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or all the talk of digital transformation,
the focus is often around the
technology components – cloud, IoT, AI
– and how it will enable all manner of
business benefits. Sometimes there might
be mention of the importance of culture in
this whole journey. But it seems the
conversation rarely talks about business
processes, and their management and
integration into the digital world. And that
needs addressing.
Business process management is an
established field, which sprang up to
improve efficiencies and profitability. It’s
an area most CIOs will have had some
interaction with before. But it’s an area that
the CIO will need to get a lot more in touch
with as we travel the journey of digital
transformation. Business processes are a
vital component to get to grips with on this
journey. The CIO, who’s playing a leading
role in guiding their organisation through
digital transformation, will need to become
a lot more familiar with business processes.
How does the CIO integrate traditional
processes into the cloud environment? And
how does the CIO align with the business
to guide business process creation,
management and automation in a digital
world? How important is enabling certain
parts of the business to automate their own
processes?
But business processes are
already undergoing their own digital
transformation as automation and AI start
to make their presence felt. There’s a whole
wealth of terms, and supporting acronyms,
from digital process automation to robotic
process automation and intelligent process
automation.

F

Many business processes traverse an
organisation, often leaving IT as the best
placed function to map them and automate
them. However, this raises an age-old issue,
namely IT and business alignment. How
does the CIO engage with the business to
ensure that processes in the new digital
world work for the business’ requirements?
Collaboration and, of course, constant
improvement are key.
In this edition of Transformer, we
look at the field of business process
management and its intersection with
digital transformation. One aspect that
crops up repeatedly is the place of the
customer when designing and improving
business processes. As I mentioned earlier,
digital transformation also impacts an
organisation’s culture, and customercentricity is a core principle of that. This
becomes increasingly evident, and should
be kept in mind.
I hope you find the stories in this edition
interesting and useful.

Ulrike Weitz
Editor

To access the additional content in our
digital versions (iPad, Android and/or
PDF), scan the QR code or visit
http://books.itweb.co.za/transformer/
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The age of digital
transformation
In a world of digital business, how is process management changing?
BY MARILYN DE VILLIERS | PHOTO: SUPPLIED

T

raditional Business Process Management
(BPM) is giving way to Digital Process Automation
(DPA) because the original driver of BPM – cost
saving – is no longer BPM’s key focus. The new goal
is digital transformation. That’s according to a
Forrester report published in 2017, titled ‘Traditional
BPM gives way to Digital Process Automation’.
According to a survey that underpins the
Forrester report, half the process specialists
quizzed said advancing digital transformation
would be the key driver for process improvement
(read: automation) in the years to 2020. The
report’s author and Forrester’s BPM guru Rob
Kopolowitz writes: “It stands to reason, (because)
broken, manual processes turn even the most
creative mobile and web apps for customers into
digital illusions, most enterprises have thousands
of these processes.”
Kgomotso Molefe, CIO at PPC, agrees that BPM
has a key role to play in digital transformation.
“Digital transformation is inherently about the
business’ processes. If you don’t understand the
processes, then it will be that much more difficult
to digitise,” he says.
Despite the fact that we’ve now entered what
he terms a ‘post-BPM world of digital process
automation’ in which customer journeys have
become a major driver of process design,
Kopolowitz emphasises that traditional BPM
functionality will continue to play an important
role in this transition. That’s because the complex
task of driving consistent processes across
disparate systems won’t go away.
DPA DRIVE UNSTOPPABLE
Put another way, BPM may not be a sexy, modern
technology, but it’s essential. It’s therefore
emerging from the shadows of the back-office
towards enabling more meaningful and seamless

4
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internal and external customer interactions.
All this requires CIOs and process leaders to take
a more holistic approach to BPM, paying attention
to both front- and back-end operations.
Kopolowitz says one reason why enterprises
struggle to transform their businesses is because
they haven’t automated the operational processes
that underpin customer journeys. He predicts the
shift from ‘old line’ BPM suites to ‘faster, inexpensive
and more user-centric’ DPA will be unstoppable.
“Breakdowns in processes like parts and service
scheduling, pricing, returns, and warranties derail
customer journeys. A new generation of digital
process automation practices, platforms and plans
are the answer,” Kopolowitz writes in the May 2018
report ‘Refocus Process Automation to Rescue Your
Digital Transformation’.
“Customers don’t care about boundaries
(between processes, and front- and back-office),
they expect a seamless, efficient, transparent
journey. To that end, process automation must be
both a strategic and technical initiative,” he notes.
This time last year, in its predictions for the year
ahead – 2018 – Forrester noted that automation
had been one of the most profound and disruptive
forces in human history and anticipated that
the market for automation would accelerate
faster over the next 12 months. Nevertheless, the
research company warned that while automation
of processes made sense, it wasn’t a panacea for
bad process. Bad automation process is still bad
process.
According to Molefe, all manual and repetitive
processes at PPC are consistently reviewed
with the view to automate where necessary.
Processes like inbound logistics are a prime
focus for automation in the business, and the
cement supplier is also looking at fully automated
(unattended) raw materials receipting processes.

Automation is also set to play an increasingly
important role at Prostar Paints, according to its
group CIO and digital officer, Modibedi Oliphant.
Several processes, particularly internal processes,
are scheduled for upgrading and automating.
But now it seems DPA is just the first step on the
process transformation journey, with Robotic
Bronwyn
Process Williams,
Automation (RPA) set to be the next
Flux Trends
big push, closely followed by Intelligent Process
Automation (IPA).

Modibedi Oliphant,
Prostar Paints
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“Customers don’t care about
boundaries (between processes, and
front- and back-office), they expect
a seamless, efficient, transparent
journey.”
Rob Kopolowitz, Forrester

PPC’s Molefe says his organisation is reviewing
functions like account payables, receivables and
payment allocations for RPA purposes. In fact, the
company has already identified a toolkit that will
enable it to adopt RPA.
Gartner reports that its analysts are seeing a
significant increase in interest in RPA from CIOs,
particularly those in the financial services sector.
Nevertheless, Gartner warns that RPA isn’t a tool
that can or will solve everything – and it shouldn’t
be used to try and mask broken processes.
According to the research company, CIOs
implementing RPA face significant challenges due
to the fact this technology requires structured
data and fully defined rules in which to operate.
Another problem with RPA adoption is the cost
involved. ProStar Paints’ Olifant says the company
had to put a project to introduce robotics and IoT
capabilities in the manufacturing facility on hold
because the costing was too high to justify. “We
will continue to look at how this can be achieved,”
he adds.
Gartner notes that many RPA vendors are
beginning to move toward offering IPA. In fact,
Gartner’s ‘Forecast Snapshot: Robotic Process
Automation, Worldwide, 2018 Update’ predicts
that the RPA software market will grow by 41%
year-on-year through 2022, and more than 25%
of potential tasks suitable for RPA will have been
automated by 2022, up from 2% in 2016.
However, RPA isn’t the end of the BPM-digital
transformation journey. Intelligent process
automation is seen as the next step beyond
standard RPA and BPM offerings in automating,
optimising and transforming processes beyond
the repetitive, rule-based tasks that are currently
being automated.
IPA allows for the tackling of more skill-based
tasks, provides support for unstructured data and
complex decision-processing, and incorporates
learning capabilities to adjust the algorithms and
processes to maximise efficiencies of tasks.

6
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Forrester maintains that intelligent automation
will replace 20% of service desk interactions as a
result of a combination of cognitive systems, RPA
and various chatbot technologies.
LAST WORD
Despite all the hype, and the glowing predictions
about the trajectory of BPM, DPA, RPA and other
process-related acronyms, the fact remains – as
Patrick O’Reilly, CIO of MIP Holdings points out –
there are many, many businesses in South Africa,
and even around the world, that are still grappling
to get to the first level of BPM.
Moving up the digital transformation/process
improvement/enhancement ladder requires
functional BPM systems first. Thereafter, progress
is also not linear, but rather an evolution with
processes throughout the business crossing the
boundaries between departments, divisions and
operational areas. Whether those processes are
automated or intelligent should not be the first,
main or only priority – rather, the focus should be
to get the BPM basics in place first.

What the CIO needs to know about
process software
As the move to DPA accelerates, Forrester says CIOs will
have to look for solutions that offer functionality, pricing
and delivery that’s faster, less expensive and more user
centric than ‘old-style’ BPM suites. The research company
recommends that CIOs look for vendor offerings that include
tools to build onboard applications fast, focus on user
experience, offer innovation in AI and new interfaces like
voice and chat, and enable new non-human connections via
the Internet of Things.
According to Forrester, a new class of non-traditional
BPM vendors and platforms is rising to meet the growing
DPA challenge. CIOs should, therefore, pay particular
attention to platforms that offer ‘quick starts, low
initial costs that grow with business value, and tools for
development by business experts’.
Meanwhile, BPM vendors are also starting to look
seriously at using AI to enhance their offerings by making
investments into three broad categories of AI:
• Process optimisation through machine learning
• Augmenting humans with new sources of cognitive
expertise
• Deploying new user interfaces.
Another factor that CIOs should bear in mind when
considering investments in BPM, DPA or RPA software is
Gartner’s prediction that although most RPA deployments
today are predominantly on-premise, by 2022, more than
20% of RPA deployments will be cloud-based (RPA-as-aService), bought on a pay-per-use basis.

| CLOUD

Cloud, business and the
transformation
Which comes first: digital transformation or BPM and automation?

