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A slowdown in South Africa’s 
economic growth since 2012 
highlights major constraints. 
While integrated reforms to 

stimulate faster sustainable growth and 
large-scale job creation have been outlined 
in the country’s National Development 
Plan (NDP) and some initiatives are 
rolling out, we narrowly avoided a second 
recession in six years in 2015.

Unemployment is at more than 25%, 
with youth unemployment at almost 
50%. Labour relations and service 
delivery remain a challenge, skills 
shortages constrain domestic growth, and 
inadequate electricity supply and overall 
weak business confidence inhibit private 
sector investment. Clearly, to ignite the 
growth needed to support its NDP goals 
for 2030, South Africa requires more than 
just innovation – it needs a fractal change 
in its approach to innovation.

Simply put, South Africa needs to 
isolate the innovation gene and replicate it 
in all endeavours, in all sectors of society 
where it can create value. This is not just 
the can-do kind of innovation that South 
Africa is known and recognised for, but 
true systemic, repeatable, collaborative 
and problem-solving innovation of 
the first order – the kind that defines 
successful and resurgent nations.

FOSTERING AN OPEN INNOVATION 
CULTURE IN SOUTH AFRICA 
Open innovation – driven by digital 
disruption – is a more open, equitable 
form of collaboration involving multiple 
partners who work together to develop 
new platforms and applications, 
enhance core offerings or expand 
into new markets and create job 
opportunities as well as grow the 
economy.
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For Accenture, open innovation is more 
than a philosophy, it’s a dedicated, 
group based in Silicon Valley that 
employs a rigorous methodology 
to help large organisations uncover 
new sources of innovation through 
collaboration. Our Liquid Studio – also 
located strategically in Silicon Valley – 
works closely with our Accenture Labs 
around the world as well as the Open 
Innovation programme to take emerging 
technologies out of the lab and startup 
community into development for large 
enterprises. Our public and private 
sector clients may work from our studio 
collaboratively with us and use the 
power of Accenture and its ecosystem 
alliances to create innovative solutions 
for their businesses.

From our experience, successful eco-
system innovation will require concerted 
and co-ordinated efforts among govern-
ments, startups and large enterprises, as 
well as ‘bridgemakers’: organisations like 
Accenture that help connect the dots be-
tween participants, solutions and markets.

I hope that the ideas and insights 
presented in this Innovation Supplement, 
which explores the views and attitudes of 
entrepreneurs and large companies with 
regards to collaboration and innovation, 
will serve as a guide for government, 
members, policy makers, industry 
leaders, and opinion leaders seeking to 
establish a true culture of innovation and 
entrepreneurship in South Africa.

No one organisation can address 
unemployment and drive economic growth 
alone. South Africa needs the support of 
all participants in the innovation value 
chain – industry, government, non-
governmental organisations, influencers, 
media, academic and others. Innovation 
is vital to compete in a digitally disrupted 
world, create job opportunities and grow 
the economy.

Regards,
William Mzimba, Accenture Chief 
Executive South Africa, Chairman Sub-
Saharan Africa

“Successful ecosystem 
innovation will require 
concerted efforts 
among governments, 
start-ups and large 
enterprises, as well 
as ‘bridgemakers’: 
organisations like 
Accenture that help 
connect the dots 
between participants, 
solutions and markets.”
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I n the digital age and in an economy 
that is lagging in key areas, an 
innovation mindset is essential 
to get ahead and stay ahead. 

Companies and industries are being 
disrupted by new entrants, many of them 
global, that bring new business models and 
new value propositions, and engage in a 
completely different way with customers 
and partners. Innovation is a catalyst for 
the development of new products and 
services that will help South African 
companies defend and grow market share, 
and open up new global opportunities. It’s 
something South Africa needs and wants, 
and we need to ask important questions:

• How do we define successful innovation 
today? 

• Who is doing it well and what can we 
learn from them? 

• How do we support innovation and 
grow it within our own businesses?

The Innovation Index was designed 
to provide a national benchmark for 
innovation, providing businesses and 
policymakers with an authoritative and 
objective snapshot of the state of innovation 
in South Africa. It also provides a platform 
to showcase and nurture innovation.

HOW IT WORKS
The Accenture Innovation Index annually 
measures, recognises and rewards 
innovation and systems of innovation 
in organisations of all sizes in the South 
African public and private sectors. 

In partnership with The Da Vinci 
Institute, a provider of learning 

INNOVATION IS VITAL TO COMPETE IN A DIGITALLY DISRUPTED WORLD.

development programmes, and 
TransUnion, a credit information and 
information management services 
company, Accenture offers any South 
African business a free online innovation 
assessment (theinnovationindex.com) 
and a confidential customised innovation 
diagnostic report that identifies the 
company’s innovation strengths and 
weaknesses. The report benchmarks 
participants within their industries 
and presents strategies that may assist 
them to gain competitive advantage. 
Participants also have the option to submit 
their concepts for consideration in the 
Innovation Index showcase and awards.

A PLATFORM TO SHARE NEW 
THINKING, CATALYSE INNOVATION 
The Innovation Index is not only about 
setting a national benchmark or providing 
individual organisations with a diagnostic 
on their innovation capabilities, it also 
takes nurturing and catalysing innovation 
very seriously. Through the Innovation 
Conference, showcase and awards, we 
create a platform for global and African 
thought leaders to share new thinking, 
collaborate and stimulate conversations 
around innovation in our emerging 
economy.

The conference presents the findings of 
the Innovation Index and showcases award 
winners to demonstrate how companies 
can apply innovation to capture value in 
new ways, drive profitable revenue growth 
and maintain competitive advantage over 
the longer term. 

The online registration form is your entry point to 
participation: theinnovationindex.com 

ENTER THE INNOVATION INDEX 2017 – ENTER A WORLD OF INNOVATION

Why enter?

Define your 
innovation strategy
Clarify and measure all aspects 
of your organisation’s innovation.  

Put your innovation 
in the spotlight
Get maximum exposure and 
recognition as an innovator.

Get inspired
Meet, connect with and be inspired 
by global, African and local 
thought leaders

Access funding
Gain access to possible funding 
from private equity, venture capital
and banking institutions by 
showcasing your innovation.    

Get your custom 
digital diagnostic
Harness untapped opportunities to 
prolong the lifespan and enhance 
the impact of your innovative 
concepts.  

Strengthen your 
network
Extend your business network 
and gain exposure to other 
prominent business leaders.

Recruit great talent
Enhance your attractiveness 
as an employer by being 
acknowledged as an
innovative organisation.

Champion innovation 
in South Africa
Help cultivate an innovation psyche 
in South Africa—a national imperative 
for growth and job creation. 
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Leading in the New
Accenture’s Innovation Index 2016 shows only marginal growth in 
innovation among South African companies. If South Africa hopes 
to continue to compete in the 21st century, the pace at which the 
nation is innovating needs to accelerate.

Up 4 Index 
points to

50% 

in 2016

71%
of Leaders allow for  
innovative ideas to 
come from outside 
their organisation

74%
of Leaders are using 
digital to drive growth 
and e�ciency 
(vs. 45% of Laggards)

*Percentages are indicative of speci�c sub-sets of samples within the overall sample and therefore do not add up to 100% 

Innovation 
increased by 4 
points on the 
Index in 2016 

South African 
organisations are 
increasing their 
use of other digital 
technologies

The Resources 
dimension signi�cantly 
increased by 20 points to 

55% 
in 2016

Innovation 
Leaders are using 
analytics to drive 
innovation

Constituents of 
the Index in 2016*

This year, three key themes, Engagement, Resources and Digital, have gained momentum, and 
emerged as receiving stronger focus by Innovation Leaders and Value Champions in South Africa. 
These trends have separated them from Laggards. 

78% 
of companies encourage 
innovative thinking from 
employees

70% 
of employees see innovation 
as an important part of their 
jobs

2016
2014

using social media 
(vs. 42% in 2014)

53% 
using mobile 

(vs. 45% in 2014)(v

2014

59% 

2016

70% 
of organisations are 
now using analytics 
to deliver real time 
information

Engagement is up 

7% 
in 2016

51% 
2016
202014

using cloud technology
 (vs. 37% in 2014)

u

Accenture

Insights

Innovation 
Index

29% 
are Leaders

85% 
in 2016

57% 
are Laggards

2016

4
Index 
points 8% 

are Innovation 
Value Champions

Increase in South African companies 
that are able to generate revenue from 
innovations less than a year old - up to 
31% in 2016

31%

While the remaining 
29% of companies are 
Leaders, only 8% have 
managed to convert 
their returns on 
innovation in excess 
of 40% - these are 
Innovation Value 
Champions

29%
Leaders

8%
Innovation 
Value 
Champions

01

02

03 Digital 

“de�ned by the evolution 
of the business to use 
new combinations of 
technology, information 
and connectivity to 
create new sources of 
customer value, company 
revenue and operational 
performance."

Resources

"de�ned as �nancial 
capital, human capital 
and making use of 
sources, relationships 
and the workforce to 
generate ideas and 
facilitate innovation."

