOGY SO THAT WE CAN IN
TURN EXPLOIT OUR REVENUE STREAMS
THROUGH TECHNOLOGY.”
Sibusiso Mabaso, Ster-Kinekor Theatres
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massive problem and the internal IT team needs
to be educated, but also the executives, because
their devices often contain sensitive data and
having that compromised is costly; financially
and reputationally.”
TAILORING YOUR OFFERING
“Our whole operating model has changed to fit
in with what the customer wants, which is: data
available sooner, everywhere, and all the time,”
says Ashwell Jenneker, deputy director-general:
Statistical Support and Informatics at Statistics SA.
With a customer base that essentially stretches
across all demographics, the organisation has
completely overhauled its collection of census
data to ensure a much faster turnaround and to
provide that data quickly and efficiently. Previously,
100 000 people were employed at census time
to collect data on an extensive paper-based
questionnaire, going door-to-door to somewhere
between 14- and 16-million dwellings. Collating
and compiling the data was a two-year process
as data was captured digitally once collection was
complete. With the implementation of electronic
devices and new data capturing methods in a
project undertaken in 2016, it took just three
months for capture and dissemination of the
information. “In the past, simply having the
data on a website was cool,” he says, “but now
people want the data on their smart devices and
the CIO needs to understand what this means.
Not everything translates well into the mobile
environment, so this is an important consideration
when building apps, for example.”
The retail sector is no different. Sibusiso Mabaso,
CIO at Ster-Kinekor Theatres, says: “Operating in
the retail and entertainment space, we’re dealing
with loyal customers who don’t compromise on
receiving great experience in our cinemas.”
Being a provider of non-essential products and
services, an organisation like Ster-Kinekor faces
even more pressure where its customer services
are concerned. “The experience is vital when
they’re receiving our services,” says Mabaso. The
company is working hard to grow its marketshare and is working on a project that will see
a new system for payments, issuing of tickets,

customer profiling and consolidation of disparate
systems across the organisation and its partners,
such as Discovery and Edgars.

Belinda Milwidsky,
Fluxmans Attorneys

EXECUTING STRATEGY
As the CIO’s role is less about the latest gadgetry
and more about strategy execution using
technology, CEOs view the CIO as a strategic
support function that’s enabling business to
achieve its strategic objectives, says Mabaso.
“The CEO also expects the CIO to come up
with technology innovation,” Milwidsky concurs,
“not only to keep the lights on, but also to
ensure the company evolves in a tough market.
The only way that can happen is if the CIO is
involved strategically. The CIO must understand
what is driving the business so that they can use
technology as a facilitator.”
Jenneker agrees: “The CEO expects the CIO
to understand where the business is going.
He also expects things to work, he expects
the infrastructure to support the environment
and the business direction. I’m on the exco,
which is compulsory here and in government
organisations, to ensure that alignment.”
“As a CIO, you need to understand the pain
points within your business and put in solutions
that address those pain points,” says Mabaso.
“Also, what we do internally must impact the
customer. We need to exploit technology so
that we can in turn exploit our revenue streams
through technology.”
With specialist knowledge in their field,
ICT solution providers are well-positioned to
become deeply familiar with industry verticals to
provide insight and disruption. This, according
to Milwidsky, is not the case. “Surprisingly, there
aren’t that many suppliers who are innovative and
want to take you into the digital world and help
improve your client base. Innovation has to come
from inside the business,” she says.
The end-user understands the potential of
technology – it’s no longer the domain of a few
geeky initiates – and expects it in daily operations.
It is this that sets one company apart from its
competitors, pushing it ahead and revolutionising
its industry.
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GOING GLOBAL |

DRIVING
EXPANSION
WITH GROWTH IN SOUTH AFRICA
BEING PEDESTRIAN, MANY LOCAL
BUSINESSES HAVE TURNED
TO THE AFRICAN CONTINENT
AND BEYOND TO ESTABLISH
THEMSELVES IN HIGHER GROWTH
REGIONS.
Guy Whitcroft,
Westcon-Comstor
Southern Africa
BY JUSTIN WOLFF PHOTO: VERNON REED

eyond the obvious challenges inherent in
international expansion, there are also several
softer issues that need to be addressed, such as
the complexities of managing a global brand and
ensuring a consistent company culture across
geographies, languages and cultures.
Guy Whitcroft, CEO of Westcon-Comstor
Southern Africa, sees the CEO as the brand
ambassador of the organisation and says taking
the brand global simply adds another level of
complexity. “Managing this complexity largely
comes down to portability of the brand and
consistency. It’s critical to understand how
different languages and cultures will react to your
corporate identity. The internet abounds with

B

“A CLEVER CEO KNOWS THAT THEY HAVE
TO DISRUPT THEIR OWN ORGANISATION
BEFORE SOMEONE ELSE DOES.”
Peter Alkema, FNB Business Banking
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stories of bylines that didn’t translate well, so it’s
very important that your brand identity translates
effectively into the local language and culture.
There’s no substitute for on-the-ground checks to
get colloquial input and to understand the local
nuance.”
Consistency of messaging and branding
in every country you’re in is also extremely
important, says Whitcroft. “Saying something
different in each location dilutes the strength
of the global brand. For example, many global
organisations incorporate the global company
logo in their email signatures, but the rest of the
signature doesn’t have a consistent look and feel
across countries.”
But as Whitcroft points out, your brand is far
more than just your logo – it’s impacted by
everything you do, particularly by the way you
interact with your customers and your employees.
The customers’ experience of your products and
services are a critical part of measuring up to
your brand promise. This is particularly true for