BY TAMSIN OXFORD | PHOTO: SUPPLIED

D

igital transformation is doing more than just
shifting business capabilities, it’s changing business
priorities and, according to Forrester, BPM is
repositioning itself alongside it. BPM is becoming
central to building customer-centricity while taking
advantage of the emerging technologies of
automation and AI.
“The digital transformation journey comes
with new client interactions and new ways of
engaging,” says Andrew Turpin, chief operating
officer, Grindrod Bank. “The business processes we
currently use are all too comfortable and would
simply embed the constraints of the past should
we persist with these into the future. The digital
transformation journey must be accompanied by
business process re-engineering.”
Digital transformation is about the customer’s
journey, not the company’s, and business processes
should reflect the ethos of ‘customer first’, but
does that really mean that business processes
should change? If they don’t, will they inhibit the
organisation’s ability to move towards a more digital
and customer-centric structure?
“The old school of thought that required
processes be set in order, before starting a business
or operational transformation, is no longer a
requirement,” says Karoly Kramli, head of Digital
Transformation Ecosystem, Deloitte. “What’s
required is finding a way of introducing digital
technologies, such as robot process automation,

and robotic and cognitive analytics (RNCA), as you
start evolving the business. This must follow an
iterative process – the business needs to evolve
alongside.”
BALANCING AUTOMATION
For Kramli, becoming automated with the right
technology will allow BPM to adapt as the business
moves through the digital transformation process.
That said, this isn’t an open door to automating
every last part of the business. It’s rather an
opportunity to adjust or remove bad processes
and to increase visibility so issues are identified
before they become embedded in new systems and
continue to make the same mistakes.
“The key thing about BPM is ensuring you provide
a platform for dynamic processes that can change
as the business changes,” he adds. “The fundamental
design philosophy is that the process needs to be
rules-driven, as opposed to rules-encapsulated
within the process itself. The important thinking
here is that technology enables the process to be
flexible as the organisation evolves through digital,
as opposed to just automating something that isn’t
relevant.”
BPM moves the simple automated process to a
critical component in creating customer experiences.
Its role becomes more focused on enhancing
operational efficiency and allowing for the delivery of
ongoing improvements and business agility.
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Andrew Turpin,
Grindrod Bank
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“Taking broken processes into the
cloud would be catastrophic for
customer experiences, but would that be
different in an on-premise world?”
Anton Herbst, Tarsus Technology Group

“Without continuously improving the processes
that lead to an improved customer experience,
the transformation journey will be a stop-andstart affair,” says Anton Herbst, chief strategic
officer, Tarsus Technology Group. “The digital
transformation journey is disruptive in nature
while BPM is an iterative approach of ongoing
improvement. The two are tightly coupled, but
have very different objectives.”
MOVE TO THE CLOUD
Within this, there’s the obvious move to the cloud
and the impact it has on BPM and transformation.
Herbst believes that mapping, optimising and
automating the processes is the foundation for
all businesses that want to compete in the digital
world, whether they run their technology in the
cloud or in their own datacentres. The cloud
introduces a change in mind-set, and potentially
the business model, allowing for a more adaptive
and experimental approach to the technology that
underpins the digital transformation journey.
“Taking broken processes into the cloud would
be catastrophic for customer experiences, but
would that be different in an on-premise world?”
he asks. “Assuming that the traditional processes
are optimised and mapped, it would be useful
to understand how the customer interacts with
the process and design new ones with that in
mind. A sophisticated application integration layer
obviates the need for deep integration between
traditional and digital processes and systems.”
When integrating the traditional into the digital,
the understanding of customer interaction should
underpin process and planning. It should also
be supported by the reality that BPM is evolving
to reflect the changing demands and realities.
It’s critical that the organisation selects the right
technology in ensuring the integrity and speed of
processes delivered are maintained.

“You can’t map to the nth degree, but it’s key to
ensure that in the cloud, you’ve selected the right
process orchestration tools that can manage the
process across on-premise, hybrid and full cloud,”
says Kramli.
It’s a juggling act that balances the need for
refined business process management within the
constantly evolving realm of digital transformation
and cloud. What’s left is the technology that
allows for the business to deftly weave in BPM
that focuses on the customer while still ensuring
processes are efficient and consistent.

A burning code question
Where do microservices, blockchain
and APIs fit into business process
management? According to Grindrod
Bank’s Andrew Turpin, these technologies
require a different understanding of
business process management and
engineering. Cloud lends itself to
microservices and this means that
business processes need to be considered
in light of asynchronous events rather than
predictable synchronous activity. What the
consumer experiences is that their needs
are met, what the business experiences is
a tenfold increase in complexity.
He adds: “Digital brings new players
because it’s ecosystem-driven, which
means that a product or service used by
a consumer isn’t provided by a single
provider, but rather from the ecosystem
created by the API economy. To remain
relevant, companies will have no choice
but to participate in the API economy, both
as a consumer of services and a provider

of gateways and data.”
Karoly Kramli, Deloitte, adds: “Using
BPM in terms of integrating with backend
APIs is essential and microservices are
even more so. They can expose granular
functions as required.”
These technologies do play a role
in moving from the weighty process
to the more granular, allowing for
enhanced customer experiences and
improved processes. That said, system
design and architecture are critical for
their effective use, as Anton Herbst,
Tarsus Technology Group, says: “Far
more emphasis is required on design to
ensure the smooth and value-adding
interaction between different systems.
As the integration of entities across the
value chain becomes essential for an
enhanced customer experience, the use
of microservices, blockchain and APIs
will grow in importance and will become
indispensable.”
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How digital impacts BPM
Business process management is a powerful, grassroots way to start a digital
journey – without breaking the budget.
BY JAMES FRANCIS | PHOTO: SUPPLIED

A

s businesses become more reliant on
digital tools, there’s a lot of interest in how
these can affect processes. Optimising
processes has long been a challenge for
companies, so much so that BPM is regarded
as one of the first fronts of original digitisation.
Turning paperwork into bits and bytes started
happening a few decades ago, greatly
improving efficiencies such as checks to
reduce errors in paper-based processes.
Things have moved along considerably
since. The most eager messages talk of fully
automated processes, creating a business
utopia where digital platforms keep everything
humming like clockwork. But according to Rob
Koplowitz, principal analyst at Forrester, though
digital is vastly improving it, BPM shouldn’t be
confused with processes themselves.
“BPM is about constantly looking at
processes. It lives alongside various systems in
the business. You can use it to drive efficiencies
and automation, but you rely on BPM to make
those decisions.”
MAKING PROCESSES VISIBLE
Process automation is different to BPM, which
relates more closely to the visibility and
understanding of processes. Priya Thakoor,
Coca-Cola Africa’s digital director, says there
are many gains if you can make sense of what
processes are and aren’t delivering, and why.
“Processes might be simple, like signing off
on a purchase order that brings in products for
customers. They’re simple productivity gains
that meet real business requirements. But it’s
often not visible and understood enough by
the people who can change them.”
We live in a more customer-facing world
and, as such, many processes being scrutinised
are through that lens. How can a process be
improved to improve customer experience
or delivery? Companies naturally prioritise
changes to those processes. Yet this often also

10
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creates a blind spot. Internal processes often don’t
get nearly the same amount of attention as those
serving customers.
“There’s a lot of focus on the customer value
proposition,” says Thakoor. “But what about the
employee value proposition? This is really where
the conversation around BPM should be, touching
on a lot of the stuff we don’t get to because of the
outward focus.”
BPM FOR EVERY PROCESS
Improvement of internal processes can help a
business considerably, but the costly nature of
process orchestration platforms puts too much
pressure on budgets for that luxury. So any BPM
solution tends to focus there. But there’s a wider
market of small-yet-effective BPM platforms and
SaaS choices, which is liberating, says Thakoor.
“Often, basic needs around processes aren’t met
because you run into budget barriers. But you
can get SaaS tools, making budgets less of an
issue. Obviously, you need support, integration
services and other requirements. But we’re so
pre-programmed to use big name vendors that we
often make solving process issues bigger than they
need to be.”
DIGITAL ENABLER
Using BPM to help impact internal as much as
external processes can win over considerable
grassroots support – what Thakoor calls a fan
base – for digital projects. “BPM has many facets
and layers. It can act as a set of enablers for digital
projects in an organisation,” she says.
There are even bigger gains. Some BPM platforms
allow for local configurations without running into
the complexity traps of customisation. This means
that process management can be tailored more
closely to requirements on the ground without
disturbing the core systems being relied on. Modern
digital platforms enable companies to conduct
various tasks simultaneously – and BPM platforms
are no different.