Engagement

"de�ned as the workforce 
of a company, who are 
invested in their daily 
work, contribute actively 
towards organisational 
success and participate 
in communications to 
create a forward and 
reverse �ow of 
information, which works 
in favour of innovation."
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ACCENTURE INNOVATION 
INDEX 2016: KEY FINDINGS 
LEADING IN THE NEW
BY PHILIPPE ROUSSIERE 
GLOBAL DIRECTOR FOR RESEARCH INNOVATION SERVICES, ACCENTURE RESEARCH

There’s growing awareness 
among policy makers that 
innovation is a key driver 
of economic progress. 

However, Accenture’s Innovation 
Index 2016 shows only marginal 
growth in innovation among South 
African companies. If South Africa 
hopes to continue to compete in 
the 21st century, the pace at which 
the nation is innovating needs 
to accelerate. The Index offers 
important insight into how and 
why Innovation Leaders and Value 
Champions are succeeding – and 
how Innovation Laggards, which 
are in the majority, can step up their 
efforts.

The Index this year included more 
than 90 companies, which were 
scored across several measures 
of innovation maturity, including 
ability to innovate, commitment 
to innovation, digital capability, 
engagement, sustainability and 
resources invested.

While an upward trend is shown 
in this year’s results, with the 
Innovation Index score increasing 
slightly by 4 percentage points from 
2014 to reach 50 points in 2016, 
innovation is not growing at the pace 
required for it to be translated into 
stable economic growth. Analysis of 

the results puts the majority – the 
57 percent of companies surveyed 
that scored less than 52 points out of 
a possible 100 – into the Innovation 
Laggard category. Only 29 percent 
can be categorised as Innovation 
Leaders. However, there is one 
further category that is truly setting 
the pace.

Digging deeper into the research we 
found that 8 percent of companies 
are successfully managing to convert 
innovation into substantial bottom 
line growth. These Innovation Value 
Champions are seeing returns on 
their innovations in excess of 40 
percent (Fig 1) – they generate three 
times more value on their innovation 

RETURN ON INVESTMENT VS THE INNOVATION INDEX
FIGURE 1
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Spend of annual on innovation

Return on innovation

Champion Rest of market

17,8%

42,6%

13,7% 14,5%

investments than market average! The 
innovation excellence of Innovation 
Leaders and Value Champions sets 
a benchmark for corporate South 
Africa. So, how can Laggards close 
the gap to become Leaders? And 
what is it that Innovation Champions 
are doing differently to achieve 
such impressive returns on their 
innovations? 

The first, most significant finding 
is that Innovation Value Champions 
invest more in innovation.

On average, South African 
companies invest 13.7 percent of 
their annual revenues in innovation 
and realise a 14.5 percent return. 
Innovation Value Champions invest 
17.8 percent of revenues. Their average 
return is 42.6 percent – almost three 
times higher than the market average. 

Of course, that investment is 
not the only factor that underpins 
their success. A strong innovation 
culture is central to their innovation 

strategy, they use digital as a business 
enabler and as a revenue generator, 
and they are leveraging the power of 
ecosystems to gather intelligence and 
insights that help them differentiate 
their offerings in the market.  

There is much to learn from 
these companies. To help catalyse 
an improvement in the speed and 
quality of innovation in South Africa, 
we looked at the opportunities 
highlighted in our research. In this 
year’s Innovation Index results, 
there are three stand-out dimensions 
of innovation maturity in which 
Innovation Leaders are gaining 
momentum: engagement, resources 
and digital.  

ENGAGEMENT: INNOVATION 
EMBEDDED
To achieve a truly sustainable 
innovation ecosystem, engagement 
needs to be encouraged and facilitated 
at all business and employee levels. 

Among South African companies 
surveyed, levels of engagement have 
increased by 7 percent to 50 percent 
in 2016. This is driven primarily by 
Innovation Leaders who are acutely 
aware that for innovation to be 
embedded within their organisation 
it needs to be a persistent mindset 
among all employees. 

Engagement is an important 
recurring theme in the Innovation 
Index 2016 with companies continuing 
to drive innovation from within their 
organisations. Notably, almost 70 
percent of companies reported that 
their employees see innovation as an 
important part of their day jobs and 
believe it has the ability to enhance the 
lifespan of a company, its products and 
services. Innovation Value Champions 
see embedding innovation in their 
organisations as a cornerstone to 
their innovation strategy. Their talent 
development is directed at acquiring 
new skills to support innovation 

“WHAT PERCENTAGE OF ANNUAL REVENUE HAS BEEN SPENT BY YOUR ORGANISATION 
IN TAKING INNOVATION TO THE MARKET OVER THE LAST 3 YEARS?”
“OVER THE PAST 3 YEARS, WHAT HAS BEEN YOUR ROI FROM INNOVATION?”
FIGURE 2
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52%
90%

Professional  
development/
advancement 
opportunities

36%
65%Financial  

rewards

38%
75%

Opportunities 
for more varied 
work experience 
and assignments 

10%
65%Annual 

internal awards 
programme

Innovation Leaders Innovation Laggards

and they have a high success rate 
in terms of retaining top talent to 
support innovation, and attracting 
and acquiring new talent to drive 
innovation. 

The Innovation Index results 
show that innovative businesses 
encourage their employees to be 
innovative and openly promote 
the use of interactive tools and 
digital platforms for employees 
to pursue innovation. This is in 
line with Accenture’s “2016 Tech 
Vision” report, an annual report 
that identifies technology trends 
essential to business success in the 
digital economy, which shows that 76 
percent of South African businesses 
believe a more fluid workforce will 
improve innovation. The Innovation 

FORBES

INNOVATION SUPPLEMENT

Index research indicates that 95 
percent of Innovation Leaders 
are giving more control to their 
employees to ideate and innovate, 
and are offering strong incentives 
and opportunities to encourage and 
cultivate innovation. Incentives 
include professional development, 
varied work assignment 
opportunities, financial rewards 
and annual rewards programmes 
recognising innovation.
The value of internal collaboration 
is also receiving strong attention – 
85 percent of Innovation Leaders 
are making use of dedicated multi-
functional innovation teams to 
generate new ideas, and have 
dedicated teams set up to manage 
innovation.

RESOURCES: THE POWER OF  
THE ECOSYSTEM
Along the innovation value chain, 
resources in the form of financial 
capital, human capital and partner 
relationships are needed to generate 
ideas, facilitate innovation and bring 
it to fruition. In 2016, the resources 
dimension of innovation maturity 
measured by the Innovation Index 
witnessed an impressive general 
increase of 20 basis points from 
2014 to reach 55 points. This score 
was primarily driven by Innovation 
Leaders who increased their score 
in the resources dimension by 32 
percent to reach 77 points.

That increase was largely the 
result of Leaders’ responses to the 
new opportunities that a more 

“WHAT TYPES OF INCENTIVES DO YOU OFFER EMPLOYEES TO 
ENCOURAGE AN INNOVATION CULTURE?“
FIGURE 3
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digital and data-driven business 
environment brings. 

In an increasingly competitive 
world, companies need to take 
advantage of a wide range of 
resources to innovate; they 
cannot rely on ideas to come only 
from within their organisation. 
Encouragingly, the use of open 
innovation, which is characterised 
by partnerships among a range of 
players in a global ecosystem, is a 
strong theme emerging under the 
resources dimension in this year’s 
Innovation Index as a means to drive 
innovation agendas. Our results show 
that 66 percent of Innovation Leaders 
are proactively embracing innovative 
ideas that come from sources inside 
the organisation as well as platforms 
and channels located externally. 
Innovation Value Champions clearly 
see opportunities in leveraging a 
broader ecosystem: 71 percent look 
to academia, clients, customers and 
suppliers to crowdsource information 
to innovate rather than rely on 
traditional sources. 

For example, a leading sports 
nutrition company that entered the 
Index in 2016 leverages the insights 
and feedback of its customers to 
develop new products. This company 
used realtime customer feedback 
from social media and online tools 
to reformulate products. It reports 
that a resounding 85 percent of 
test customers chose the improved 
product – they were asked to put their 
stamp of approval on the product 
through social media.  

The emergence of new, digitally 
driven platforms for collaboration 
makes open innovation increasingly 
attractive. One of the major trends 
highlighted in Accenture’s “2016 
Tech Vision” report was that 48 
percent of South African companies, 
which is higher than the global 
average, believe it is critical to their 

business success to adopt a platform-
based business model to engage in 
ecosystems of digital partners. Even 
though many are not yet participating 
in the platform economy, this statistic 
signals massive recognition of the 
importance of platform ecosystems. 

Investment in tools and new 
methods to gather intelligence 
and inform innovation is also 
gearing up. Innovation Leaders are 
complementing traditional data 
gathering methods with the use 
of digital platforms. For example, 
tapping into big data and social media 
channels helps companies to stay in 
touch with market perceptions and 
what competitors are doing, generate 
ideas and, more importantly, react.