industries such as banking, where availability is a
critical customer focus.
“Expansion into other countries puts pressure
on local teams as they have additional things to
focus on,” says Peter Alkema, CIO of FNB Business
Banking. “The IT systems and architecture have
to be up to the task. If you have the lift and drop
Chinese doll type of architecture that’s highly
scalable, that makes a big difference. But most
core IT infrastructure has been developed over
time and this has sometimes not been done with
the intention of easily scaling up into multicurrency, multi-country applications.”
ENSURING CULTURAL CONSISTENCY
Building a consistent company culture across
multiple locations is very much a blend of head
office values and local realities, says Whitcroft.
“Things like eight-to-five office hours might work
well in South Africa, but not in somewhere like
France with its 35-hour work week. Rules around
things like smoking might have to be adapted
for local norms. There needs to be a basic set
of company values that apply everywhere and
then rules in place that are appropriate to local
countries.”
Alkema feels that there’s a lot that large
companies are missing out on to drive company
culture internally. “We implemented a single
back-end HR database across the FirstRand group
that enables various HR processes through a
nifty mobi site. When someone logs on from any
of the group companies the mobi site delivers
customised look and feel, so that each company
feels like it is getting its own site. It was surprising
how effective it was – we often underestimate
the power of the customer or user experience. A
similar approach could easily deliver a customised
experience to employees in other countries.”
BUILDING SYSTEMS TO ENSURE COMPLIANCE
“The internet has given every brand a potential
global reach,” says Whitcroft. “It’s important to
make sure you’re operating in terms of the laws
applicable to your country as well as the country
the person is buying from. Things like complying
with the laws around VAT and other taxes are
important considerations.”

Whitcroft flags data privacy laws as a significant
concern and an area where the CIO plays a
key role. “Data privacy is not overtly brand
management, but it’s very much behind the brand.”
“Banks have significant trust equity and a huge
brand presence,” agrees Alkema. “There’s an
expectation that not only are you efficient and
able to offer a good customer experience, but
that you also protect and preserve customer data.
Some reserve banks on the African continent
have strict rules about where data is located, so
while cloud storage or head office hosting might
be the obvious solution, it’s not always the case.
Whether a bank has one customer or thousands
of customers in a new geography, it’s often
necessary to replicate the IT infrastructure in each
place, which adds incrementally to the costs of
opening new markets.”
MANAGING CUSTOMER EXPECTATIONS
Alkema sees the opportunity for brand building
in the front-end app experience. “The customer
experience can be made to feel seamless while the
technology is actually jumping between multiple
back-ends to be able to execute. The downside
that creates is the technical debt that needs to
be managed over time. The opportunity is huge
if you’ve architected for lift and drop. If you don’t
have that capability, you’ve got to invest in tactical
front-end capability while in parallel you architect
from the back-end to ensure a sustainable solution.
But it’s also important to manage customer
expectation and ensure sufficient focus on building
the necessary architecture.
“A clever CEO knows that they have to disrupt
their own organisation before someone else does,”
says Alkema. “CIOs play a massively important
role as advisory partners and leaders in company
culture from a technical perspective. As long as
the CIO is stepping up, they remain relevant and
the CEO won’t go around them or outside the
organisation to get the exponential thinking.”
Given the critical importance of technology
in driving disruption and generating exponential
growth, perhaps the most important role of the
CIO is to position the money spent on technology
as an investment rather than as a black hole of
costs, concludes Alkema.
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GEOPOLITICS |

MAY YOU LIVE
IN INTERESTING
TIMES
Can the CIO help protect their businesses
against the uncertainty of geopolitics?
BY JAMES FRANCIS PHOTO: SUPPLIED

May you live in interesting times,” reads the
Chinese proverb, only it is not. The middle
kingdom has nothing resembling such a phrase.
Still, China is a good place to start this
conversation, having risen as a global superstar.
India is not far behind, prompting many to lament
the decline of Western Civilisation.
But reality is more intricate than such glib
conjectures. The momentum of globalisation
– good or bad – is asserting itself through
technology, and states are punching above their
weight. Israel is often called the original startup
nation – a country that used technology as a
foundation to boost its prospects. Rwanda is
Africa’s startup star, with Tanzania and Botswana
hoping to do the same. Michiel Jonker, director:
IT Advisory at Grant Thornton, references Estonia.
“The story goes that when Estonia became
independent in the early ‘90s, the only telephone
in the country was hidden in the prime minister’s
garden. Finland wanted to sell its analogue
exchange to Estonia, but Estonia declined and
decided to go digital from the start,” he says.
Estonia, a country of scarcely 1.3 million people,
knew it had to treat the world as its market if
it hoped to thrive. That it did: one result of the
Estonian digital scene is Skype.