“There’s a lot of focus
on the customer value
proposition. But what
about the employee value
proposition?”
Priya Thakoor, Coca-Cola Africa

The local level is often where you find more
processes being ignored or informal processes in
play. A value workflow might be inside an Excel
spreadsheet, on a single machine and understood
by one employee. If BPM can be used to help give
more local autonomy over processes, it can also
help rein in those stray processes and problematic
workarounds.
In other words, BPM could be used to sort
out process problems at the local level with
the cooperation of those employees, who in
turn could become digital-friendly because
it also solves problems for them as they see
it. Meanwhile, the overall company IT and
governance policies aren’t put in jeopardy.
Creating more local autonomy over processes
can also help large companies be more agile, says
Thakoor. “Big companies can get tied down with
global processes. These can create problems on
the local level, yet that’s where the customers are.
Smaller companies don’t have this issue. That’s
why they’re more agile. If those local branches
had more control over processes, they could
improve things faster.”
BPM is also a way to gauge how leaders in the
business can see the value digital brings to the
table. As with any technology, the ability for BPM
to deliver is down to it being used effectively.
“BPM definitely gives the upper levels of the
business more visibility over processes all the way
down. But whether that happens is a different
matter. You can have fantastic visualisation tools
to help, but BPM requires leaders who want to
bridge those gaps.”
BPM can’t accomplish much without leaders
willing to champion its use. But winning them
over can be easier if the BPM focus includes those
more basic internal processes that are overlooked.
Processes stuck in spreadsheets and hidden in

Priya Thakoor,
Coca-Cola Africa

PCs under desks can be aired out and formalised,
particularly processes that improve the workplace
for employees.
Digital creates new potential for how BPM
can be deployed and used, spreading its focus
and impact. BPM returns the favour by helping
demonstrate what digital can do for the business.
Between the two, they might just win the hearts
and minds of companies, bringing them into the
age of Industry 4.0.
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‘Rogue IT’ in BPA
Certain power users within an organisation are now able to automate their own
processes as part of a greater automation drive, meaning the involvement of the IT
department is now limited in this regard.
BY MARILYN DE VILLIERS | PHOTO: SUPPLIED

F

orrester points out in its report ‘Refocus
Process Automation to Rescue your Digital
Transformation’ that process owners are the best
people to lead the automation of the hundreds, even
thousands of operating processes required for digital
transformation.
So does that put software developers, IT
departments and even CIOs on the endangered
species list – at least as far as business process
automation is concerned?
Not so fast. Process owners, Forrester emphasises,
can’t and shouldn’t go it alone: not only do they
need strong executive support for the organisational
and cultural change that digital transformation
entails, they also need IT support to sustainably
automate processes.
Gartner, a fierce evangelist of RPA, acknowledges
that even at its most basic level, early deployments
of RPA tools have revealed that although the tools
appear easy to use, ‘a degree of IT support is needed
for some to integrate them into an enterprise
environment’.
Phyllis Mothiba, head of IT and Business Process
at EnviroServ, says everyone in an organisation has
a certain skill and should be careful of becoming too
involved in areas that aren’t their primary focus.
“Super users don’t have the full skillset required to
drive automation. They may have some skills, but the
IT department will have a level of technical skill that
few, if anyone, in the organisation, will match,” she
says.
BUSINESS AND IT ALIGNMENT
However, Mothiba believes that process users and
owners have invaluable input for the development
of business automation processes. The problem,
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however, and one of the main reasons process users
often attempt to do their own development, is that
business and IT are often not aligned, and they don’t
speak the same language. This disconnect causes
friction and frustration.
In an effort to solve these problems, EnviroServ
brought the BPM team and the IT department into
the same fold. That was three years ago and it’s been
hugely successful. They sit in the same workspace,
which encourages communication and collaboration
on a daily basis; the BPM team, which understands
the processes in the business, the pain points and the
improvements required, can translate this in a way
that the IT team can understand, while the IT team is
getting a better understanding of business needs.
“Now that the two are collaborating so closely, the
entire development process is much faster,” Mothiba
says.
Maria Pienaar, co-founder, Blue Label Ventures,
concurs. “If the process automation exercise involved
just one process, and the right tools were available,
having power users develop their own processes
could work,” she says.
“However, when it comes to digitising the end-toend business process, which crosses functions and
departments, there’s invariably a need for integration.
No matter how good they are, power users have
neither the skills, nor the access to the relevant
systems, to do that.”
That view is echoed by Patrick O’Reilly, CIO of
MIP Holdings, who says that while there are tools
that allow people to set up their own process flows
and don’t necessarily require the IT department’s
involvement, he doesn’t believe this type of rogue or
ghost IT would contribute to a holistic solution for an
enterprise.

“If the process
automation exercise
involved just one process,
and the right tools were
available, having power
users develop their own
processes could work.”
Maria Pienaar, Blue Label Ventures

“You’ll end up with little islands of process that
may not be integrated back into the processes that
affect the broad enterprise. It might be possible to
make a case for users to have their own little tasks
and processes that take care of interactions within
departments, particularly when the IT department
is too busy to deal with them. However, getting
these integrated into the corporation’s main
process flow that’s already running against the
ERP systems and those controlling the business
processes is extremely challenging,” he notes.
CLOSER COOPERATION
Kevin Wilson, GM of Group IT at Stefanutti Stocks,
says the need for closer cooperation between
business on the one side, and IT on the other,
is of paramount importance. He, however,
acknowledges that power users can, and often do,
bring interesting and feasible insights and options
to the process development table.
“In an environment like construction, where
there’s less pressure in terms of governance and
risk requirements than banking or health services,
for example, we can be more open to innovations
and adaptations from the power process users
themselves,” he says.
However, this doesn’t mean that IT should
abrogate its oversight role in advising and guiding
everything IT, including process systems. This helps
to ensure that the proposed solution is one that
will scale, will leverage available technology to its
fullest extent, and will, if necessary, be able to be
integrated with other processes in the organisation.
“We’ve adopted a variation of the old Microsoft
‘embrace, extend, extinguish’ strategy for these
instances. We allow power users to bring in their
new process technologies; we check it out, and
if it’s worthwhile, we customise and extend it to
the point where the original no longer matters.
Where it’s good technology and has merit, we try
to make it part of our infrastructure and extend it
to other departments or group companies,” Wilson
concludes.

Kevin Wilson,
Stefanutti Stocks
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GO SERVERLESS TO GET THE BEST
OUT OF YOUR DATA
If data is the new oil, then refining value from increasing volumes of data is a challenge
for conventional computing paradigms. Serverless computing offers the solution.

HERMAN BADENHORST, DataWave and BRIAN D PERRINS, Talend

S

erverless computing has seen a significant adoption
over the last couple of years, with all the major public
cloud providers enabling serverless architectures. AWS
Lambda, Azure Functions and Google Cloud Functions provide
an abstraction layer to deploy small pieces of code instead of
monolithic applications and further simplifies public cloud
consumption. But, serverless architecture isn’t suitable for all
applications and has its own issues that need to be considered.
Data holds the key to success and competitive differentiation
in an increasingly competitive, digitalised business universe.
The new digital rush is to analyse information about customers,
competitors and business partners to develop new products and
services that in turn enable companies to build deeper, more
long-lasting and profitable relationships with customers and
partners, and even create new businesses.
These insights are used to develop apps on the fly, and the
need for speed and accuracy are also posing challenges to
conventional computing and development models in a utility
computing model where pricing steadily moves to being
consumption-based.

FPaaS is the future?
Cloud computing has long been seen as the potential solution
because of its inherent scalability and flexibility, and the
potential it offers for pay-as-you-go computing that sidesteps
the need for capital investment. But technology continues to

advance. FPaaS (Function Platform as a Service) is
where IT strategies should be heading.
Globally, and South Africa is following suit with
cloud computing’s growth in both private and public
sector, cloud has meant that service providers are
able to offer more segmented solutions aimed at
specific use cases. Serverless computing is one of
the emerging services of particular relevance to
data integration and manipulation, and then the
rapid creation of apps to take advantage of the
insights furnished by the data.
In serverless computing, the cloud provider acts
as the server, dynamically managing the allocation
of resources and time. Pricing is based on the
actual amount of resources consumed, rather than
on pre-purchased units of capacity. This means
that IT departments no longer need to provide
managed server capacity.
As research firm Gartner has pointed out:
“Serverless computing… promises to eliminate
the need for infrastructure provisioning and
management.”
IT leaders need to adopt an application-centric
approach to serverless computing, the firm says,
managing application programming interfaces
and service level agreements, rather than physical
infrastructures.
In order to realise the full benefits of serverless
computing, companies must combine it with
continuous integration and continuous delivery
(CI/ CD), which will reduce time to market.
CI/ CD leverages containers, standard units of
software that can run quickly and reliably from
one computing environment to another. CI/ CD
also allows users to gain confidence in the apps by
continuously testing and validating them.
“The end goal is simplicity and ease-of-use, but
getting there isn’t without pitfalls. Talend’s strategy
is to help organisations navigate the journey to
serverless and the ability to access all platforms;
leverage native performance; deploy built-in
security, quality, and data governance; and put data
into the hands of business users when they need it,”
says Brian Perrins, sales manager: Eastern Europe,
Africa and Middle East, Talend. “Our methodology
will assist South African companies to leapfrog
to the new model, and compete successfully with
companies in the developed world that have taken
the lead in realising the potential of digitalisation
and building agile IT environments.”

| INTERNET OF THINGS

A knockout combination
When bringing IoT and BPM together, organisations can obtain real and tangible
benefits for the business.
BY RODNEY WEIDEMANN

T

he real power of data lies in what an
organisation does with it. This is why marrying BPM
and IoT technologies can work so well. This marriage
enables companies to connect data from the physical
world with data in the cyber world, and then, through
analytics, deliver this combined information to the
relevant users, at the right time and in an easy to
understand format.
If you think about it, says Denis Bensch, CIO at
FlowCentric, IoT devices are primed to sense, monitor
and operate easily with their environments, while BPM
excels at system integration, managing process logic
and processing data. Together, they monitor, gather
and execute on data from external environments. By
bringing them together, he continues, data can be
gleaned directly from IoT devices and automation can
take place immediately, without the need to wait for
people to interact with the environment.
“In other words, personnel don’t need to keep
manually checking environments – especially remote
locations – as sensors are installed and configured
to send data packets at regular intervals. If there’s
a pattern in the IoT data that requires action, such
as the temperature increasing, the data will trigger
an alert in the BPM system. Once this is triggered,
a process will automatically be initiated and a task
notification sent to the correct users, informing
them to take action. The process will continue to
send email or SMS reminders until the task is either
completed or escalated to a manager for action,” says
Bensch.
IN THE REAL WORLD
“Of course, when deciding how to integrate IoT and
BPM, it’s important to choose a real-world solution
that will offer tangible benefits to the business, be it
cost savings, risk reduction or increased efficiencies.
The cost and effort involved in setting up a BPM/IoT
solution must then be evaluated against the genuine
benefits that will be gained from the solution, in order
to ensure that the company sees a real return on
investment (ROI).”