One of the benefits of effective 
resourcing is that it translates into 
greater efficiency in the innovation 
value chain. Innovation Leaders 
report facing less challenges in taking 

their innovation to market than two 
years ago – only 20 percent of Leaders 
faced major challenges in 2016 versus 
40 percent in 2014. Challenges worth 
noting are, however, the risk of the 
theft of ideas and poor execution 
that can accompany open innovation 
approaches. These are prompting 
Innovation Leaders to focus their 
attention on stronger protection 
of intellectual property, and on 
improving the systems and processes 
that support their innovation. 

DIGITAL: LEADING IN THE NEW 
A company’s digital capability 
can be defined by the evolution of 
the business to use combinations 
of technology, information and 
connectivity to create new sources of 
customer value, company revenue and 
operational performance. As we enter 
the Fourth Industrial Revolution 
where the line between digital and 

“WHAT TOOLS OR METHODS DOES YOUR ORGANISATION LEVERAGE TO 
GATHER EXTERNAL INFORMATION FOR YOUR INNOVATIVE IDEAS AND 
BUSINESS INTELLIGENCE?“
FIGURE 4
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physical systems blur, it comes as no 
surprise that the adoption of digital 
technologies is a strong contributor 
to companies’ ability to drive and 
manage innovation. 

Findings from the “2016 Tech 
Vision” report show that 87 percent 
of South African companies are 
investing in digital as part of their 
organisation’s strategy. The adoption 
of digital tools and platforms is 
necessary to drive growth and 
efficiencies within organisations – 
and Innovation Value Champions and 
Leaders are actively adopting them. 

Digital technologies are also being 
adopted by Innovation Leaders 
internally to support business 

“TOGETHER WITH THE DA VINCI INSTITUTE, ACCENTURE CONTINUES TO DRIVE THE MOST COMPREHENSIVE SURVEY OF INNOVATORS 
IN SOUTH AFRICA. THE RESEARCH SHOWS THAT INNOVATION IS NOT ENOUGH; A SYSTEM OF INNOVATION IS WHAT LEADERS NEED TO 
DRIVE HIGHER RETURNS IN BOTH THE SHORT- AND LONG-RUN.” 
– YUSOF SEEDAT, DIRECTOR: MIDDLE EAST, AFRICA, RUSSIA AND TURKEY, ACCENTURE RESEARCH

FORBES
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process innovation and streamline 
operations. This translates into 
significant cost efficiencies within 
the business. Digital technologies 
are also being used for process 
automation, with over half of South 
African organisations currently 
automating their core business 
processes, and eight in 10 Innovation 
Leaders moving to automate core 
business processes as part of their 
digital progress.

The digital environment makes 
strong customer focus a competitive 
advantage. By leveraging digital, 
South African organisations 
can improve their cost-to-serve 
throughout each layer of the value 

chain. Innovation Leaders are 
also strongly invested in reducing 
the time to respond to customer 
needs. They are using digital 
technologies to improve their 
service delivery and, ultimately, 
customer satisfaction; social media 
for product and service promotion; 
and technology apps to improve 
route-to-market processes, ensuring 
market strategies are optimised for 
their business.
Innovation Value Champions take 
digital a step further. They are 
leveraging digital for efficiencies 
but are also seriously committed 
to using it for business growth. 
They place digital at the core of 

“TO WHAT EXTENT IS YOUR ORGANISATION USING THE FOLLOWING 
DIGITAL PLATFORMS TO DRIVE GROWTH AND EFFICIENCY?“
FIGURE 5
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their business, making it an integral 
part of their overall business and 
innovation strategy.  

Eighty-three percent of 
Value Champions use digital to 
improve cost efficiencies within 
the business and automate core 
business processes to streamline 
operations versus about half of the 
rest of companies. All – 100 percent 
of Value Champions – leverage 
analytics to effectively disseminate 
information internally and improve 
customer interaction.

THE JOURNEY FROM LAGGARD 
TO LEADER
While South African companies 
understand the importance of open 

and collaborative innovation, and 
the positive impact it can have on 
employee engagement and company 
performance, Accenture believes that 
South Africa needs to catalyse change 
to drive the next steps. 

The Innovation Index provides 
some insight into how South Africa’s 
Innovation Value Champions and 
Leaders are building successful 
systems of innovation. If South 
African companies can better 
mobilise their resources, engage 
their talent and leverage digital 
technologies, they can increase 
their innovation success. However, 
the journey from Innovation 
Laggard to Leader requires a new 
mindset and adequate investment 

in innovation and development and to 
become Innovation Value Champions, 
companies must take the next step, 
creating an innovation ecosystem 
designed to capture value and 
promote and reward risk-taking and 
performance.

A forum needs to be created to 
allow South African companies 
to share best practices, spark and 
grow innovation and an innovation 
mindset. A platform that can bring 
entrepreneurs and startups with ideas 
and projects together with larger 
companies will help South Africa to 
successfully execute on the vision of 
creating a thriving economy – one able 
to participate and compete in a rapidly 
transforming digital era.

PLEASE RATE THE IMPORTANCE OF THE FOLLOWING BUSINESS OBJECTIVES AS 
PART OF YOUR DIGITAL PROGRESS AGENDA.
FIGURE 6

Providing relevant 
information to the right
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Finding better 
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ACCENTURE INNOVATION 
INDEX 2016 AWARDS

THE PROCESS 
The Innovation Index 2016 Awards 
provide one of the highlights of the 
annual survey. They comprise the 
Accenture Overall Master Innovator 
Awards programme for companies 
with a turnover of less than R35 million 
(<R35m companies) and greater than 
R35 million (>R35m companies), and 
the Innovation Concepts Awards. While 
the winners in each category will only 
be announced at the award ceremony, 
both programmes delivered insights that 
enabled The DaVinci Institute to create 
a profile of leading innovators, gain a 
deeper understanding of the challenges 
companies face in developing their 
innovations and/or bringing them to 
market, and the winning approaches.

The Innovation Index puts participants 
through an exhaustive screening process. 
Each participant must complete a robust 
survey, detailing the nature of their 
business’ innovation activity, before 
being shortlisted for a series of rigorous 
interviews conducted by innovation experts 
and industry leaders. This is followed by 
a lengthy judging process, after which the 
judges select a winner.

OVERALL MASTER INNOVATOR 
AWARDS – >R35M COMPANIES
For the Accenture Overall Master 
Innovator Awards for companies with 
a turnover greater than R35m (>R35m 
companies) an analysis was completed 
on the top three organisations in this 
category. The responses of the finalists 
within this category yielded significant 
yet surprising results. 

In trying to understand what 
distinguished the top three organisations 
from the rest of the entrants, a comparison 

BY JAYESH REDDY
MEMBER OF FACULTY IN THE MANAGEMENT OF TECHNOLOGY
THE DA VINCI INSTITUTE

was done of the survey questions. Across 
the total set of questions, the three finalists 
provided a common response, whilst no 
other organisation shared that commonality. 
Could these findings be a recipe for 
achieving innovation success? 

Profiling the >R35m company leaders
The >R35m companies have put more 
formal structures in place to manage their 
innovation process.  For example, they 
allow their staff to pursue innovation-
related activities through allocating 
a percentage of each employee’s time 
to such pursuits. In addition, financial 
rewards and annual awards have been 
incorporated into their innovation 
programmes. These organisations’ 
interventions include fostering employee 
growth, parameterising succession, 
providing employees with opportunities 
to learn and/or practice new skills and 
accelerated leadership development to 
facilitate innovation. 

These companies are aligned in their 
thinking, indicating that they should 
pursue the development of ideas for 
innovative products, processes, services 
and/or systems from outside the 
organisation. All of these companies seem 
to manage innovation through their senior 
management, business unit leaders and 
their employees. Similarly, all agree that 
their CEOs should manage the budget and/
or funding of innovation initiatives. There 
is a sense that ‘innovation’ is owned by 
everyone in the organisation and not just 
in the realm of research and development 
(R&D) activities. 

The participants actively pursue 
innovations in:
• Products: which includes development 

of a new product or modification of an 

existing product. 
• People: which involves the creation of 

new social concepts or constructs or the 
modification of existing social concepts 
or constructs. 

• Process: which includes the 
development of new processes or the 
modification of existing processes. 

• Service: which includes the 
development of new services or 
modification of existing services.  

The aim of these innovations is to 
contribute to improved business 
performance. These companies innovate to 
help their people realise their full potential, 
facilitate sustainable business delivery and 
performance, and improve customer and 
client experiences and/or business results.

All >R35m companies executed product 
innovations in the past three years through 
the improvement of existing products and 
thereby improved their distribution or 
supply of value-added innovative products. 
These innovations have led to an increased 
ability to acquire new customers, retain 
their existing customers, strengthen the 
pricing of products and services, improve 
the efficiency of their customer interactions, 
and improve their organisational image and 
business health. They also assessed their 
innovation by focusing on measuring the 
value of their brand.