“

CAPITALISING ON UNCERTAINTY
What does this have to do with geopolitical
uncertainty? First, Estonia and its peers’ reliance
on technology is not accidental to their success.
Companies can learn from this.
Second, smart companies reach for
international markets. Just as investors can
capitalise on a startup, business can find benefit
from developing states improving their global
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position. Likewise, an air of uncertainty – the
end of a global honeymoon since the fall of the
Berlin Wall to the ramifications of 9/11 – has
unsettled stoic markets. Just look at Brexit or the
tumultuous US election.
But business doesn’t like uncertainty. According
to a recent PwC report, three quarters of surveyed
CEOs worry about geopolitical uncertainty.
Globalisation has pushed companies to specialise
more and lean on partners.
Since technology is the soil of modern business,
how can CIOs help? Consider the situation of
MTN in Nigeria, where it attracted a record fine for
not deactivating unregistered SIM cards. This has
been painted as negligence on MTN’s side, but the
reality is more complicated. Plans to register SIM
cards fluctuated in Nigeria since 2011: benchmarks
shifted, costs changed and an unwilling public
had to be coaxed. Though MTN is not absolved, it
can be argued that it wasn’t able to respond fast
enough with new offers to Nigerian customers,
luring them toward registration. Yes, it dropped the
ball, but perhaps technological agility could have
made that ball smaller.
DETECT AND CORRECT
What companies must realise, says Jonker, is that
the ball will be dropped. Since companies are too
focused on prevention instead of response, the
ball tends to land on their feet: “In the past, we
relied on preventive controls. The problem is that
technologies are architected on the assumption
that we will succeed to prevent. That’s an
incorrect assumption.”
Jonker has a fascinating view on why
uncertainty is the new business status quo,
one too involved to do justice here. But few
disagree that ‘not if but when’ is the new banner
on business battlegrounds. Because of this,
companies should look at technology to help
develop responses to challenges of all kinds,
including terrorist attacks, populist uprisings or
sabre rattling over islands.
He referred back to Estonia, saying the country
wasn’t shedding legacy technology, but legacy
thinking. This should be the basis of interactions
between the CIO and CEO: how can the company
realign its philosophy and technology to be more
responsive to uncertainty – even capitalising on it?
Replace systemic with anti-systemic thinking.
Instead of assuming past successes will deliver
future ones, “the focus should change to detection
and correction amid the chaos. But because we
architect on the basis of success, we’re being
caught with our pants down,” says Jonker.

“TECHNOLOGIES ARE
ARCHITECTED ON THE
ASSUMPTION THAT WE WILL
SUCCEED TO PREVENT.
THAT’S AN INCORRECT
ASSUMPTION.”
Michiel Jonker, Grant Thornton

Say a company is hacked. Should the CIO be
fired? That’s often the response. Instead, assume
that the attack was inevitable. Now ask: how
quickly did we discover the hack? How fast did
we contain it? And what have we learned? This
same thinking applies to any area of uncertainty.
Few can predict a currency collapse or a political
mood swing. But they can ensure they’re
prepared to react and learn.
A MIND ON BLACK SWANS
Technology can help greatly through analytics.
‘Black Swans’ are so-called because they are the
least-predictable and most catastrophic of events.
But analytics frameworks can prepare companies
for such severe shocks, while technology built on
a ‘what if’ philosophy can render a quick change
in course. For example, multinationals who
survived the Arab Spring protests in Egypt did so
because they could easily shift critical workloads
to other areas.
Jonker is a supporter of the work of Professor
Dave Snowden, a revolutionary in predictive
thinking frameworks for complex environments.
Snowden often refers to ‘weak signal detection’:
whereas a lot of predictions tend to focus on
trends (which are a manifestation of systemic
thinking), sniffing out weak signals is where real
prediction is found. Companies must train to find
those signals.
Yet this is not advocating we let go of the
past, of best practice and prevention. Those are
important, but companies should engage in
detection and correction to harness uncertainty.
Don’t dogmatically rely on the successes of the
past to define future responses or “common
leadership approaches” (to quote Snowden), nor

Michiel Jonker,
Grant Thornton

force IT to follow certain practices just because of
universal acceptance.
To display this folly, Jonker likes a succinct
quote: “I never saw a wreck and never have been
wrecked, nor was I ever in any predicament that
threatened to end in disaster.”
Those were the words of Edward Smith, captain
of the Titanic.
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DATA |

ALL ABOUT THE DATA
WHEN THE CEO AND CIO WORK TOGETHER, DATA
REALLY CAN ENABLE A BUSINESS TO OUTDO THE
COMPETITION.

BY JOANNE CAREW PHOTO: SEAN WILSON

magine you’re the CEO of a big business.
You’re sitting in a boardroom and seated
around the boardroom table are your
organisation’s key decision-makers. You’ve all
gathered in this room to make an important
business decision. As the meeting begins, you
realise that everyone in the room is speaking a
different language. The CMO is speaking
Portuguese, the CTO Cantonese, while the CFO is
chatting in Spanish. Each thinks that everyone
else can understand the language they’re
speaking and successfully grasp the concepts
they’re explaining. Now imagine trying to make a
sound decision in this scenario? You probably
wouldn’t be that successful.
When the CEO and CIO work together, the
CIO is sitting there translating the information
the others are sharing into a language you
can understand. Why is the CIO acting as the
translator in this scenario? Well, because it’s his
responsibility to transform this data into insights
that will boost marketing activities, promote
operational efficiency and lower expenses.
Technology and data have completely
transformed how companies do business
today, says Juan Thomas, CIO of PBT Group.
“The CIO role has had to expand to extend
beyond operations and to drive innovation,
all the while still managing the traditional role
and being a business leader. In fact, given just
how important technology is to any business
wanting to remain successful, the CIO role has
become business critical.”