Vishal Barapartre, CTO at In2IT, adds that a good
example of how IoT and BPM can be integrated
in the real world to deliver genuine ROI lies in the
vehicle tracking systems used by the short-term
insurance providers. With an IoT sensor fitted to the
vehicle, it becomes possible to track not only where
the car is and whether it’s parked safely, but also the
speed, braking and steering when it’s being driven.
“All this information can be delivered to the
insurance organisation, which can then implement
business processes related to this data. For example,
if the car is regularly driven fast, or parked in an
unsafe area, then the process determines that the
driver’s premiums should be adjusted accordingly.
This is beneficial to both the driver – who learns
better driving habits – and the insurer, which
effectively ensures the vehicle is driven more safely
and thus the likelihood of having to pay out on a
claim is minimised, which is the kind of ROI such
companies are after,” he says.
VITAL ELEMENTS
“Of course, it’s imperative to have a genuine
business outcome in mind when bringing these
two areas together. In addition, it’s important to
bring analytics into the mix as well, as this will
be vital in processing the vast amounts of data
produced by the IoT sensors, and in delivering the
critical nuggets into the BPM system.”
Looking ahead, says Bensch, it’s clear we’re on a
digital journey and the majority of these tools, BPM
and IoT included, have already demonstrated their
worth individually. By integrating them all properly,
it’s clear that even greater benefits can be derived.
“When IoT, BPM and analytics are properly
and effectively combined, these technologies
actually have the potential to create solutions that
deliver tremendous agility with respect to crucial
business decisions. And it’s not only through the
highlighting of problems, but also by revealing
solutions and opportunities for market growth,” he
concludes.
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Co-operation
key to a
successful
IT evolution
That public sector organisations have
an imperative to transform digitally has
never been in doubt, but many of these
entities are still finding themselves
struggling with resourcing and budgetary
issues, leading to slower rates of
transformation. Despite this, public
sector IT leaders are still attempting to
evolve in order to stay ahead of the IT
curve and meet the demands of their
customers, and have made substantial
progress in digitising government
services in recent years.
“Digitisation can improve the quality
of life for citizens by fostering greater
civic participation, providing access to
information, and offering new tools for
health and education. In recent years,
South Africa has accelerated its digital
society efforts, but there is much that
can still be done,” says Collin Kunene
from MTN Business.
He says that any successful digital
transformation—whether in the private
or public sector—depends on having
a clear vision and defined goals, and
then setting priorities. For governments,
this means intimately linking digital to
public-policy objectives and viewing it as
a lever for achieving them.
“A country’s digital vision should
be accompanied by a clear set of
milestones and metrics that monitor its
implementation and impact. To ensure
success, initiatives that don’t yield the
expected results should be rigorously
evaluated and adjusted. Most importantly,
public sector ICT leaders need to
understand that digital transformations
require ways of working that are very
different from how governments have
traditionally operated.”
Kunene points out that instead of

Collin Kunene,
Acting GM: Public
Sector, MTN
Business

remaking products, processes, and
policies according to what benefits
each agency, governments running
successful transformations typically
orient their efforts around what citizens
desire and expect. This requires coordination among all the different
agencies, which is the hardest task in
the transformation journey.
“Centralising digital initiatives across
government agencies by providing
shared platforms and services allows
public sector organisations to focus on
actual service delivery. Initially, this could
involve co-ordination at a high level,
moving into the detail when the strategy
has been completed. The strategy
would incorporate a rollout schedule
of initiatives and progress monitoring,
as well as identifying obstacles and
providing support to the different
government agencies that can address
them,” he says.
“However, this requires designing
interoperability and data-architecture
standards as well as ensuring there’s
a consistent user experience and
compatibility with the data and systems
of other agencies. To achieve this, the
public sector will not only need to invest
significant additional resources in ICTs,
but different agencies and departments
will have to start working together.”
Kunene adds that the traditional, siloed
model of every agency procuring and
maintaining its own technology should
be replaced by shared platforms and
services that enable the seamless sharing

and aggregation of data across agencies.
“With agencies powered by an integrated,
cloud-based data architecture, citizens
can go online to track the progress of
complex, multiagency requests, use the
same document to navigate multiple
online processes, and get their identities
verified in one simple step. This model
also reduces paperwork, streamlines
back-end processes, improves the
government’s ability to provide targeted
support programmes, and allows realtime updates of databases. It also affords
the kind of 360-degree view of citizens
that enables governments to serve people
more efficiently and effectively, a result
much like what private sector companies
are trying to achieve.”
With cloud environments replacing
the sprawling on-premise datacentres,
public sector organisations can no
longer justify or afford to operate in silos,
he says. “Whether these agencies are
only embarking on their cloud journey,
or are well down the line, they need to
start working with each other to provide
the kind of citizen-centric systems that
digital transformation enables, and that
today’s citizens are demanding. Although
the public sector has taken steps
toward this, a systematic approach to
digitalisation is lacking. Systematically
implementing digital initiatives can go a
long way toward ensuring a successful
IT evolution.”

| SECURITY

Connecting BPM and cyber
security
Security and process management are a highly potent combination, and BPM
services make the relationship possible.
BY JAMES FRANCIS

S

ecurity is increasingly a priority for
company leaders, the risks that it mitigates
growing abundantly clear. Much of this is
being driven by data governance. Be it for
reasons of compliance or performance, a
well-maintained data environment is vital for
modern businesses.
Yet when the role of processes is taken
for granted, things tend to go off the rails.
Formal processes are subverted as employees
take shortcuts. This isn’t always malicious,
but human forgetfulness and prioritisation
can lead to process neglect. Combine such
neglect with data governance and problems
are likely to start.
BPM IN PLAY
Data governance and security projects
fail when they don’t take processes into
consideration – not only the proposed ones,
but specifically the ones already in play.
The US’ National Institute of Standards and
Technology offers a simple formula: look
at the business needs, and then weigh the
processes to meet those needs along with the
company’s risk management strategy. The first
step of governance projects is to understand
all processes being impacted, who they
involve and when.
This is one area where BPM has attained
new significance. You can’t rely on processes
if you don’t know how they work. Modern
BPM platforms provide that enlightenment
if they’re encouraged, implemented and
supported effectively. There’s much more
choice in the BPM market thanks to new
vendors and cloud-based SaaS products. Thus
introducing BPM to catalogue and measure
processes prior to a data governance or other

security-related project is less taxing than in the
past, which was dominated by tier 1 process
applications.
Some CIOs already expect more from BPM
than just finding bottlenecks and encouraging
refinement. They use BPM platforms to gather
relevant usage data and for developing apps
that tie into other business systems. But even
at a more basic level, BPM can play a crucial
role. Since processes are what bind people to
outcomes, BPM can create common ground that
accommodates different stakeholders.
SECURITY RISKS
Yet security practitioners should also pay close
attention to BPM itself, as it can leave its own
gaps for attackers. For example, the simplistic
implementation of user groups often exposes
processes that should be more secure. Another
bugbear is expecting other security measures,
such as firewalls, to cover processes, when in
fact you need more nuanced safeguards, even
protecting the individual fields on input forms.
BPM vendors are improving the ability of
their platforms to deliver results and are quite
enamoured with artificial intelligence to boost
BPM capabilities. Process automation is also
becoming more sophisticated, again requiring a
high level of process awareness and inclusion in
project planning.
These developments place a great onus on
good security around processes themselves. If it
all sounds complicated, it is. This is perhaps why
process management is often overlooked: why
fix what isn’t broke? But are you aware of which
processes are broken? Not knowing the answer
often leads to larger projects failing, especially
where security and data are involved in today’s
fast-moving businesses.
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Eight steps to implementing

process automation
Words RODNEY WEIDEMANN | ILLUSTRATIONS ZACK HOOSEN

For an organisation requiring information to be integrated between its different applications, process automation can be a
very useful tool. It can help to make business operations simpler and more efficient, especially in automating mundane
tasks and it can also enable more intelligent decisions to be made automatically, going forward. With that in mind, here
are eight steps to implementing process automation in your business.

1

3

Understand the
difference between
BPA, RPA and IPA

Create a clear
definition of
ownership
It’s imperative to create a clear
definition of ownership, so that you’re
aware of who in the business will do
what and when, and who owns each
individual process. You must also
ensure that the tool to be used fits the
job requirements. It’s important here to
also properly define the objectives or
outcomes of the automation, to ensure
that you don't wander off-track in the
excitement of implementation.

Business process automation (BPA) is
simple automation that focuses on a
specific function via a workflow. The
intention with BPA is to make a process
simpler and faster, ensuring it operates
in a smarter fashion.

2
Robotic process automation (RPA) is
used for mundane processes that
involve obvious patterns, such as
customer enquiries and other basic
response situations.

Finally, intelligent process automation
(IPA) is similar to RPA, but adds
intelligence and understanding behind
the process, effectively allowing it to
learn and improve. RPA would, for
example, be ideal for implementing
chatbots in a contact centre.

18

Decide which business
processes you feel
should be automated
The key here is to focus on those
processes that are people-intensive, but
don't necessarily add any value to those
doing them, as they’re simple and
repetitive. You should also consider
processes that are stable and don’t really
change much over time. Furthermore,
with most organisations focusing
increasingly on the customer experience,
something like IPA could be used for
those processes related to customer
experience.
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4
Learn from the
experience of others
Don't be afraid to ask for assistance or
advice from experts, and remember
there are many other enterprises that
have undertaken various forms of
process automation and are willing to
share their learnings around it. You can
also learn from the approach used for
continuous improvement, which
operates to the principles of 'Plan, Do,
Check and Act', as this is ideally suited
for process automation as well.