These companies tended towards 
using business intelligence and analytics 
tools to drive innovation as a necessity. 
This was achieved through internet 
searches, scanning social media 
platforms and soliciting feedback from 
clients or customers and suppliers. All 
companies held the perspective that 
their digital progress agenda was driven 
by their business objectives and sought 
to use technology to better interact with 
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their customers, proactively provide 
relevant information to the right person, 
increase their productivity, automate 
core business processes and streamline 
IT processes. These companies accepted 
there were barriers to implementing 
digital solutions, yet agreed these could 
be overcome. Their commitment and 
actions have resulted in their customers 
buying more, increasing their customer 
value and market share. 

OVERALL MASTER INNOVATOR 
AWARDS – <R35M COMPANIES
The Accenture Overall Master Innovator 
Awards programme for companies 
with a turnover of less than R35 million 
(<R35m companies) followed the same 
process as for companies with a turnover 
greater than R35 million. Once again, 
across the total set of questions, the three 
finalists provided a common response, 
while no other organisation shared that 
commonality. Interestingly there were 
overlapping answers when compared 
with the results of the >R35m companies, 
albeit with variations. 

Profiling the <R35m company leaders
The <R35m companies appear to be 
agile, placing emphasis on giving their 
employees more flexibility. Consequently, 
they place a great deal of trust in their 
staff to be the source of their innovation. 
Overwhelmingly, the staff of <R35m 
companies see ‘innovation’ as part of their 
role and are more involved in cross-teaming 
and collaborative efforts as compared to the 
>R35m companies. The <R35m companies 
also allow their employees freedom and 
flexibility to co-determine their tasks 
related to innovation activities. 

Furthermore, these companies offer 
employees incentives to encourage 
an innovation culture. These include 
professional development/advancement 
opportunities, along with opportunities 
to gain varied work experience and rotate 
through various business units. 
Members of these organisations indicate 
that they have put steps in place to foster 
employee growth and parameters for 
succession, as a means of facilitating 
innovation. Chief amongst these is 

providing employees with opportunities to 
learn and/or practice new skills. With the 
<R35m companies, attention is also paid to 
developing individual career pathways. 

There was alignment amongst all 
category winners that the development 
of ideas for innovative products, 
processes, services and/or systems from 
outside the organisation should actively 
be pursued. To highlight this point, none 
of the <R35m companies had an R&D 
department; they manage innovation 
through both their senior management 
and their employees. All the finalists 
agreed that the CEO should manage the 
budget and/or funding of innovation 
initiatives. By inference, all members of 
an organisation should be geared towards 
managing innovation, yet support from 
the highest structures of management is 
seen as necessary. 

<R35m companies actively pursue 
innovations in products, people or 
processes. The aim of these innovations 
is to contribute to improved business 
performance, help their people realise 
their full potential and facilitate sustainable 
business delivery and performance. 

Notwithstanding, all the companies have 
executed product innovations in the past 
three years through the improvement of 
existing products, and have improved their 
distribution or supply of products. Over the 
same period, the <R35m companies went 
further by improving their idea generation 
processes to facilitate innovative behaviour, 
implementing technology applications 
to streamline processes, improving their 
utilisation of social media and traditional 
media platforms to promote their products 
and services, and improving their route-to-
market processes. 

These interventions have increased their 
ability to acquire new customers, retain 
their existing customers, strengthen the 
pricing of products and services, improve 
the efficiency of their customer interactions, 
and improve their organisational image 
and business health. Supplementing the 
aforementioned consequences, these 
interventions in the <R35m companies also 
led to improvement in the employees’ skills, 
helped extend their markets and improved 
their asset efficiency. 

The <R35m companies were driven 
in assessing their innovations through 
measuring the impact of marketing their 
innovation, measuring customer satisfaction 
and tying their organisation’s identity to 
their innovation through a committed 
communications strategy. 

All organisations agreed that using 
business intelligence and analytics tools to 
drive innovation was a necessity. This takes 
the form of internet searches, scanning 
social media platforms and soliciting 
feedback from clients or customers 
and suppliers. The <R35m companies 
further considered the following aspects 
to be important in this regard: soliciting 
information from sources within their 
organisation and other enterprises in their 
group, as well as monitoring consultancies. 
All companies held the perspective that 
their digital progress agenda was driven 
by their business objectives and sought to 
use technology to better interact with their 
customers, proactively providing relevant 
information to the right person. 

There is a general recognition amongst 
all companies that there are some barriers 
to implementing digital solutions, yet these 
could be overcome. The consequence of 
this commitment and the actions of these 
companies have resulted in their customers 
buying more, and their customer value and 
market share increasing. The Innovation 
Index evaluation was an extensive test of 
all entrants’ innovation capabilities. The 
semi-independent approach of the survey 
and the interviews served as a double-blind 
validation of the eventual results as the 
finalists rose to the top by both measures. 
The level of commonality in the survey 
responses gives further credence to the 
validity of the evaluation process. More so, 
it shows that these organisations, which 
followed a similar approach, have achieved 
a similar result in their innovation practices. 

The Innovation Concept Awards looked 
at some of the innovations that these 
innovation leaders have brought to fruition.

INNOVATION CONCEPTS AWARDS
The Innovation Concepts Awards 
programme requires each participant to 
complete a robust survey, detailing the 
nature of their innovation concept(s), 
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before being shortlisted for a series of 
interviews conducted by innovation 
experts and industry leaders. This is 
followed by a lengthy judging process to 
determine the winner. 

An analysis of the finalists was 
conducted to understand the innovation 
process which unfolded in bringing their 
concepts to market. The finalists were 
categorised as either Emerging, Small/
Medium or Large companies. 

The nature of the finalists’ innovative 
concepts was widespread. These concepts 
could have been classified as Product, 
Process, People, or Service Innovations. 
The concepts could be further classified 
as a New Innovation to a New Market, a 
New Innovation to an Existing Market 
or an Increase of an Existing Market. 
The results did not favour any particular 
classification. Interestingly, there was 
a concentration of activity within the 
following industry sectors:
• Capital markets and financial services
• Consumer goods and retail
• Electronic and high tech
• Energy and utilities
• Freight and logistics
• Health and life sciences

An examination of the barriers to 
entry preventing potential competitors 
from entering the space of the finalists 
showed overwhelmingly that the 
participants felt their unique base of 
expertise and large investment would 
deter any would-be competitors. There 
was a strong feeling amongst the finalists 
that potential competitors would be 
international organisations. 

Overwhelmingly, the participants opted 
to price their innovations in line with 
market demands. However, they were 
equally focused on selling their innovations 
in high volumes while keeping the price 
low. For the large companies, the bulk of 
revenue derived from innovations came in 
the form of retail sales, whereas the bulk 
of revenue derived by the emerging, small 
and medium companies came in the form 
of contract sales. 

In terms of the innovation 
commercialisation process, the following 
graph shows the time it took participants to 
deliver a fully-fledged market offering: 
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The level of investment made by each organisation increased year-on-year. Over a three-
year cycle of investing in their particular innovation, the semi-finalists began by investing a 
smaller percentage of the revenue and steadily progressed with each year. The graph below 
highlights this trend:

Another important measure is Innovation Payback. This metric allows organisations to 
determine how long they will take to recover the costs associated with their innovation. In the 
case of the participants, over 50% of the companies would only recover their investment after 
a period of 18 months. The following graph shows the details related to the payback period:

The results indeed shine a 
spotlight on some of the areas 
of difficulty experienced by the 
participating organisations and 
the risks they face.  It also serves 
as a timely reminder of the 
work that goes into pursuing an 
innovation outcome.

The second component of the 
Innovation Payback measurement 
relates to the rate at which the 
investment is returned. This metric is 
a powerful indicator of how successful 
an innovation is in the market. The 
results reflect approximately 36% of 
the participants recover 2-5 times 
their investment, while a further 
36% of them recover 10 times their 
investment in their innovation. The 
spread of these results are shown in 
the following graph: 
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WHAT PROPORTION OF YOUR REVENUES IS CURRENTLY GENERATED THROUGH DIGITAL TECHNOLOGIES, 
PRODUCTS AND SERVICES? WHAT PROPORTION WILL IT BE IN THREE YEARS?
FIGURE 1: DIGITAL AS A DRIVER OF REVENUE GENERATION
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HARNESSING THE POWER 
OF OPEN INNOVATION THROUGH 
DIGITAL COLLABORATION

BY YUSOF SEEDAT
DIRECTOR: MIDDLE EAST, AFRICA, RUSSIA AND TURKEY, ACCENTURE RESEARCH

I nnovation and economic progress 
are closely linked. In South Africa, 
an ailing economy demands 
that greater attention be given 

to driving the growth of innovation. 
Open innovation, an approach that 
is made possible by digital platforms 
and a rapidly growing ‘platform 
economy’, is the foundation upon 
which digital collaboration is built. The 
goal is ecosystem innovation, the most 
advanced form of open innovation. This 
can open up a $12-billion opportunity 
for growth in South Africa. To make this 
leap, companies large and small need to 
align on the essentials.

- A $12 BILLION OPPORTUNITY FOR SOUTH AFRICA 

across enterprises, and economy-wide. This 
kind of innovation can enable South Africa to 
nurture, support and catalyse innovation to 
successfully transform the economy. Already, 
large companies and entrepreneurs in South 
Africa expect digital to be an important driver 
of revenue generation in the next three years 
(Fig 1). Accenture’s Digital Collaboration Index 
(DCI) puts a number on the opportunity. 