I
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Juan Thomas, PBT
Group

“LEADERSHIP TEAMS ARE REALISING THAT DATA, PARTICULARLY
WHEN MODELLED TO ALLOW FOR PREDICTING AND MANAGING
BUSINESS OUTCOMES, IS BECOMING THE CORNERSTONE OF
RUNNING A SUCCESSFUL ORGANISATION.”
Quinton Pienaar, Agilitude

Quinton Pienaar, Agilitude CEO, agrees:
“Leadership teams are realising that data,
particularly when modelled to allow for
predicting and managing business outcomes,
is becoming the cornerstone of running a
successful organisation.” This means that
they’re looking to the CIO to provide the
capability to join data silos and meaningful
business information. Translate information into
a language everyone understands if you will.
“The ability to take complex, often siloed data,
and translate that into meaningful business
metrics, makes the CIO valuable to the CEO.
A CIO that can provide the required data
architectures, visualisation capabilities and
show value through key metrics, is far more
valuable to the CEO than one who simply
maintains the status quo,” says Pienaar.
TECHNOLOGY TO OUTDO THE COMPETITION
If everyone in your industry knows something
you don’t, chances are you’ll fall behind.
Technological advancements and the rise of data
as an important business asset have changed the
playing field. For Thomas, it’s essential that the
CEO has access to the latest and most accurate
market information in order to respond quickly
and appropriately to changes in demand. CEOs
have come to expect this information from
the CIO, he continues. “In organisations today,
there should be close alignment between a CEO
and CIO, to ensure a successful data strategy is
developed that effectively leverages technology.
Essentially, the CEO and CIO need to be on the
same page.”
While the CEO may not need to understand
the nitty-gritty of algorithms and complex data
analytics platforms, they do need to understand
how these tools can enable their business to work
faster, and smarter, says Pienaar. The CEO needs
his CIO to provide the business with information

via theses analytics toolsets in a manner that’s
easy to understand, he adds.
When the CEO buys into the data strategy,
this allows a CIO to invest in technologies that
accelerate the time-to-market of analytics,
meaning that the data provided to the CEO
allows them to make the most informed decision
at that time, says Thomas. “The type of data
here is in fact irrelevant, rather the alignment to
business strategy and the quality of data is what’s
important and should be what matters most in
the mind of both the CEO and CIO.”
They may have their separate roles and areas
of expertise, but they need to speak the same
language, Thomas adds. “The CEO’s business
strategy is what will drive the CIO’s data strategy,
and as such, the CIO plays a key role in providing
the CEO with the right data to put together a
strategic business strategy,” he concludes.

KEEP IT SIMPLE
As entire industries become increasingly digitalised, it’s inevitable that data and analytics
will play a pivotal role in modern business decision-making. But just because the insights
are there, doesn’t mean that top business executives trust them. Let alone understand them.
According to a new report commissioned by KPMG and conducted by Forrester
Consulting, roughly half (49%) of surveyed data professionals were concerned that C-level
executives don’t fully support data and analytics strategies. While the report argues data
and analytics provide valuable insights that organisations can use to better understand
their customers and themselves, there remains a sense of unease around using these
information resources to make business-critical decisions. But this hasn’t stopped the
majority of respondents from using data and analytics tools to analyse the habits of existing
customers, to find new customers and to develop new products and services.
In many instances, this lack of trust is caused by a limited understanding of how
information is transformed into meaningful business insights. A study by Dimensional
Research argues that data technology can empower an organisation to better manage costs,
drive business growth, boost operational efficiency and make better decisions. Despite
this, the same research notes that it’s not uncommon for analytics projects to fail because
they’re too complex. This makes it increasingly important for the CIO, CEO and other key
decision-makers to work together. There should be a high level of transparency around
how an organisation’s data is gathered and how data analytics can empower the people in
charge to make more reliable decisions.
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ADVERTORIAL

AVAYA’S LOCAL
LEARNING CENTRE GETS
BUSINESS READY
A GLOBAL LEADER IN ENTERPRISE COMMUNICATIONS
SYSTEMS, AVAYA PROVIDES UNIFIED COMMUNICATIONS,
CONTACT CENTRE, DATA SOLUTIONS AND RELATED SERVICES
TO BUSINESSES AND ORGANISATIONS AROUND THE WORLD.
AVAYA’S SOUTH AFRICAN LEARNING CENTRE REACHES OUT
TO AUDIENCES WORLDWIDE ON A DAILY BASIS.

V

odacom’s Broadband Connect Fibre
service enables Avaya South Africa, an
SME locally, to access the kind of
enterprise-level connectivity it needs to
deliver industry training without enterpriselevel spend.
Broadband Connect Fibre uses Passive
Optical Network (PON) technology to deliver
an unparalleled experience. Its scalability
means that smaller businesses can access
rich content experiences via the internet
that were previously only available to large
corporate customers. Services include video
collaboration, voice-over-internet protocol
(VoIP), hosted PBX, Office365, cloud backup
and other data applications.
Skills transfer is an important component
of Avaya’s offering as it assists users to
transform features and functions into
a complete communications solution.
Avaya Learning develops and delivers
training for Avaya products and solutions.
The collective insight of over 100 years
of leadership and vital knowledge from
support centres worldwide is distilled into
some of the best training in the industry,
delivered at each individual team’s pace
and convenience.
In recent years, Avaya reduced the
number of its technology labs, opting
for a more centralised and cost-effective
deployment model. This increased the
reliance on internet connectivity by its
training hubs. Avaya South Africa’s premises
in Bryanston are the centralised training
hub for southern Africa, and use the UKbased lab remotely.
On site, its two dedicated classrooms
are filled more than 100 days a year. In
between, lecturers deliver on-line skills
training to students around the world.
Distance and cable quality meant that
Avaya’s incumbent ADSL connection
allowed a maximum 6Mbps download
speed. Interference by other electronic
transmissions meant performance was
rarely optimal. With Avaya’s training labs
hosted overseas, training traffic was largely