5

7

Plan properly before
implementing

Focus on the
low-hanging fruit

It’s important to plan carefully before
beginning any implementation. This
means studying what processes within
your enterprise are suitable for
automation and properly understanding
both the repeatability of each process, as
well as how stable these are. Ask
yourself whether you can predict the
outcome and whether the data that
supports this process has been properly
structured, because ultimately,
successful automation is built on an
effective structure.

When automating processes, they vary in
complexity. When undertaking process
automation, you should initially look to
focus on the easy ones, as these are the
low-hanging fruit. Moreover, successfully
implementing the easy processes first
will build confidence for the later
implementation of the more complex
ones. A good start is to focus on any
activity that’s customer-facing, but that
doesn't necessarily actually require staff
to implement. On the internal side of
things, you should begin with the
mundane business tasks, which can be
automated quickly and will deliver rapid
benefits to the organisation.

6
Check everything twice
Once you know which processes you
want to automate, you need to carefully
plan the order in which these will be
automated, which tools you will use in
the undertaking and which vendors you
should talk to. You must also obtain
buy-in from across the business and
study whether the processes you’ve
chosen to automate will deliver the
relevant business value. Then you need to
test to ensure it works as predicted,
bearing in mind that you may need to
test multiple iterations before you get it
exactly as you want, delivering the value
you require and, most crucially, matching
the targeted outcome.

8
Implement your
processes
This is the exciting part of the journey,
where you actually release whatever
types of process automation you have
chosen and created into the business.
What you need to be aware of here is
that once it’s effectively in the actual
business environment – as opposed to a
constrained testing environment – there
remains the potential that things might
occur differently in the real-world setting,
in comparison to how it went in the
sandbox. So although you’ve
implemented your process automation,
you need to continuously watch it,
evaluate it and consider how it can be
further improved. And the learning
acquired in this manner can also be
applied to any future process automation
you choose to undertake.
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AUTOMATION AND IT |

Fully
automatic
transition
Process automation should
be a key goal of any digital
transformation project. But
where do you start?
BY ADAM OXFORD | PHOTO: SUPPLIED

T

Phyllis Mothiba, EnviroServ
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he most important talent for a programmer
to have is a knack for problem-solving: the ability
to break a challenge down into its constituent
parts and methodically figure out how to address
each one. The second most important talent is an
innate desire for efficiency: as the old developer
adage goes, if you do something more than once,
automate it.
As digital transformation brings the worlds of
IT and business ever closer, so the principles of
automation are being applied more widely in
corporate spaces. Having gained a foothold in
multidisciplinary DevOps teams, which rely on
automated processes for software testing and
production, digital transformation is gaining wide
acceptance as firms look to reap the benefits of
digital.
According to a recent report by IDC, titled
‘Intelligent Automation Services Value Chain’,
automation is heavily relied on by business
process outsourcing firms, which aim for cost
savings of around 30% compared to traditional
administrators.

“We need to be creating jobs jobs in South Africa
and the ones that entry-level employees should be
doing are the easiest to automate.”
Mark Walker, IDC

The report breaks down automation into three
categories:
• basic automation, or using scripting and macros
to speed up data entry or document creation;
• machine-augmented decision-making, in which
software tools use predetermined rules to 			
perform tasks previously done by humans, such 		
as invoice processing; and
• autonomous decision-making, which uses
machine learning to analyse data to predict 		
decisions and improve them. The last category 		
includes intelligent virtual agents or unplanned 		
outage prevention.
The level of interest in automation has risen
dramatically in recent times, says IDC’s associate VP for
Sub-Saharan Africa, Mark Walker.
INCREASING ACCESS
“What’s happened is that the knowledge about
automation and availability of platforms in the cloud
means that you can do a lot of the stuff that was
previously too cumbersome or expensive, because
now it’s easier and available for everyone,” says Walker.
“Software-as-a-Service and developer platforms are
much more modular and open too, so you can do a lot
more by coupling them together in Azure or AWS.”
Much of today’s hype is around RPA, in which
software agents complete tasks using the same user
interface as a human operator. Companies like UI Path
offer tools for creating bot workflows that both carry
out the work of data entry clerks, for example, and can
help drive more efficiency by creating data about their
jobs. RPA is particularly useful for bringing automation
to legacy systems that don’t have easily accessible APIs.
SAVE TIME, KEEP JOBS
“In South Africa, we’re very much at the base level,”
Walker says. “Some countries are growing rapidly, and
the main benefit is cost reduction. But while CEOs and
accountants like RPA, there’s a dilemma on the social
side. We need to be creating jobs in South Africa and
the ones that entry-level employees should be doing
are the easiest to automate.”
Automation doesn’t have to lead to job losses, says
Phyllis Mothiba, head of IT and business processes at
EnviroServ.

“A lot of people were nervous when we started
talking about automation,” says Mothiba, “but the
feedback has been very positive. They can see how it
saves them time and allows them to focus on more
important things.”
Mothiba’s unusual role, which straddles both
IT and business, was created to speed up digital
transformation, ensuring that it delivers value to the
company.
“We had to make sure the IT team became more
customer-focussed, so it’s not just about the systems
and the software, but the people who use them.”
Introducing process automation is a key part of her
mandate, and Mothiba says while she still considers
the company to be at the start of its journey,
progress has been made.
One primary advantage today has been errorchecking, says Mothiba, referencing the Japanese
term for using machines to catch mistakes, pokeyoke.
ERROR PROOFING
“Our quotes system was completely manual,”
Mothiba says. “And new sales people would often
make mistakes that weren’t spotted. So we pokeyoke’d the process, and introduced error-proofing.
Now the system guides users to complete quotes
faster and tells them what they can and can’t do.”
The key to successful automation, Mothiba says,
lies in careful planning and ensuring that business
processes are accurately mapped out for bots to
follow. In the future, she expects to be able to use AIs
that can identify rules based on user behaviour, but
right now, clarity is key.
“You can’t run before you have your shoes on,” she
says. “The whole business process team has to help
IT understand where we are and where we’re going.”
In the future, Mothiba expects elements of
automated decision-making to be based on external
data, such as weather predictions or currency
fluctuations.
“We need competitive advantage. We’re all in a
customer-led environment now,” she says. “They
don’t want to wait a month for you to find out what
they need. We need to know what they need before
they do.”
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Optimise processes through
existing resources
Doing more with less is critical for organisations. They have less time, resources and
energy, but still need to deliver quality at the right price with the people they have.
With so many improvement approaches, which is the best for your organisation?

BY SIMON FOULDS | PHOTO: SUPPLIED

U

nderstanding the requirements of an
organisation and its customers assists in
determining the direction you need to take,
helping you articulate the problem you’re trying
to solve.
“It gives you an overall view of what you’re
trying to achieve,” says Rose Heathcote, CEO,
Lean Institute Africa. “Once management
understands that and what needs to be fixed, the
approach to the organisation’s issues becomes
a lot clearer. Everyone needs to be aligned to
the goals that bring value to the customer and
the organisation, understand which problems
matter and be engaged to help address them in
a structured way,” says Heathcote. “This is where
Lean comes to the fore.”
If culture is the sum of the individual habits in
an organisation, then what leaders and employees
think and do every day becomes key in enabling
a learning culture that leads to organisational
transformation.

“Everyone needs to be aligned to
the goals that bring value to the
customer and the organisation,
understand which problems matter
and be engaged to help address them
in a structured way.”
Rose Heathcote, Lean Institute Africa
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Lean thinking is about creating a constantly
learning organisation where everyone solves
problems that matter every day in a scientific way.
In this way, the burden of countering problems and
coming up with the relevant solutions is shared
and employees learn to collaborate on better
ways of delivering service. This is where you start
to build the thought processes and systems that
survive beyond the individual so that when leaders
and employees move around, the improvements
endure.
However, Heathcote acknowledges there are
several philosophies, principles, approaches and
tools available that organisations can also explore.
Although Lean is powerful in engaging the minds
of everyone in the organisation, other methods
can be successfully applied, depending on the level
and category of the problem being addressed. It’s
important to select the right tool for the job, so that
low-hanging fruit challenges are tackled in simple,
effective ways and higher-level, more complicated
problems use more in-depth approaches.
SIX SIGMA
Six Sigma entails a focused intensive training
period and you’re graded at different levels as
you progress from yellow to green to black belts.
Depending on the training provider, there could
be a high price tag so it’s probably not suitable
for everyone in the organisation, which is the
downside, states Heathcote. The upside, she adds,
is that should you have a complex problem to
address that requires sophisticated improvement
tools, then those with Six Sigma training are wellplaced to assist.