To quantify the business and economic 
value of digital collaboration, Accenture’s DCI 
measures the effectiveness of an enterprise, 
country or region in terms of the collaboration 
mindset present, and how successfully it is 
translating collaboration into innovation and 
revenue growth. 

THE $12-BILLION POTENTIAL
The slowdown in South Africa’s economic 
growth since 2012 highlights major structural 
constraints. Unemployment is at more than 
25% with youth unemployment at almost 
50%. Labour relations and service delivery 
remain a challenge, skills shortages constrain 
domestic growth and inadequate electricity 
supply and overall weak business confidence 
inhibit private sector investment. Clearly, new 
approaches are required.

In an increasingly connected world, digital 
technologies offer a platform that can facilitate 
deeper collaboration both inside and outside 
the “four walls” of a company, increasing the 
reach and impact of innovation within and 

Large companies 
surveyed

South AfricaG20 Overall

28%

16% 15%

29%

South AfricaG20 Overall

23%

15% 14%

25%

Entrepreneurs 
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Source: Accenture Research
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According to the DCI, open innovation 
could deliver a 2.2% or $1.5 trillion increase 
in global outputs. For South Africa, open 
innovation translates to an appealing 
$12-billion prospect, leading to an uplift of 
GDP by over 3%. (Fig 2).

TAPPING INTO THE OPPORTUNITY
So just how do organisations go about tapping 
into and realising this opportunity?

Open innovation is defined by a four-
part journey spanning across corporate 
venturing, the development of incubators 
and accelerators, to joint innovation and co-
creation, and finally, ecosystem innovation. 
Ecosystem innovation, the most mature form 
of open innovation, is the ultimate goal. It 
replaces first stage innovation approaches 

that focus on narrow goals and are driven 
by corporate ventures and incubators with a 
more open, equitable form of collaboration 
involving multiple partners. Digital platforms 
and platform-oriented companies are a major 
enabler of ecosystem innovation. 

While digital collaboration and open 
innovation are quickly being adopted among 
large companies and entrepreneurs globally, 
South Africa has been slow to do so. 

The DCI study encompassed the G20 
countries, which includes South Africa. To 
match the speed at which its G20 counterparts 
are growing, South African companies need 
to quickly advance to the third and fourth 
stages of innovation, namely joint and 
ecosystem innovation. What constrains rapid 
advance that the phases in which companies 

participate in open innovation often depend 
on their corporate needs and other elements 
within their market. Consequently, only a 
handful of South African companies have 
at present adopted all four approaches to 
innovation.

South Africa is just taking its first steps 
on this journey. Big companies are forging a 
path, launching corporate ventures as well as 
incubator and accelerator programmes. Yet 
even these initiatives are at a nascent stage, 
with some companies only recently initiating 
experiments to discover what models work in 
the local market. Joint innovation is still new, 
as is collaboration among a larger ecosystem 
of players that are less set on specific goals 
and more focused on ideation, testing and 
learning. 

FIGURE 2: POTENTIAL ADDITIONAL GDP GROWTH ENABLED BY IMPROVED DIGITAL COLLABORATION

Top 20% - “Collaboration High Performers”

Entrepreneurs
Innovation up +33 points
Revenue growth up 3% to
18% (6% on average) 

Large Companies
Innovation up +25 points
Revenue growth up 3 to
7% (5% on average) 

Source: Accenture Research Economic Value Modeling
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THE JOURNEY TO OPEN INNOVATION
In order for South African companies to 
progress to the more advanced stages of open 
innovation, the existing corporate outlook 
must, first and foremost, understand and 
embrace open innovation. 

The first phase of open innovation is 
corporate venturing, the investment of 
corporate funds directly in external startup 
companies. This form of collaboration is 
viewed by large corporates as being valuable 
as it de-risks the company in terms of 
financial commitment to internal research 
and development (R&D) through external 
investment, and helps identify next-generation 
technology and innovations. 

Currently, almost half of the top 100 
companies in the global Fortune 500 have a 
corporate venturing unit. However, corporate 
ventures in South Africa are still emerging, 
with just a small number of local and 
multinational companies starting to set up 
venture funds. 

The next phase of open innovation as it 
evolves toward ecosystem innovation is the 
establishment of incubators or accelerators. 
These programmes typically operate alongside 
large companies’ corporate venture initiatives, 
helping to insource innovation and R&D. In 
South Africa, they are used by approximately 
a third of large organisations, a percentage 
that is expected to stand strong in the next 
few years.

Entrepreneurs can look forward to a 
greater emphasis being placed on incubators 
as large companies increasingly turn their 
attention to startups. South Africa currently 
has over 50 incubators, which are part of a 
small but expanding movement. The first-level 
startups are largely government-supported, 
with more than 70 percent of them initiated 
by government. A second level of incubation, 
driven by private sector investment, is also 
gaining momentum, however.

The Technical Incubator launched by 
Standard Bank in collaboration with the 
University of Johannesburg offers an example 
of private sector investment. This facility 
enables rapid prototyping by providing 
entrepreneurs with the means to develop 
their product with technical support on 
manufacturing, design, 3D printing, patenting 
and new technologies.

Joint innovation, the third phase of open 
innovation, is a collaborative agreement 

entered into by a large company with one or 
more startups for co-creation. In this model, 
all partners play a role in the development 
of a common solution. The objective is to 
develop the resources to be able to generate 
innovation and R&D in-house, while also 
striving to maximise existing market 
opportunities.

Co-creation is growing widely in the 
extended supply chain network and other 
divisions. Barclays Rise, for instance, signed 
agreements with three of the 10 startups that 
participated in its 13-week Tech Lab Africa 
accelerator programme. All three startups 
then signed proof of concept deals with 
Barclays to test their products. In addition 
to access to financial support, entrepreneurs 
received further external funding of up to 
$120,000 from Techstars, the mentorship-
driven startup accelerator powering the 
programme, as well as access to talent from 
local universities and a supportive local 
government.

While joint innovation is an important 
stage in the open innovation journey, its 
centre of gravity remains connected to a 
large corporation, alongside its innovation 
and R&D processes. Even though partners 
may or may not share control, it is expected 
that participating startups will contribute 
their ideas inside an environment focused on 
resolving the large corporation’s problems 
and needs.

The last phase in the journey is ecosystem 
innovation. This step is more radical and 
innovation takes place within a broader 
ecosystem of collaborators working on a more 
equal footing. It allows enterprises to look 
beyond the four walls of their organisation in 
order to contribute ideas more quickly, while 
enhancing their innovation programmes and 
creating shared value at the intersection of 
corporate performance and society to solve big 
or common problems.

Unilever’s Foundry Ideas platform offers 
an example of ecosystem innovation. This 
platform underscores the company’s efforts 
by acting as a hub for entrepreneurs and 
consumers to work together to tackle some 
of the greatest challenges of our time. Its 
Pureit range of water purifying products 
was developed in collaboration with various 
partners in science, technology and public 
health institutions. Many countries facing a 
shortage of affordable clean water, especially 

in Africa, South-East Asia and Latin America, 
have benefited greatly from these products.

Typically, the creation of a broad ecosystem 
of partners to co-operatively develop new 
technologies or market solutions, while 
also integrating their components, is done 
through a digital platform. Digital platforms 
are generally owned or orchestrated by a 
single company that controls the development 
of core products or services. However, the 
success of the platform depends on the ability 
of the leader to nurture the ecosystem of 
players and participants, including startups, 
encouraging them to offer value-added 
services on the platform. Platform models 
can be innovation-based, such as Huawei’s 
open-source LiteOS. Alternatively, platforms 
can be market-making environments. The 
transportation service Uber and the lodging 
rental service Airbnb are examples in the 
business-to-consumer area.

ALIGNING ON THE ESSENTIALS 
The journey through the different stages of 
open innovation will not be easy. It requires 
a shift from collaboration that is oriented 
to a predetermined goal or business idea 
to an approach that is more open and 
entrepreneurial. This will enable large and 
small companies to work together more 
effectively as they pursue entrepreneurialism 
and innovation. 

There are important considerations that can 
smooth the journey. 
As both large companies and entrepreneurs 
attempt to increase their collaborative work 
they will need ensure that current challenges, 
such as perceived commitment and divergence 
of cultures, especially around risk taking, are 
balanced. In addition, it is important that all 
stakeholders – large companies, entrepreneurs, 
government and bridge-makers – fully 
align on the essentials of digitally-based 
open innovation. This will put in place the 
groundwork that can support more far-
reaching advances, including the ability to 
leapfrog open innovation into the future and 
realise the exciting opportunities that exist for 
digital collaboration. 

The benefits are significant. By achieving 
true open ecosystem innovation, organisations 
big and small can generate greater business and 
macroeconomic growth – a crucial determinant 
of global competitiveness for South Africa over 
the coming decade. 
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CORPORATE CITIZENSHIP:  
AT THE HEART OF ACCENTURE
At Accenture, corporate citizenship is central to our vision to improve the way 
the world works and lives, and it reflects our core values.