dependent on upload speed – which was
considerably less than the 6Mbps promised.
Video and even voice transmissions
often experienced lag or were poorer
quality than what users expected. When
this began to affect customer satisfaction
scores, particularly on labs, Avaya began
investigating viable alternatives. The most
attractive of these was introducing a fibre
network which, although well-suited to the
business’s high-end media requirements,
had always been out-priced locally.
Increased bandwidth
Vodacom provides Avaya with 15Mbps
symmetrical broadband fibre with equal
upstream and downstream throughput.
This makes it ideal for Avaya’s training
services, where distance learners and
lecturers use high-speed data transmission
applications.
Steady transmission
A very stable signal (as a result of
Vodacom’s fibre optic network) ensures
high-quality broadband internet access
suitable for real-time, high-definition
multimedia services.
Business enablement
Avaya’s blended learning approach offers
students a combination of self-directed,
remote interactive and classroom learning
environments to maximise effectiveness
and decrease time required to reach
proficiency.
Vodacom Broadband Connect Fibre
enhances Avaya South Africa’s ability to host
training sessions for Avaya’s global OPCOs
and has improved customer satisfaction
scores significantly since its introduction.
Workflow description
Vodacom Broadband Connect Fibre has
replaced Avaya’s original ADSL connection
and doubled the speed that the business
had previously. Because Vodacom was able
to drastically reduce the cost of its offering,

Benefits
•
•
•
•

High speed and high capacity
Reliable connectivity
A flexible range of service plans
A customised service support model
for Senior Technical Trainers for Avaya
South Africa
• Easy scalability, with rapid provisioning
to accommodated business expansion.

there’s been very little increase in the cost
to company.
The service is supported by a flexible
range of service plans that can be adapted
for the business as its needs change.
Vodacom has already enhanced its service
to Avaya to accommodate additional client
requirements and implemented a Service
Support model to optimise its FTTB service
to Avaya.
The actual deployment was implemented
in stages over a period of several weeks.
It began in October 2014 with a feasibility
survey, followed by the rollout of the
infrastructure soon after.
The installation of a fibre feeder link into
Avaya’s Bryanston premises was carried out
in December 2014. This project was among
the first major FTTB deployments in the
country and provided significant lessons in
end-to-end best practice going forward.
Open communications and continual
feedback from Vodacom’s technical and
management teams were instrumental
in ensuring a successful installation, and
continue to add excellent value to the client.

+27(0) 11 82 1960
http://www.vodacombusiness.co.za

| CYBER SECURITY

CYBER THREATS TO BECOME
A BIGGER ISSUE
Although cyber-attacks are now a daily
occurrence, too few companies outside of
banking take the threat seriously enough at
the C-Suite level.
BY NICOLA MAWSON PHOTO: SUPPLIED

yber breaches are a hot topic on most
people’s lips at the moment. Recent attacks
such as those against LinkedIn, Sony, the Clinton
Foundation and other international companies
mean this is a topic to be taken seriously.
And, South African companies are not alone.
The recent scam that saw Standard Bank
customers lose R300 million when ATMs in
Japan were used to illegitimately gain access to
accounts has sent shock waves through the CFO
community, says Nicolaas van Wyk, SA Institute
for Business Accountants’ (SAIBA) CEO and
International Association of Finance Executives
Institutes (IAFEI) Board member.
In addition, information from the South African
Banking Risk Information Centre shows South
Africans lose more than R2.2 billion each year
owing to internet fraud and phishing attacks.
Despite this, outside of the financial services
sector, not many C-Suite executives take these
threats seriously, says Craig Rosewarne, MD of
Wolfpack.
However, this will have to change, as King
IV and the Protection of Personal Information
Act (PoPI) come into place, says Rosewarne. He
explains that, under King IV, the whole board will
have to take responsibility for cyber breaches.
King IV came into effect in November. In addition,
when it comes into full effect, around the middle

C

“THE CEO SEES THE CIO AS AN IT GUY,
AND MANY COMPANIES ARE STILL IN A
TWO-DECADE OLD FRAMEWORK OF MIND”
Craig Rosewarne, Wolfpack