It follows a five-step approach: define, measure,
analyse, improve and control. “You first define
your problems in the context of the strategy,”
says Heathcote. “Then set out the measurements
and establish a baseline, understand the issues,
analyse them and their causes, then put together
a plan and sustainment mechanisms.”
She says the advantage of this is that it can
be utilised effectively for reducing variation, and
assuming the root causes have been effectively
addressed and improvements sustained.
Additionally, bottom-line savings and a good
return on investment can be realised.
KAIZEN
Another approach commonly spoken about
is Kaizen. Translated from Japanese, it means
‘Change Good’, which implies not only making
change for the better, but doing something
for the genuine good of people through
personal sacrifice. “This approach develops
the critical incremental changes from within
an organisation needed to trigger day-to-day
responses to problems, as well as to sustain the
gains from breakthrough change events. Strictly
speaking, Kaizen is more to do with the mindset,
self-reflection and fostering a spirit for daily
improvement than an event, which over time can
lead to exceptional, consistent growth in personal
development and, in turn, improve the company’s
performance,” she says.
LEAN ON ME
According to Heathcote, the tough part of Lean
is that it’s more to do with people than process
and focusing solely on the process changes
can lead to disillusionment when gains aren’t
sustained. “Shareholders and owners will want to
see company performance improve, but we have
to develop people before parts and services,” she
adds. “If leaders can appreciate this is a learning
journey, with several meanders and challenges,
they’ll reap the true benefits Lean has to offer for
long-term growth.”
For any change initiative, the organisational
transformation and achievement of goals is
important, but the impact on people’s lives is
the closest we have to the magic elixir. When
employees see purpose in the work they
do, when their opinions matter and they’re
empowered to effect change, they feel differently
about their work and contribution. In this way,
collectively, they rise to the occasion for making
real change that lasts.

Rose Heathcote, Lean
Institute Africa

The CIO and BPM in practice
Anir Bidesi, head of technology at Tourism
KZN, says as a government entity, it has
taken the step to digitise all processes by
mapping daily operations into a workflow
system. “Having worked for one of the
best Kaizen gurus, Toyota, I’ve adopted
this approach in my day-to-day tasks, at
the same time encouraging the department to make things better, smarter and
more self-sustainable.”
As the technology and cyber security head, he says it’s critical to have an
organisation-wide approach to ensure
the proper standards are embedded from
top to bottom. “A chief process officer
(CPO) would be awesome, however, in the
absence of such a resource, I partner with
experienced providers as we continue
taking the organisation forward.”
Though Bidesi believes the CIO should

be part of the whole process, he states
that a dedicated resource should however do the relevant groundwork. “This
person doesn’t have to be an IT person,
but should be someone who understands
the business and is able to adapt the
processes for the respective private and
public enterprises.”
Regarding the CPO within the organisation, Bidesi currently heads up this
position, but will bring in the necessary
resources when time constraints are
tough and budget allows it.
You can also couple the role of the
CPO with a business analyst or even an
enterprise architect. Though the CPO
and CIO have relevant roles within digital transformation, Bidesi believes an
enterprise architect or business analyst
could perform this role as efficiently.
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The design thinking customer
The elegant blend of design and process can create a customer-centric ecosystem
within an efficient business system.

BY TAMSIN OXFORD PHOTO: SUPPLIED

A

ccording to a recent Forrester report –
‘Refocus Process Automation to Rescue Your
Digital Transformation’ – it’s time for a new era in
BPM. In overcoming the hurdles left behind by
legacy systems as the company evolves towards a
digital, customer-centric ecosystem, the
organisation must invest in a new generation of
digital process automation solutions and practices.
“It’s critical that we become more proactive
and adaptive,” says Hendus Venter, CIO, SAA.
“Process management must allow us to rethink
our processes from the outside in. So the modern
concept of customer thinking and design is linked
with strategic impact and mature management
process capabilities. Today, it’s critical that the
organisation excels in being distinctive and
disruptive in its ability to be a client-centred
organisation that’s both operationally excellent and
innovative in design.”
AT THE EPICENTRE
Traditionally, business process management
has focused on solving problems and improving
processes. It’s focused on increasing profit and
efficiencies. It’s the tools, methods and techniques
that allow for the business to analyse and execute
processes that solve pressing business challenges.
Design thinking, on the other hand, places the
person at the epicentre of the discussion. It’s the
human-centred approach to problem-solving,
building empathy with the customer and using
their insights to shape the business and solutions.
It’s the blend of mindset, method and culture.
“A lot of time is spent with the end-user to
understand their needs, desires, aspirations and
challenges because powerful solutions are often
those that evoke superior emotional responses
from the end-users,” says Asia Sultan, design
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thinking expert, Switch Innovation. “Design thinking
equips the company with the tools it requires to
understand what customers want, quickly and
cheaply.”
Design thinking and BPM aren’t mutually
exclusive. They’re similar, enabling business
growth through efficiencies of cost, customer
and productivity. It just requires a shift in thinking
from how systems were built to how they need
to be built. In the past, it was about the business
needs or what stakeholders wanted rather than
around the customer, but this strategy has proven
to be expensive, slow and ineffective. Today,
organisations are realising that, in order to have
successful systems that ignite engagement, they
need to involve design thinking principles.
PROCESSES
“Design thinking forces the business to look at its
processes from the client or customer point of
view, focusing not just on system functionality, but
on the interaction points within the system from a
customer’s perspective,” says Lynette Hundermark,
chief product officer, Useful and Beautiful. “It’s also
about rapid prototyping and testing the idea with
actual users and making improvements before
a system is released. Only when people interact
with a system does creativity and innovation come
through to process management.”
Integration of the two asks that the business
recognises the value that each adds to the business
and how this can potentially have a significant
impact on the business and the customer
experience. That said, this only adds value if that
integration is more than just a nod to the customer
and a bow to the process. The customer must
be a fundamental part of the conversation when
the company looks to how it can remain relevant.

“Design thinking equips
the company with the tools it
requires to understand what
customers want, quickly and
cheaply.”
Asia Sultan, Switch Innovation

Organisations that fail to recognise this value are
going to struggle to remain competitive, regardless
of whether they sit in the business to business or
business to consumer spaces.
“Don’t start with the company and wrap a thin
veneer of customer thinking around it,” adds
Venter. “The customer has to become the core of
the business. This ideology is disruptive in itself
as it changes the company’s identity and the
motivation behind why it exists. At SAA, we’re
asking – are we in the airline business or are we in
the client and travel experience industry? Design
allows you to re-engineer and be disruptive on the
engineering level and when it comes to service
delivery.”
USER FOCUSED
Glenn Gills, MD of Sea Monster, adds: “One of the
key things about design thinking is that it really
focuses on the user as opposed to the decisionmaker. If you inculcate a design thinking culture
throughout your business, you almost invariably
become more customer focused as you start
talking about users and empathy.”
So what of automation, the trend that’s sweeping
the globe as organisations invest in the artificial
intelligence and machine learning systems that
allow them to cut costs and streamline processes?
As robots answer the phones, are customers still
part of the thinking process? The answer is that
process management is an ongoing evolution
of customer and process. When a system is
automated and customers engage with it and
provide feedback, the latter must not fall away into
a bucket somewhere. It needs to be integrated with
the design thinking methodology.
“Design thinking is an ongoing approach and
the learning and insights gained from this level
of customer involvement will be invaluable in
providing a system that will not only surprise
and delight the end-user, but add value to their
lives,” says Hundermark. “That said, designing the
solution that delivers the right experience to your
users and converts them effectively isn’t easy. A
methodical approach is the only way to ensure
success.”

Hendus Venter, SAA

Most organisations are adopting a design
thinking methodology that places the customer
at the centre and the processes in the allimportant supporting role. Neither should be set
in stone, both should evolve consistently and all
organisations should be paying attention.
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Tshepo
Motshegoa,
Sechaba Medical
Solutions

Itumeleng
Makgati, Sasol

Going serverless
Serverless computing has arrived, bringing
new efficiencies and a competitive advantage
to your business. Here, your cloud provider
acts as the server, managing your compute
resources, and you’re only billed for what you
consume. With this model, server management
and capacity planning decisions are hidden
from users, and serverless code can be
used in conjunction with code deployed in
microservices. What are the implications?
BY MATTHEW BURBIDGE PHOTOS: KAROLINA KOMENDERA

Tshepo Motshegoa, CIO, Sechaba Medical
Solutions: How do you differentiate it from cloud
computing? They’re closely related. The difference
is in the services that it offers.
George Leonard, technology and infrastructure
architect, BankservAfrica: I want to be careful
about saying onsite/offsite, or public/private. It’s
a platform where you pay for consumption. You
can have a cloud environment onsite as well, like
in the Oracle environments, for example. The
platform can still be onsite in your datacentre, but
you pay for consumption. Where the machine is, is
irrelevant.
Graham Croock, director, BDO: It’s a misnomer:
you’re not going to end up in a world without
servers. There’s always going to be a server
(somewhere). The basic concept of being able to
scale up quickly is what’s important. Scalability,
timing, and affordability are the issues for me.

Can we all agree on the definition of serverless computing?
Mpilo Khuluse, head of infrastructure, McDonald’s: It’s services and
Infrastructure-as-a-Service as opposed to on-premise. We’re purchasing the
services, and not worrying about the hardware behind it.
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Itumeleng Makgati, global head of
infrastructure services, Sasol: Another benefit
you’ll get is the ability to manage your costs
better. You’ll be able to pay per use, and you’re

BROUGHT TO YOU BY
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able to budget and ensure that what you use
is what you’ve got in your budget instead of
consuming and paying at the end.
Terrence Naidoo, head of IT strategy, BSG:
It’s the next level of maturity, and going even
higher up the stack. At the moment we either run
Platform-as-a-Service – we host with a provider
in their datacentre – or we go Software-as-aService, and use something like Salesforce, where
we don’t even care about the functionality. Or we
go for the middle ground, where we’re managing
the application on a platform that’s taken care of
by somebody else.
Mumbi Odame,
Absa

Glen Slow,
Autozone

Cyril Baloyi, group chief technology officer, City
of Johannesburg: In terms of capex and opex,
which line are you going to use for serverless
computing? It becomes a headache when you
deal with the chief financial officer. With this,
you’re not buying hardware, but you’re still buying
a service.
George Leonard, BankservAfrica: We own the
hardware and then we capex the hardware,
and then opex it over three years. Then we go
to the client server-hosted environment where
we might pay someone else in their datacentre.
Moving up the stack, you get platform, where
you pay someone per month for an OS, and they
manage that. One level up, we get Application-asa-Service, such as Sage VIP, or Oracle Financialsas-a-Service. Any time you’re looking at a big
capex for deployment, you’re not properly in a
Software-as-a-Service architecture. When you
have a proper software or Solution-as-a-Service,
there shouldn’t be a capex.