Everything we do at Accenture 
to execute our strategy and 
deliver our vision comes to 
life through our people. Our 

people represent a wide variety of cultures, 
ethnicities, religious beliefs and languages. 
This rich diversity makes our company 
stronger, smarter and more innovative – 
helping us to better serve our clients and 
our communities. Through initiatives such 
as Skills to Succeed (S2S) and our efforts 
to drive sustainable economic growth with 
our people, clients and suppliers, we take 
thoughtful actions to bring about positive 
change, today and for the future. This 
includes playing a vital role in convening 
people and organisations to create 
long-term value for our communities, 
strengthen our business and enhance our 
contribution to society.

SKILLS TO SUCCEED
In South Africa, we have focused our 
efforts on programmes run by the 
Accenture Education Trust and the 
Accenture Foundation. Accenture’s S2S 
programme provides skills development 
in market-relevant and in-demand 
information and communications 
technology (ICT) skills. The programme 

also arranges employment opportunities 
for disadvantaged young South Africans 
in partnership with commercial partners, 
non-profit organisations and institutions 
of learning. Together with our strategic 
partners, we have equipped more than 
1.5 million people with necessary skills 
to positively take part in the economy 
– through formal employment or 
entrepreneurship. Accenture has set an 
ambitious target where we will equip three 
million people worldwide with workplace 
and entrepreneurial skills by 2020.
The S2S programme will assist us to 
achieve this target by focusing on three 
key areas:
Demand-led skilling at scale: We are tak-
ing our demand-led skilling programmes 
to scale by leveraging technology and 
digital solutions.
Sustainable employment and entrepre-
neurship: We are deepening our focus on 
successful transitions through outcome 
and insight-driven investing.
Collaborating for impact: By bringing 
together or collaborating with 
organisations across sectors, we are 
working to create large-scale, long-
lasting solutions aimed at bridging 
global employment gaps.

EDUCATION FOR EMPLOYMENT
South Africa faces massive and well-
publicised challenges of poverty, 
unemployment and inequality. Our 
economy is still struggling and both 
the public and private sectors are not 
generating employment opportunities 
at the required rate. In order to address 
these socio-economic issues, Accenture 
in South Africa and the Rockefeller 
Foundation have entered into a 
collaboration to provide sought-after ICT 
skills and job opportunities to thousands of 
disadvantaged young people.

CONNECTIVITY, ELECTRICITY,  
AND EDUCATION FOR  
ENTREPRENEURSHIP (CE3)

CE3 is a collaborative partnership be-
tween Accenture, the University of Notre 
Dame Initiative for Global Development, 
and non-profit organisations in Uganda 
and South Africa. 

BY KHETHIWE NKUNA  
LEAD MIDDLE EAST, AFRICA, RUSSIA, TURKEY ACCENTURE  CORPORATE CITIZENSHIP
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“Our people 
represent a wide 

variety of cultures, 
ethnicities, 

religious beliefs 
and languages. 

This rich diversity 
makes our 

company stronger, 
smarter and 

more innovative, 
which helps us 

better serve our 
clients and our 
communities.”

The CE3 programme serves as a catalyst 
for local economic development in rural 
communities. It strengthens existing 
businesses, creates employment, 
and builds new businesses through 

the provision of clean, affordable 
electricity, internet connectivity, and 
programmes that train local residents 
in basic computing, entrepreneurship 
and workforce readiness skills. The 
CE3 business model is sustainable in 
that it enables each site to cover its 
operating expenses, including the cost of 
maintaining the microgrid infrastructure.  

The CE3 model comprises of three 
pillars that build on one another to 
establish an environment that fosters 
local entrepreneurship development and 
economic growth:
Pillar 1 – Energy: In each site location 
the renewable energy system is installed 
at an institution that co-invests in the 
energy setup and provides a secure 
facility. Energy produced is sold to local 
businesses as a unique business advantage 
or accelerator.
Pillar 2 – ICT: Once power is available, 
each site is equipped with internet 
connectivity, giving users access to global 
information and networking resources, 
and enabling them to participate in 
web-based activities such as training, 
webinars and Accenture employee 
mentoring by and Accenture employee. 
Pillar 3 – Skills Development: Through 
the ICT lab, the project runs a skills 
development programme focusing on ICT 
and entrepreneurship. The skills acquired 
by participants enable them to leverage 
the energy and ICT components of the 
model to build businesses, create new jobs 
and grow the local economy.

CE3 IN SOUTH AFRICA
In South Africa, the CE3 model has 
been deployed in two locations, namely 

KwaMaphumulo and Ndumo in KwaZulu-
Natal. In Ndumo, CE3 energy is powering 
irrigation and a pack house with 
processing equipment and cold storage 
for the Mnotho Phansi Co-operative. It 
also powers irrigation for smallholder 
farmers located across the river from the 
co-operative. This reduces the farmers’ 
burden of labour and operating costs. It 
also enables them to achieve crop yields 
large enough to supply commercial buyers.
Lack of access to modern energy services 
is a primary economic constraint that 
limits the productivity of local businesses 
and, in many of South Africa’s rural 
areas, bars access to learning. According 
to the Stats SA General Household 
Survey (GHS) in 2012, 1.45 million South 
African households do not have access 
to electricity and 578,005 households 
access electricity informally or illegally. In 
KwaZulu-Natal, the percentage of those 
without electricity is as high as 95% and 
unemployment is not far behind, hitting 

85% in many municipalities. Through 
a recent award from the Accenture 
Foundation, the CE3 model will be 
deployed across eight communities in 
KwaZulu-Natal with the goal of skilling 
2,100 people and creating 1,575 jobs by 
July 2017.

Although we at Accenture have built 
and maintained momentum rolling 
out our various corporate citizenship 

programmes, we are well aware that 
there is still much to do. We believe that 
by thinking big and through collabora-
tion with partners with whom we have 
shared goals, as well as by innovating and 
harnessing the power of digital technol-
ogies, we will play a role in addressing 
the complex sustainability challenges our 
communities we face, not just in South 
Africa but globally.
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WILLIAM MZIMBA, ACCENTURE CHIEF EXECUTIVE 
SOUTH AFRICA, CHAIRMAN SUB-SAHARAN AFRICA, 
ON DIGITAL COLLABORATION AND OPEN INNOVATION: 
SOUTH AFRICA VS. THE REST OF THE WORLD.

ACCENTURE EXECUTIVES 
SHARE INSIGHTS INTO 
AND SUGGEST SOLUTIONS 
FOR CROSS-INDUSTRY 
AND CROSS-SECTOR 
CHALLENGES IN AN 
EVOLVING ENVIRONMENT.

VIEW 
FROM 
THE 
TOP
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CORPORATE VENTURES
Corporate venturing 
in South Africa is still 
emerging, led by a handful 
of local and multinational 

companies that have recently begun setting 
up venture funds. Interaction with startups 
often begins with corporate venturing. 
This form of collaboration is especially 
important in the eyes of large companies 
that want to de-risk financial bets on 
internal research and development through 
external investment, and to scout for next-
generation technology and innovations. 

ACCELERATOR 
PROGRAMMES
Globally, accelerator 
programmes are typically 
run alongside large 

companies’ corporate ventures. They 
are currently used by about one third of 
large organisations, a percentage that is 
expected to hold steady over the next few 
years. In South Africa, there are over 50 
incubators. The first phase was largely 
driven by government support. In fact, 
over 70% of incubators are started by the 
government. The second phase of private 
sector investment is now picking up. 

JOINT INNOVATION
Joint innovation or co-
creation is seen as the 
most effective model of 
collaboration by many 

global organisations. It enables the 
partners to collaborate more broadly and 
jointly maximise market opportunities 
more effectively than they could 
independently. 

In an increasingly digital and connected 
world, large enterprises and small 
entrepreneurs alike are exploring the 
value that can be created by closer 

and deeper collaboration with each other. 
Enterprises gain access to new skills, ideas, 
talent and markets, while entrepreneurs tap 
into large companies’ distribution networks 
and customer bases. 

In fact, recent Accenture research titled 
‘Harnessing the Power of Entrepreneurs’ 
to Open Innovation, found that 82% of 
large companies say they can learn from 
entrepreneurs about how to become a digital 
business. And 50% believe they need to 
work with entrepreneurs to be sufficiently 
innovative. Yet obstacles to effective 
collaboration remain. Entrepreneurs often 
question their partners’ commitment to 
supporting the growth of their businesses. 
At the same time, large enterprises often 
lack confidence in a startup’s ability to move 
from idea to marketability in the context of a 
broader business strategy.

The G20 countries are ahead of South 
Africa and open innovation is a journey for 
each of us. Depending on corporate needs and 
the market forces in their sector, some large 
companies in G20 countries have adopted 
corporate venturing. Others have developed 
incubators or accelerators. Some engage in 
joint innovation or co-creation, and a select 
few engage in ecosystem innovation. 