of next year, companies will have to report
breaches to those who have been affected, which
isn’t currently the case, and many attacks don’t
become public knowledge.
“The CEO sees the CIO as an IT guy, and
many companies are still in a two-decade-old
framework of mind,” says Rosewarne. “Risks
experienced at larger and financial firms have
created a hunger for understanding risk, but only
a small percentage of most companies see cyber
security as a priority. It’s going to change.”
However, FNB CEO Jacques Celliers says cyber
crime is a high priority, but CEOs locally don’t
necessarily have the same level of skilled support
as global counterparts. “Cyber threats have been
escalating to the point where it’s reported almost
daily in the media. CEOs have realised for some
time now that no organisation is immune, and as
a result they’ve been educating themselves not
only on cyber threats, but also on cyber security
strategies to combat these threats.”
EVOLUTION AHEAD
Claude Schuck, regional manager for Africa
at Veeam, adds cyber-attacks have evolved in
size and scale, and the fallout is damaging to a
business’ brand appeal as well as its bottom line.
“Cyber criminals have increased their attacks on
South African companies, but company strategies
have lagged behind in terms of preparing for
emerging threats,” says Nathan Desfontaines,
Cyber Security manager at KPMG.
Desfontaines notes a study by IBM and the
Ponemon Institute released in July this year
indicates that the total average organisational
cost of a data breach for the 19 companies who
responded is R28.6 million.
“It’s evident that the financial implications of a
breach in cyber security could have a devastating
impact on the bottom line, and CFOs need to proactively manage this risk.”
Jared van Ast, founder and MD of 10dot Cloud
Security and representing the SA Institute of
Business Accountants, notes most CEOs and
CIOs are aware that there’s a threat…. but they
don’t understand it in order to develop a plan
and mitigate it. He says CEOs and CIOs should be
educating their staff on aspects such as secure
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THE CEO’S IT
MUSINGS
WESTCON-COMSTOR SOUTHERN AFRICA CEO GUY
WHITCROFT SHARES HIS THOUGHTS AROUND THE
CEO’S RELATIONSHIP WITH TECHNOLOGY AND, BY
EXTENSION, THE CIO.
he challenges that the CEO faces on a daily basis are
myriad. CEOs are essentially tasked with leading an
organisation to achieve success for its stakeholders.
Consequently, the challenges they face include changes to
market conditions, new entrants to their market, new business
models, increasing customer demands and access, broader
markets, as well as the more internally-focused ones around
cost, risk management, evolving legal issues (such as data
privacy), and many more.
In addition to this, we’re seeing technology facilitating big
changes to many business models: think Uber for taxis and
the motor industry in general, Airbnb for hotels and tourism,
LinkedIn for recruiting, and so many more. This puts additional
pressure on the CEO, who has to be able to not only stay
abreast of such developments, but perhaps even implement
some of them in the business. This is particularly challenging
for CEOs who have little understanding of the technology
landscape.
As technology evolves, the CEO needs to understand where
it’s going, where new competition could come from, what
the disruptors to the current market could be, how to utilise
technology to better serve customers, and how to enhance the
supply chain.
It’s essential for the CEO to adopt a mindset that’s open
to the possibilities that technology opens up – not just for
their own business, but also for adjacent businesses that
could impact on it. Technology can provide a business with
a tremendous boost by giving it access to new markets and
customers, helping the business to be more effective and costefficient, speeding up innovation, and the like.
However, if the CEO is less tech savvy, he – or she – could be
daunted when considering the possible impact of things like 3D
printing or drone technology, on supply chains and logistics in
the future. Or when asked to decide whether virtual reality and
augmented reality will help or hurt the business. Then there’s
the matter of managing customer expectations in this alwayson world. These are just a few considerations that the CEO has
to bear in mind when looking at the impact that current and
future IT innovations can or may have on the business.

T

Guy Whitcroft, CEO
Westcon-Comstor
Southern Africa

For me, the appropriate response to any of the abovementioned – and other – challenges, has to be one of looking
at how technology can enhance the business, provide greater
market access and better customer service, more effectively
and efficiently.
WHERE THE CIO FITS IN
Having said this, one can’t underestimate the role that a savvy
CIO can play in guiding the CEO. The CIO should be the eyes
and ears of the organisation for all technology-related matters,
keeping abreast of technology as it develops and looking at
ways in which this can help, or hinder, the business.
This is, of course, in addition to his ‘day job’ of managing
existing systems, looking for cost-effectiveness in all areas
(technology being one of the few areas that reduces in cost for
equivalent performance each year), and ensuring that issues
like compliance with data privacy and protection laws, risk
management of data/systems, and so on, are managed.
NAVIGATING TECHNOLOGY
Technology today is about providing secure, always-on
access between businesses and customers. WestconComstor Southern Africa is focused on communications,
networking, security and the datacentre, offering a wide
range of the world’s top products in these areas, enhanced
by cloud and services offerings that enable the IT channel
to effectively provide the best solutions for its customers.
As such, our products and services enable CEOs and CIOs
to continue to provide the most suitable technology-based
solutions for their businesses.

www.westcon.co.za

passwords and network security. “As South Africans,
we’re actually not suspicious enough, and really
quite ignorant of how serious the threat could be.”
This is important, says Van Ast, because
every single industry is at risk. “We operate in a
digital reality. Everything is online. Everything is,
therefore, exposed to the internet at some stage,
and can be at risk of breach and compromise.”
Schuck adds: “Top security firms now believe
it’s not a case of ‘if’ your business will be attacked,
but ‘when’.”
And, says Van Ast, companies are simply too slow
to respond when there is a breach – or even a risk.
Steven Hope, CTO at Curve Group, adds CEOs
are not as knowledgeable about cyber security as
they should be, apart from when a headline grabs
them. “They see cyber security as a technology
problem and defer it either to the CIO, or a
technical team to address and resolve.”
Jason Jordaan, principal forensic scientist
and head tutor for the UCT Fundamentals of
Cybersecurity online short course, adds the entire
board and executive management should take
ownership of addressing cyber-threats.
WORRIED? TELL YOUR FACE
“In South Africa, if you engage with most CEOs
they’ll list cyber-threats as a concern, but when
you look at the actual cyber security within the
organisations, it’s often nowhere near the level
that it actually should be to address the threats.”
Hope adds, “All too often unfortunately, critical
lessons aren’t learnt when a cyber-attack takes
place, and no future mitigation is put in place to
prevent a recurrence. Just do a Google search
on ‘internet banking hacks’ and see how long the
same type of attacks have been going on.”
Rosewarne adds there are several best practices
internationally, such as ISO27001 and 27035, as
well as the NIST Cyber Security Framework that
companies can adopt. He says companies should