Shalendra
Kundalram,
CGCSA

Cyril Baloyi, City of Johannesburg: I understand
that, but remember, traditionally you will have
capex to buy hardware. Let’s talk about storage,
for example. We all know it’s expensive. In the
government, capex is capex, opex is opex. There’s
no flexibility. With Software-as-a-Service, you’re
not buying hardware anymore, but you’re still
technically getting it at the end of the day.
Shalendra Kundalram, CIO, Consumer Goods
Council of South Africa (CGCSA): Serverless has
very little to do with the hardware on the backend. The core focus is on the application, and
how it has the intelligence built in to scale itself. If
you’re developing an app in Azure, you can’t just
move it to AWS and have it there tomorrow. The
difference is that it’s an application with built-in
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Cobus van
den Berg,
Absa

Cliffton Mogano,
Financial
Sector Conduct
Authority

Mpilo Khuluse,
McDonald’s

intelligence to scale itself, based on serverless
databases and the number of users coming in.
What does it mean for your business? How is it
changing your processes?
Magan Naidoo, group head: data and
information management, Old Mutual: From
our perspective it’s about how we harness new
generation technologies and solutions to solve
business problems more optimally. And that’s
around cost reduction, revenue generation,
customer experience and speed to market.

Graham
Croock, BDO

Graham Croock, BDO: As a global organisation,
it becomes impossible to manage different
server farms all over the world. For us, it’s been
a fantastic experience. We can have centralised
servers. We can provision and manage them easily
from a central location. We’ve moved away from
worrying what’s capex and what’s opex. What we
consider is the tax benefits.
Warren Scorgie, head of IT operations, PSG:
The term ‘born in the cloud’ is where an off-theshelf solution makes absolute sense. All your
components already exist in the cloud, or as a
platform that you can provision in the cloud.
Business thinks that cloud is going to solve a
problem, but they can’t quantify or articulate the
problem itself.
Itumeleng Makgati, Sasol: What does it mean
for your infrastructure and operations teams? It’s
disrupting how we work as teams. Different skills
are going to be required. Infrastructure teams are
expected to be more application-centric. There
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Cyril Baloyi, City
of Johannesburg

needs to be a closer relationship between application
and infrastructure teams, because the innovation
that needs to happen in the application space,
infrastructure needs to be part of, and drive that.
Glen Slow, CIO, Autozone: Let’s not get bogged
down by the technicalities. It’s irrelevant to my mind.
Think about the millenials of today. They don’t know
what a server is, and they don’t actually care. With
serverlerss, I don’t care. It sits somewhere.
Cobus van den Berg, chief data architect,
Absa: We should try and get away from the
technology piece. All our businesses have been
tightly coupled to underlying technology, and it’s
impossible for us to move away from it unless we
have a major migration exercise. Our competition,
the startups, aren’t going to be tightly coupled to
technology, and they’re not going to have those
huge bills. If we don’t start architecting for the
future to move away from mainframes and big
clunky systems that are keeping us back, we’re
going to fall over.
Mumbi Odame, head of corporate channels,
Absa: I sit on the business side, and it’s interesting
to hear (comments) about how business doesn’t
understand. Actually, no, we do understand, but
we actually don’t care. We don’t care what you
do; whether you go serverless, cloud, on-premise,
it doesn’t matter, as long as it works.

Warren
Scorgie, PSG

What are the sticking points with serverless
computing? Are there any drawbacks?
Mpilo Khuluse, McDonald’s: There’s going to be a
big shakeup. When it comes to the human capital
we have in our organisations – the technical
guys and architects – are going to have to start
adapting to being more dynamic. These are the
technical skills you have, but now I need you to
be a businessperson.
Itumeleng Makgati, Sasol:. When you go to
cloud computing or serverless, it’s not necessarily
cheaper. It’s actually costing us more. Scalability
and flexibility need to be at the top of what you’re
selling to the business. There’s also vendor lock-in.
We decided to go with Microsoft Azure, and the
exit cost is quite high.

Manny Moreira,
EdgeEvolve
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George Leonard,
BankservAfrica

What are you looking for in a hyperscale
provider? Or are they just the same?
Cliffton Mogano, business analysis manager,
Financial Sector Conduct Authority: I come
from an organisation which is very risk averse.
One of the challenges with government
departments and state institutions is that
there’s no competition. How best can we adopt
technology to improve service delivery? We only
recently started to adopt strategies around cloud
and how to move to those environments.

Magan Naidoo,
Old Mutual

is what our competition is going to deploy in five
years’ time. We need to find ways to compete or
we’re going to struggle.
George Leonard, BankservAfrica: We all need to
do one thing: focus on the customer. What’s the
most difficult thing to do? Get people to change
the way they’re working.

Graham Croock, BDO: What we expect is the
uptime, and the workload management. That’s
critically important. What you need is the ability to
upscale in those areas. With security, we shouldn’t
fool ourselves. Nothing is secure. It’s just a matter
of time before they get in.
What are our businesses going to look like in
five to 10 years?
Manny Moreira, CEO, EdgeEvolve: With the
private sector, if you’re not born in the cloud, I
think you’re dead. You may have all the excuses,
but no one will care. As a business, you need to
adapt and take the hard call…there are strategies
where you create a born in cloud company
in your group, and then you start funneling
everything to it, so you can learn. All of the stuff
we’re talking about is just commodity. Your data
and the service you deliver is going to drive your
competitive advantage.
Cobus van den Berg, Absa: We’re all trying to
optimise, and five years is tomorrow. Our problem

Terrence
Naidoo, BSG
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Modibedi Oliphant,
Prostar Paints

customer gets pushed down the priority list.
Faizel Katkodia,
Sasfin Bank

Strengthening the
core
Organisations find it a challenge to provide a
consistent customer experience. What strategies
work best?
BY MATTHEW BURBIDGE PHOTO: KAROLINA KOMENDERA

alf a decade ago, we used to speak about enterprise IT, now we talk
about the customer experience. For many organisations, it’s become the
core of the business, and is turning out to be a key differentiator.

H

Who has a customer experience officer?
Two hands go up out of 20.

Ruan Wannenburg, head of technology,
international, Rand Merchant Bank: At RMB, the
number one principle is putting the customer, the
client, first. That forms part of everybody’s KPIs.
We’ve also got a specific layer, called relationship
managers (RMs). Every corporate customer has a
RM who manages them.
Gerrie Butler, head of corporate banking
eSolutions, Rand Merchant Bank: If you don’t
ingrain it in your culture, you can have as many
titles as you want, you’re going to miss the endcustomer.
Michelé Schliesser, Old Mutual Insure (on
sabbatical): We had a customer maturity model,
which has eight pillars. It has customer journey
mapping, to customer data and culture, to digital.
We have pillar owners, but you also need crossfunctional owners, because it permeates the whole
organisation.

Faizel Katkodia, enterprise solutions architect, Sasfin Bank: We don’t have
a customer experience manager. But the role has been in existence for quite
a while. Some call it a CRM manager, or a business development manager, or
a marketing sales person, and we do have people in those roles.

Pravin Burra, CEO, Analytix Engine: I agree
the customer must be in everything you do. I
don’t think the structure matters as much as the
quality of the execution. Risk management is
in everything we do, and you have a group risk
function. We’re in the business of making money,
and so we have a finance function. Why is the
customer different?

Nerina Naik, CIO: group finance, Standard Bank: Customer experience isn’t
a role, it’s part of a strategy and it’s part of everything we do. When we have
conversations around what we’re doing at the bank, it’s about, ‘what does it mean
for the customer?’ And everything that doesn’t mean something positive for the

Natasha Doren, client experience lead: Multiply,
MMI Holdings: If it’s not someone’s primary job,
everyone is thinking that it’s someone else’s job. It
should be linked to ROI. We have many different

For the rest of you, who’s looking after the customer in your
organisation?
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Satish
Nrusimhadevara,
HCL Technologies

Simryn de
Jager, Standard
Bank

brands at MMI, and we found that everybody did their
own thing, and it became a distorted experience. We
found it helpful if there was one person who brought
it together. If you don’t have a focus on the customer,
people just think it will happen.