Closer to home, South Africa is still behind 
and local companies will have to leapfrog 
to the joint and ecosystem innovation 
stages while simultaneously maturing 
their approach to corporate ventures and 
accelerators. To do so, the guarded corporate 
mindset in South Africa needs foremost to 
open up and embrace open innovation.

ECOSYSTEM INNOVATION
In this more radical step in 
the open innovation journey, 
innovation occurs among 
a broader ecosystem of 

collaborators working on a more equal footing. 
Ecosystem innovation enables enterprises 
to look beyond their four walls to bring in 
ideas quickly, enhance their innovation 
programmes, and also create shared value at 
the intersection of corporate performance 
and society to solve big or common problems. 
The success of the platform depends on the 
ability of the leader to nurture the ecosystem 
of players and participants, including 
startups, encouraging them to offer value-
added services on the platform. 

LEAPFROGGING TO 
ECOSYSTEM INNOVATION: 
HOW DO WE GET THERE?
Most large and small 
enterprises in South Africa 

are taking their first steps on the journey. It is 
therefore important that stakeholders align on 
the essentials of digital-based joint innovation. 
This will put in place a foundation that can 
support more radical advances and leapfrog 
open innovation into the future. The critical 
focus, therefore, is to advance to more digitally 
enabled collaboration.

Large companies need to enable access 
for startups via existing vendors, rerouting 
purchases to manage risk while continuing 
the mentorship under the corporate 
accelerator programme until such time that 
the due diligence standards are met for direct 
sourcing. Entrepreneurs need to recognise the 
specific needs and interests of large companies 
if they are to effectively collaborate with them 
and serve as their suppliers.

Government funding, paired with 
private sponsorship, has a strong positive 
impact on the entrepreneurship ecosystem, 
as evidenced from G20 countries. Bridge-
makers – such as The Cape Innovation 
and Technology Initiative and AngelHub 
Ventures – can act as intermediaries to 
help connect organisations to appropriate 
partners, act as a buffer between partners 
with conflicting cultures, provide support 
in mitigating risk, and assist in piloting and 
deploying technologies.



26  |  FORBES AFRICA      NOVEMBER 2016

FORBES

INNOVATION SUPPLEMENT

New digital technologies make it easier for 
small businesses to expand and export. And 
the emergence of digitally-enabled platforms, 
in particular, offers one of the fastest routes to 
export-led growth. 

It may seem counterintuitive that SMEs can 
compete alongside the leading platform brands 
we know so well today: Uber, Airbnb, Tencent, 
Alibaba and others. These powerhouses have 
reshaped entire industry sectors. Indeed, some 

buy from overseas. 
Second, SMEs can create their own 

platforms. It used to take Fortune 500 
companies an average of 20 years to reach a 
billion-dollar valuation. Today, companies are 
becoming unicorns in just four years, thanks to 
this new business model. Consider the success 
of DHgate.com, a Chinese e-commerce website 
that facilitates the sale of manufactured 
products from SMEs. 

Third, small businesses can provide 
services to platforms to enrich their 
functionality. They can meet the need for 
analytics-based pricing techniques, for 
example, or fulfillment and payment services, 
without which platforms cannot survive. SMEs 
can also join the platforms established by 
traditional industry incumbents seeking their 
specialist expertise. 

Despite the opportunity, analysis by 
Accenture for the G20 Young Global 
Entrepreneurs Alliance suggests that the 
majority of new platforms will fail. This 
partly reflects the extraordinary proliferation 
of platform businesses which is, in itself, a 
positive sign. To succeed, however, SMEs 
will have to adopt radical new ways of 
doing business. They will have deliver more 
personalised services, and implement dynamic 
pricing models to react in real time to changes 
in market demand.

AS WEAK GROWTH DOGS THE WORLD 
ECONOMY, THERE’S A TENDENCY TO TURN 
TO MULTINATIONAL COMPANIES TO DRIVE 
A RECOVERY OF TRADE AND INVESTMENT. 
BUT THE ROLE OF SMALL AND MEDIUM 
SIZED ENTERPRISES (SMES) IS OFTEN 
OVERLOOKED SAYS LEE NAIK, MANAGING 
DIRECTOR OF ACCENTURE DIGITAL.

LIVINGSTONE CHILWANE, MANAGING 
DIRECTOR FOR ACCENTURE HEALTH AND 
PUBLIC SERVICES, SAYS BOLD ACTION 
IS REQUIRED TO ENSURE THAT THE 
ECONOMY IS TURNED AROUND, QUICKLY.

fear that they have snagged too much market 
power to the disadvantage of small companies. 
But SMEs can only benefit from platforms. 
After all, most of the major platform players 
were, themselves, startups little more than five 
years ago. 

We’ve been here before. At the turn of 
the 20th century, industrial economies were 
transformed by platforms that we called 
factories. Powered by the innovation of 
electricity, factories brought together workers, 
raw materials and distribution channels for 
the first time, enabling large-scale and efficient 
manufacturing. Today, digital technology is 
creating platforms that unite vast numbers of 
customers and providers to form large-scale, 
efficient markets. 

Digital networks create a self-propelling 
virtuous circle, with more customers attracting 
more suppliers and vice versa – what is known 
as network effects. Other platforms focus less 
on market making and more on innovation, 
but are driven by similar principles, bringing 
together specialists from different sectors to 
create entirely new products and services. 

The opportunity for small businesses is 
threefold. First, platforms help them gain 
access to largescale and increasingly global 
markets, transforming export-led expansion. 
Research from Alibaba and Accenture suggests 
that, by 2020, 45% of online consumers will 

The South African economy continues to 
struggle due to a number of factors, including 
recurring infrastructure bottlenecks. Last 
year, more than three-quarters of emerging 
markets grew faster than South Africa 
in economic terms. In the International 
Monetary Fund annual review of the economy, 
industry expects projects to grow only 0.1% 
in real gross domestic product terms for 2016 
and 1.1% in 2017.

Earlier this year, Finance Minister Pravin 
Gordhan promised to relieve, among other 
things, infrastructure bottlenecks as part of the 
plan to turn the economy around.

“Infrastructure delivery agents in 
Gauteng are beginning to embrace the need 
to transform themselves in order to better 
perform according to their mandates. Senior 
government officials are driving initiatives 
to leverage technology to transition from 
outdated manual processes as they embrace 
new frameworks and solutions,” says 

Livingstone Chilwane.
Gauteng and indeed the Gauteng Department 
of Infrastructure Development (GDID), is one 
such example with its efforts to align to National 
Treasury frameworks such as the Infrastructure 
Delivery Management System (IDMS) and the 
Standard for Infrastructure Procurement and 
Delivery Management (SIPDM). 

Accenture is working closely with the GDID 
to help transform its approach to delivering 
infrastructure projects and asset maintenance 
to operate an effective organisation that meets 
the needs of its citizens.

According to Chilwane, this covers 
key areas such as portfolio management, 
programme and project management, 
operations and maintenance, property 
management and procurement.

“GDID is implementing IDMS and SIPDM, 
and improving the management and execution 
of infrastructure delivery in Gauteng. It 
realised that it needed a partner to help it 
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MAKING DIGITAL PAY
Accenture’s DPI research 
reveals how DHPs are 
making digital pay and how 
businesses can capture the 
growth potential of digital.

•   DHPs put digital at the core of their 
business to grow, not just to achieve 
efficiencies. In these businesses, digital 
drives strategy and planning, the 
development of products, marketing 
and engaging with customers and other 
stakeholders, and business management.

• DHPs are innovative. They invest to shape 
the new terms of competition by re-
imagining the customer value proposition. 

• DHPs are prepared to fail fast and 
iterate. In the digital environment, 80% 
of innovations will fail, so the ability to 
experiment and fail fast is vital.

• DHPs collaborate and invest in ecosystem 
innovation. By collaborating with startups 
rather than competing with them, they 
access innovative thinking and new 
growth opportunities. 

Digital offers exciting opportunities. African 
businesses that begin to craft their digital 
business strategies now, and deliver on 
them, can gain advantage. 

environment, establishing digital 
infrastructure and skills, and a business 
environment that attracts startups and 
investors, will lay the foundation. 

A DIGITAL AFRICA?
Government needs to work 
closely with the business 
community to create an 
enabling environment that 
stimulates digital innovation. 

The development of infrastructure needs to be 
prioritised and an environment that encourages 
and makes it easy to invest in digital innovation 
is needed. The European Union (EU) provides 
a great example of how it can be done.

The EU is developing a single digital 
market for its 500 million people based on 
harmonised and enhanced regulations for 
data protection, ecommerce and consumer 
protection. African governments can play a 
leading role by following suit, establishing 
a shared regulatory framework for digital 
markets that will attract investment.

Government can support investment 
further by removing barriers for startups, 
easing the regulations and processes related to 
setting up a business and by creating beneficial 
tax regimes. However, South Africa also has 
to address digital at the most basic levels – to 
really embrace digital as an accelerator of 
GDP growth in the future, South Africa has to 
develop digital skills.