Jacques Celliers, FNB

amalgamate and customise between eight and
ten best practices and ideas.
Schuck says the C-Suite now needs to invest
in proper techniques, systems, policies, and even
broader forms of availability to keep the business
more secure, especially as more businesses
move online.
“There are now more attacks per day than
there are Google searches. With over 26-billion
networked devices and connections expected to
exist by 2020, the scale of the task is huge, with
some organisations asking, ‘can we ever
be secure?’”
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FRIEND OR FRENEMY |

WHY CAN’T WE ALL
JUST GET ALONG?
IN A WORLD WHERE TECHNOLOGY IS NOW
INDISPENSABLE TO ORGANISATIONAL SUCCESS,
THE CEO AND CIO CAN NO LONGER ACT LIKE
STRANGERS TO ONE ANOTHER.
BY RODNEY WEIDEMANN PHOTO: SUPPLIED

he CEO and CIO often have disparate
agendas, making it difficult for them to build
strong IT and business coalitions.
Misunderstandings and communication gaps can
also create unnecessary stress in their
relationship. Despite this, it’s never been more
important for these two to work closely together,
in order to steer technology spend, enable
corporate agility, increase efficiencies and
productivity, and ultimately focus on those
strategic initiatives that will enable the business to
achieve its goals.
One of the biggest challenges with the CIOCEO relationship, according to Grant Field, CEO at
FedGroup, is that the ICT aspect of business has
long been something almost incomprehensible to
most CEOs.
“Generally, the CEO is expected to have a
broad understanding of all the roles within the
business. In other words, if they need to, they
are able to put on a finance or marketing ‘cap’,
in order to better drive the organisation’s overall
strategy. However, many CEOs have little or no
understanding of the ICT side of the business and
rely on the CIO for this,” he says.
Historically, the CIO has mainly been concerned
with back office functions, however this has
changed in recent times and IT today plays a
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“THE CIO NO LONGER JUST PROVIDES
DATA TO THE CEO, BUT IS INSTRUMENTAL
IN UNCOVERING INSIGHTS IN THAT DATA
TO HELP DRIVE THE BUSINESS FORWARD.”
Desan Naidoo, SAS sub-Saharan Africa
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critical role in helping to achieve the business
goals and in gaining a competitive advantage.
“With the dominance of data in today’s
market, analytics has fundamentally changed the
relationship between CIO and CEO,” says Desan
Naidoo, regional director at SAS sub-Saharan Africa.
“The CIO no longer just provides data to the CEO,
but is instrumental in uncovering insights in that
data to help drive the business forward.”
“The CEO relies heavily on the CIO because the
latter is needed to be able to make sense of the
data. This means that the CIO, working closely
with the CEO, now has the responsibility to lead
change within business using technology. The
data provided by the CIO drives new solutions,
provides efficient business structures and, most
importantly, increases opportunities to dominate
the market and increase competitive edge. In
order to make innovation a reality, the CEO and
CIO have to work closely together to achieve the
goals of business. This is because the CEO has a
clear vision for the company as a whole, while
the CIO can provide the best possible direction to
take, based on the effective analysis of data.”
A NEW RELATIONSHIP
The CEO’s increased reliance on the CIO means
that it’s imperative that these two improve their
relationship. The real question is: how do they do
this effectively?
Ultimately, it’s about communication, according
to Andre van der Merwe, head of operations at
Pink Elephant. He says that the clearest way to
overcome the traditional alignment obstacles
– which could be contextual, expression,
specification or implementation barriers –
between the CIO and CEO is via open discussion
and agreement.
“This reduces the potential for value leakage,
something that can occur when one doesn’t
understand the business outcomes. By improving
the relationship through greater levels of
communication, the organisation can stop value
leakage from happening, which in turn benefits
both business and IT,” says Van der Merwe.
He adds that it’s equally important for the
CIO and CEO to work together through a
mutually agreed process, to reach a common
understanding of the business and IT results that
need to be achieved and the means by which to
achieve them.
“The relationship can be strengthened further
by clarifying the commitments and expectations
of both parties to service and product delivery. In
addition, they need to collectively agree to a road

recognise which technologies can be of strategic
importance to the business and can bring these to
the attention of the CEO,” he says.
“Of course, in order for CIOs to be able to
recognise the strategic value to the business of
these new technologies, it’s equally imperative
that they also have a deeper level of knowledge of
the business and its strategy.”
Van der Merwe agrees that developing a deeper
understanding of the other’s role will lead to a
new relationship between the CIO and CEO, one
where they develop a shared vision.
“Remember that this shared vision can only
be reached if they have an open, trust-based
business partnership in which both parties
collaborate to drive mutual growth in revenue and
profitability.”

Grant Field,
FedGroup

map of activities and initiatives that will achieve
the targeted business and IT results.
“Finally, both CIO and CEO need to mutually
develop and agree to the strategy that’ll be used
to manage the relationship,” he says.
A DEEPER MUTUAL UNDERSTANDING
Patrick O’Reilly, CIO at MIP Holdings, points out
that in a modern organisation, the CIO needs to
be seen as a partner, consultant and advisor to the
CEO, rather than merely someone who does as
they’re told.
“The CIO’s role now is to steer the CEO through
the maze of new technologies, in order to find
which ones can help the business to achieve its
goals. Moreover, with so many new technologies
emerging, the CIO – who is much closer to
the coalface here – has the opportunity to