Michelé
Schliesser, Old
Mutual Insure

So who owns the customer?
Lizelle Vaughn, divisional director for digital
execution, Liberty Group: I think it’s important
to differentiate between owning the experience,
because a customer experience officer is not
supposed to be your complaints and issue resolving
area. If you take the work that Liberty and Standard
Bank do jointly, we’re now acknowledging that the
customer is a customer of both. At the moment,
if a customer is a customer of Liberty or Standard
Bank, and anything (untoward) happens, they’ll start
tweeting. The customer knows that somehow the
companies are connected.
Satish Nrusimhadevara, head of Africa business,
HCL Technologies: There are so many communities
of people on Facebook, LinkedIn, or Twitter. Those
communities become the vehicles for those
experiences. Is the community your customer?
How are you measuring your customer
satisfaction?
Simryn de Jager, chief operating officer,
executive at transactional banking, Standard
Bank: There’s been an evolution of how the
voice of the customer has been amplified
in an organisation. Now it’s present in every
conversation. How are we measuring it? We’re
using voice of client, we’re using CSI and net
promoter scores to see how we’re doing relative

to the previous period. We’re also introducing just-in-time surveys. My team
doesn’t look at any new digital solution without sourcing a customer, verbatim,
who talks about that particular pain point.
Lizelle Vaughn, Liberty Group: One thing that’s been introduced this
year is journey mapping and journey analytics. It measures your digital
interaction, as well as your physical interaction. You’ll often have a lot of
digital interaction, but not directly with the company. It will be in the social
media space. It’s social and physical; branch, call centre, and platforms that
you don’t own. It’s holistic.
Satish Nrusimhadevara, HCL Technologies: The community-based
experiences are driving customer-based experiences. The power of the
internet and digital platforms, which are beyond our control, are influencing
the customer experience more than traditional channels.
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Lizelle Vaughn,
Liberty Group

empathy, and what the customer feels during that
experience.
Itumeleng Makgati, global head of infrastructure
services, Sasol: In financial services, the customer
experience is quite far ahead. But if you look at a
chemicals and gas business, how do we measure
that our customers are satisfied? How do I
ensure that you’re going to fill up at a Sasol filling
station and how do we know that you’re a return
customer? We have technology that can track that,
using registration plates. We have such a broad
portfolio. We supply fertilisers to farmers. We need
different technologies to understand when the
farmer needs a top-up on their fertiliser. What’s the
season? We provide explosives in mining. How do
we optimise how we’re blasting in a mine?
Nerina Naik, Standard Bank: You’ve got to get
technologists closer to understanding what the
customer wants. IT has traditionally been in
the corner in the basement, and you chuck this
business spec over. What’s changing is they’re
getting closer and understanding the business.
Only then will we become revolutionists, as
opposed to evolutionists.

Pravin
Burra,
Analytix
Engine

Ruan
Wannenburg,
RMB

What’s the IT department’s role in this? Data will probably be part of
the conversation, as will analytics.
Michelé Schliesser, Old Mutual Insure: We introduced a new concept called
net effort score. Our belief was that the customers chose on how easy it was
to interact with you. And they stay with you if it’s easy to do business. And it’s
the job of IT to make it easy. The whole digital revolution is about how many
clicks before I finish my transaction? Instead of 20 clicks, can I do it in four?
The customer doesn’t have time to populate the forms with 20 input fields.
Pravin Burra, Analytix Engine: Before we get into the tech and the
measurement, the important part — and I think this is what Standard Bank
has got right — is the culture. What is it you’re fundamentally there to do, and
solve? If people can start getting that into their very being, their culture, then
the tools, data and measurements automatically self-correct.
Natasha Doren, MMI Holdings: We have a ‘voice of the employee’. If your
employees don’t love something, your customers will never love it. It’s
another measurement, and we’ve added it to the basket.
Gerrie Butler, Rand Merchant Bank: We all know that technology holds the
promise to take us to the next level of customer experience. Human design
has to be centred around empathy. No amount of data is going to bring up
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Satish Nrusimhadevara, HCL Technologies:
Manchester United has a global fan base of
between 30 to 50 million people who follow the
games and buy merchandise. How do you create
a unified experience for them? The club doesn’t
make money selling tickets, it makes money
selling merchandise. How are you extending those
experiences? If you’re limited to a geography or a
particular market, like banks, and then you spread
your wings and widen your base, that’s when
your experiences will improve. Maybe you’ll move
into a new business. A bank, or utility company,
can do something entirely different. Look at what
changes disruption has brought to organisations.
Change in enterprise IT isn’t being driven from the
inside out, it’s being driven from the outside in.
Are you scared of disruption?
Nerina Naik, Standard Bank: We partner with
fintechs, and we’ve started our own incubator.
And we’ve started having hackathons internally
to spark ideas, and they’re sponsored all the way
from Sim (Tshabalala, the CEO) to ensure that we
go out and market our own ideas and products.
Our kids app was sparked from an idea by one of
our developers, who punted the idea to our exco,
and it’s become one of our successful products.

What does it do?

beat what open banking might do to us, and embrace it. Like what if Visa didn’t
have us by the ‘you know whats’? Or what if we didn’t have SWIFT?

Nerina Naik, Standard Bank: It’s linked to the
parent’s online banking. You can send your child
an incentive: ‘I’ve got a mission for you: clean
your room and I’ll give you R50.’ And you build
in all sorts of missions that teach them about
banking, but also get them to do stuff.

Satish Nrusimhadevara, HCL Technologies: For me, innovation isn’t
creating something new, it’s a way of leveraging your existing systems to
create space for something new. Today, organisations like us are in a position
to help customers ensure that they’re able to leverage their legacy systems,
and convert it into a more modern system.

Andrew Crone, head of information technology:
markets, corporate and investment bank,
Nedbank: Sometimes in the corporate space
you’ve got a chain, linked to the Titanic. As much
as you have all the data, it’s very difficult to make
things rapidly change, like (introducing) a brilliant
dynamic customer experience. The hardest part is
that the credit and scoring models don’t cater for
the young and upcoming.
Where are you on your digital transformation
journey? Where’s your modernisation
happening?

Itumeleng
Makgati,
Sasol

Andrew Crone,
Nedbank

Modibedi Oliphant, CIO, Prostar Paints: As
much as we talk about flexibility and being
agile, the business takes time to change. The
companies at the forefront of innovation, they’re
not big companies. It’s impossible to be a big
company, and still play at that level, unless there’s
a company internally that does that.

Natasha Doren,
MMI Holdings

Simryn de Jager, Standard Bank: Banking is
highly regulated, and you feel like you’re stuck. The
approach that we’ve taken is to imagine what if
we operated in an environment in which we didn’t
have regulatory constraints. The whole idea of
open banking…it’s how we should operate before
the regulations hits us. We need to be there, and

Nerina Naik,
Standard Bank

Gerrie Butler,
Rand Merchant
Bank
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BPM and digitalisation
Business process management sits at the heart of the
digital enterprise.
-

BY ALON LITS, GM FOR UBER, SUB SAHARAN AFRICA | PHOTO: SUPPLIED

D

igital disruption has become the buzzword of
our times. Firms everywhere are discovering how
networks of interconnected devices, big data analytics
and always-on connectivity can make businesses
more efficient, more agile, and better able to deliver
services to customers.
Every major firm is looking at how to automate,
refine and reform its workflows, systems and processes
in order to be more efficient. The most successful
firms are driven by enabling technology. BPM is no
longer the domain of well-paid consultants brought
in only during times of restructuring. It’s becoming a
cross-departmental affair, crossing line management
boundaries, and ensuring that business delivers on
its value proposition efficiently, effectively, and with
minimal internal bureaucracy.
This digital transformation of business is driving
the Fourth Industrial Revolution and a new world of
work and leisure at a bewildering pace. At Uber, we
were conceived in the digital age only eight years
ago. Our entire business model is centred on efficient,
effective process management, which delivers a value
proposition to millions of global customers every day.
Our core function is, of course, connecting drivers
and riders effectively and at speed. Automating the
process of matching drivers and riders requires the
identification and integration of massive disparate
datasets within an end-to-end process. Minor changes
in any component could have catastrophic impacts on
the other processes that produce our services.
Being born digital, we learnt early on that an
effective BPM model is people-centred. Despite
automation, we’re still delivering a service that
connects human beings to other human beings.
That’s why our processes should always place the user
experience at the centre of what we do.
Essentially, mapping out the end-to-end business
processes, understanding how drivers and riders
interact in this process, and ensuring that there’s
enough customer support to alleviate any problems in
this process allows us to place people at the centre of
our BPM model.
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This is true for all the innovations we’ve brought
to our different markets, such as the initial UberX,
and later UberPool (not available in SA as yet), as
well as our other products currently in test phase.
These include UberBus and our forward-looking
concept ideas in Uber Elevate.
The key lessons we’ve learnt in BPM is that you
must design your processes around understanding
and solving a specific problem. We then design
systems and processes specifically to be operated
in a digital environment, with a people-centric
approach.
A good process, whether digital or not, is
essential to the good functioning of a firm, while
a bad process, when digitised, will just formalise
organisational inefficiencies, perpetuate them, and
entrench them into the decision-making processes.
The technical specifications to enable digitisation
need to be carefully matched to the process.
Simply put, we’re working to ensure processes suit
existing technical limitations.
Lastly, continuous improvement is essential to
meeting the demands of an industry that’s moving
from infancy to maturity. This is while ensuring that
we continuously match existing capabilities in the
market. In so doing, Uber offers enhancements and
innovations in order to achieve new efficiencies
and improve our service offering. This is essential
to remaining competitive as a digital disruptor.
Embracing digital, rather than trying to force
legacy systems to meet the demands of the new
era of technology, is essential to achieving effective
BPM.
Therefore, at Uber, we consistently conceptualise
in the digital realm, apply this to suit local
conditions, and focus on people in everything we
do. This allows us to be adaptable, agile and flexible
in delivering the most relevant solutions to our
diverse base of clients across the globe.
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Want to eliminate internet
downtime?
Get MTN Business ICT solutions
At MTN Business, we know that even the smallest amount of unplanned downtime can impact
your business’ productivity. That’s one of the reasons why we’ve invested R33 billion into network
infrastructure over the past three years. We have made our ICT solutions faster, more affordable,
and more reliable, so that you can enhance the speed, flexibility, and profitability of your business.
Whether you’re looking to accelerate your business, or expand it, MTN Business has the solution for
you.
For more information, call us on 083 123 1800.
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