DEALING WITH A DIGITISED FUTURE
In a digital world, continues O’Reilly, it’s vital to
have all parts of the organisation pointing in
the same direction, but this needs to occur in a
collaborative fashion, not simply because the CEO
orders it.
“In other words, you want collaboration, not
dictatorship. This means creating a cohesive team
at the C-level and developing a vision for the
business that all executives can buy into.
“CEOs can no longer simply leave it up to the IT
department, while CIOs can no longer be solely
focused on IT. CEOs need to try to comprehend
technology more, while CIOs need to develop
a better understanding of the business, so that
the roles complement each other more. It boils
down to both the CEO and CIO having a clear
understanding of the relationship between
business and IT. Unless this happens, it’s unlikely
that enterprises will be successful in a digitised
future,” he says.
Field agrees, pointing out that as a CEO, he
believes strongly in keeping up to date with
what’s happening in the world of technology,
and he encourages his CIO to lean the other way
and learn more about what’s going on in the
business world.
“The trouble is many CEOs and CIOs don’t
operate in this fashion, and often know precious
little about each other’s jobs. This is the
fundamental problem with most businesses
in South Africa today and I believe that unless
they foster greater communication with one
another and develop a deeper appreciation for
the other’s role, then no matter how big the
organisation is, it’ll likely cease to exist within the
next couple of decades.”
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LAST WORD |

STEP UP OR FALL
BEHIND
WHAT THE CEO EXPECTS FROM TECHNOLOGY AND
FROM THE CIO.
BY ZOAIB HOOSEN PHOTO: VERNON REED

he CEO’s expectations of technology, and what
fits into that broad-basket term, have changed
in recent years. Technologies that were historically
seen as science fiction are available today and can
be used to solve real-world problems – these
digital technologies include 3D printing, robotics,
sensors and artificial intelligence. And, of course,
cloud is an enabler that underpins many of these
new technology areas.
I believe there are four driving needs that define
what the CEO expects from technology; these
are to better engage customers, to empower
employees, to improve operational efficiencies and
unlock value, and to enhance offerings to market
including opening up or creating new markets.
Related to that, there’s the enhanced competitive
market force driven by disruptors – often startups
characterised by speed and agility. The CEO wants
tech that helps them see around corners, and to
leverage it so their organisation can be first to
market. They want all of this technology now, they
want it secure and they don’t want to over pay, or
even increase budget, for it.
This change in technology, products and
organisation means that the skills held by an
organisation’s people also needs to change.
There’s a people-readiness journey that has to
happen and organisational culture will need to be
shaped to address that.

T

MONTHS TO BUILD, SECONDS TO BREAK
In this fast-moving world of new technology,
trust is almost a currency, especially trust in
who you’re partnering with. For the CEO it’s a
people thing within the organisation; externally,
the organisation needs to trust its suppliers and
partners that will take them on this new journey.
There also needs to be trust in the platforms, data
security and access control.
In my interactions with local CEOs, I’m starting
to see more tech-savvy CEOs who understand
the benefits and values of new technology
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Zoaib Hoosen,
Managing Director,
Microsoft South Africa

propositions. CEOs are starting starting to play
a more active role in technology strategy as it
becomes more pervasive in corporate strategy. We
may even find CEOs dealing directly with strategic
suppliers, in absentia of IT and the CIO, and only
bringing the CIO in at a later stage. CEOs who
sideline IT are likely doing so because they believe
the CIO is too risk-averse and doesn’t have the
mindset to break barriers. The CEO wants quick
time-to-value and fast returns, and expects IT to
learn quickly and fail fast. In contrast, the CIO wants
to reduce risk and follow traditional methods.
LIGHTBULB MOMENTS OR KEEP THE LIGHTS ON?
My sense is that there’s less expectation among
CEOs about CIOs being able to innovate; it’s the
role of the chief digital or chief technology officer
or the business itself to innovate. The expectation
is the CIO needs to keep the lights on and enable
innovation, by providing a scalable platform that
allows the business to be agile and responsive.
But for the sake of the CIO’s longevity, and
to maintain a seat at the boardroom table, they
need to step up and improve their partnership
with the CEO. Working together, the CEO and
CIO can identify new opportunities. The CEO
has to embrace and drive the business model
change, while the CIO needs to ensure they’re
trusted to provide strategic business insight
related to technology. The CIO also has to be
open to breaking barriers as part of the innovation
process, otherwise they will be left behind.
The CEO and CIO need to work collaboratively
and with the business to orchestrate the digital
transformation journey. The benefits and
returns from tech investments will be vastly
improved if there’s change management and
skills development. Every role in the business will
evolve, including the CIO’s and the propensity to
learn must not be overlooked. The CEO ultimately
expects the CIO to evolve as quickly as the
technology they’re enabling.

What does current strategies and future trends
for next-generation analytics mean to you?
What if you could move from data visualization to big data visualization?
From slicing and dicing data to using analytics to predict outcomes?
From using more than just structured data for analysis?
It’s there for the taking – real-time information about every physical operation of a business.
All you need is a key: data analytics.
This TDWI Best Practices Report focuses on how organizations use next-generation analytics to
achieve this and more.
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MTN BUSINESS SECURITY.

A

t MTN Business, we understand the
importance of protecting what helps your
business grow. That’s why we pride ourselves
on being an ICT provider that gives peace of
mind with our end-to-end security solutions.
With our collective experience and industry
leading technology, we can prepare your
business for cyber threats. Our end-to-end
solutions include: Vulnerability Assessments,
IT Networks Security, Email Security, Firewalls
as well as Mobile Device Security.
To protect your business go to
mtnbusiness.com/za

A different world needs
a different approach to
security with
MTN Business Security.
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