Digital provides a significant growth opportunity 
but is also an immense threat to businesses 
and economies that do not ready themselves to 
participate in a digital world.  Accenture’s Digital 
Performance Index (DPI) research shows that 
less than 5% of South African companies can be 
considered Digital High-Performers (DHPs) – 
companies that are turning digital investments 
into sustained financial performance. For South 
Africa to compete and to grow its economy, digital 
innovation is imperative. How can we make it pay?

The time is now for companies to get 
their digital strategies in order. Government 
has a big role to play. The right regulatory 

ACCORDING TO JOOST DE HAAS, 
MANAGING DIRECTOR OF ACCENTURE 
STRATEGY, THE TIME IS NOW FOR 
COMPANIES TO GET THEIR DIGITAL 
STRATEGIES IN ORDER.

operationalise the recommendations and 
best practices contained in the IDMS and 
SIPDM. Following a competitive process, 
Accenture was selected as GDID’s strategic 
implementation partner,” says Chilwane.

The technology solution delivered 
by Accenture included, amongst other 
initiatives, helping the department with the 
establishment of a state-of-the-art projects 
and maintenance facility called Lutsinga 

Maintenance House, launched officially 
in May this year. The centre strategically 
and tactically provides technical solutions, 
intelligent reporting and analytics.

 It is hoped that through adopting and 
embedding these disciplines delivery agents 
will perform more efficiently and effectively for 
the benefit of their departments and ultimately 
the citizens for which this infrastructure is 
intended.

“Activities performed by GDID officials are 
governed by detailed and standard business 
processes based on the prescribed IDMS and 
SIDPM frameworks,” says Chilwane.
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Brett Grobbelaar notes that South African 
electricity distributors, Eskom, and 
municipalities, face technical and financial 
challenges to reliably service customer 
demand. 

Grobbelaar believes digital technologies 
will soon play a vital role in distribution 
reliability. Poor reliability is caused by various 
factors including skills shortages, insufficient 
maintenance, and lack of investment in 
refurbishment and network strengthening. 
These factors are now being addressed by digital 
technologies such as remote asset monitoring, 
smart metering, field force scheduling and 
mobility. These technologies all provide data 
for advanced analytics to address issues in 
investment planning, demand management, 

BRETT GROBBELAAR, MANAGING 
DIRECTOR FOR ACCENTURE RESOURCES, 
SHARES HIS VIEWS ON THE VITAL ISSUES 
OF ELECTRICITY DISTRIBUTION.

technical losses, theft, outages and faults.
Supporting the role of digital is the growing 

acceptance by South African consumers of 
digital channels to interact with electricity 
providers. “Notably South African digital 
channel users are indicating high demand for 
energy management services,” says Grobbelaar.

“Accenture’s South African New Energy 
Consumer Survey 2015 indicates that 80% 
of electric utility digital channel users are 
interested in participating in an energy 
management programme. Our data sources 
suggest this interest is primarily due to 
concern about increasing electricity costs 
combined with growing environmental 
awareness, especially by younger consumers,” 
he says.

Distributors may face financial issues if 
younger environmentally aware consumers 
attempt to save cost by adopting renewable 
technologies at home. “If distributors supply 
less electricity from the same network due to 
residential own generation from solar panels, 
then the billing model must change. The new 
model will need a higher fixed charge for grid 
access and less emphasis on variable charges 
for kilowatt hours,” he says.

Grobbelaar expects that distributors will 
have to innovate to meet the new requirements 
of consumers.

According Grobbelaar, techniques such as 
design thinking will enable distributors to look 
at electricity services through their customers’ 
eyes. If energy providers wish to develop, 
today, the products, services and business 

SANDY MOHONATHAN, HUMAN 
RESOURCES ASSOCIATE DIRECTOR 
AT ACCENTURE, IS GEARED TOWARDS 
CREATING THE RIGHT EMPLOYEE VALUE 
PROPOSITION TO ATTRACT, DEVELOP,   
AND RETAIN THE BEST TALENT, WITH A 
BIG FOCUS ON WOMEN.

Sandy Mohonathan has a deep understanding 
of the impact of human talent on organisational 
growth and success. Her company’s latest 
research in women, ‘Getting to Equal’, reveals 
that digital fluency can change the game for 
women – and their countries – in dramatic 
ways. According to Mohonathan, at the current 
rate of digital adoption, developed nations 
likely won’t achieve workplace gender equality 
until 2065, and developing nations until 2100. 

South Africa is amongst the countries 
that have the lowest overall digital fluency 
score, ranked 26 out of 31 countries, while 
India ranks the lowest. Among the highest 
are the Netherlands and the United States, 
which has the highest overall score in the 
study, and one of the smallest gender gaps. 
That being said, top ranking countries 
like these still have far to go to achieve 
genuine equality in the workplace – but 

with the help of digital fluency, women have 
made significant progress in education, 
employment and especially advancement. 
In fact, if governments and businesses can 
double the pace at which women become 
frequent users of technology, we could 
reach gender equality in the workplace by 
2040 in developed nations and by 2060 in 
developing nations.

In particular, digital fluency creates 
opportunities for women entrepreneurs and 
women who are considering rejoining the 
workforce, by creating access to business 
opportunities. “More women in developing 
countries (61%) than developed countries 
(29%) want to start businesses within the 
next five years. Sixty per cent of non-working 
women said that the flexibility and working 
from home options that have come as a result 
of digital fluency, will help them find work and 

models of tomorrow, then they should look to 
modernise and transform their businesses and 
consumer interaction through design thinking.

Accenture can provide 
globally proven 
strategic and workable 
insights to an 
innovating electricity 
distribution industry. 

Grobbelaar states that focus will be on 
design, implementation and operation of 
solutions to key issues such as:

1.    Digital transformation and 
modernisation to enhance the 
customer experience.

2. Advanced distribution management 
systems involving smart grid and 
smart meters.

3. Capital build projects with 
management of contracts, claims, and 
engineering data. 

4. Sourcing and procurement with a 
focus on localisation.

5. Plant and asset maintenance including 
field force management.

6. Demand side management.
7. Losses and energy theft.
8. Financial sustainability.
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Dr Roze Phillips is the Managing Director for 
Accenture Consulting, which includes the 
Human Capital Consulting practice. 

She says that millennials have an important 
role to play within the workplace. “They are 
digital natives. They grew up with machines; 
their expectation of what work looks like and 
how they engage depends heavily on their 
interaction with digital. In some industries, 
more than 70% of the workforce are already 
millennials. They inevitably will shape workplace 
culture. They just operate differently and expect 
different things from the workplace,” she says. 

Already in 2015, Accenture’s millennial 
workforce exceeded 70% and Phillips affirms it’s 
a good thing because they bring innovation to 

AS A LEADER IN THE TRANSFORMATION 
STRATEGIES THAT FOSTER EMPOWERMENT 
IN THE WORKPLACE AND BEYOND, 
DR ROZE PHILLIPS IS IN SUPPORT OF 
THE ARRIVAL OF MILLENNIALS IN THE 
WORKPLACE.

re-joining the workforce. Digital fluency has 
addressed this barrier previously experienced 
more by women in the workplace,” notes 
Mohonathan.

In the workplace, women representation 
at entry level exceeds male, but drops 
significantly as they progress to management 
levels. “Although digital fluency clearly helps 
women train for and gain employment, the 
relationship between digital fluency and 
women’s advancement is not as significant,” 
says Mohonathan. “That being said, there 
is good news: we expect this will change as 
more millennial women and digital natives 
move into management.” The research found 
nearly six in 10 millennial women surveyed 
aspire to be in leadership positions, and more 
than three-quarters of all survey respondents 
believe that women have more opportunities 
today than ever before.” 

So what about Accenture? “We empower 
our people to lead,” says Mohonathan, “and 
empowering our more than 145,000 women is 
a key part of this. Gender equality is a global 
issue and an essential element of an inclusive 
workplace. We believe strongly that gender 
equality is essential for a high-performing, 
talent-led organisation. Our focus on 
attracting, inspiring and advancing women is 
critical to Accenture’s future.”

how operations can be reimagined.
Research conducted by Accenture states that 

50% of leaders still continue to worry about talent 
in the next 12 months and how they’ll attract the 
cream of the crop, wanting to acquire the best 
millennial talent.
Phillips explains that the business strategies 
that should be put in place to attract the best 
millennials must include creating a collaborative 
workplace environment that mimics their digital 
consumer experience. Perhaps incorporate 
gamification in workplace processes and put in 
place e-learning tools that allow for on-demand, 
anywhere, anytime, any device, learning, because 
that is how millennials learn best.

A more agile and liquid workforce can 
also attract millennials as it allows them to 
complete tasks and not necessarily just a 
specific repetitive function.

“Millennials believe in the on-demand 
and sharing economy. While the previous 
generations of Generation Xers, Baby Boomers 
and Traditionalists grew up in an environment 
of scarcity, the millennials believe in 
consumerisation and hyper personalisation and 
have grown up in a world of abundance. 

By 2020 we expect about 43% of work to be 
freelance,” she says. Even though people might 
not have a permanent job, it won’t mean they 
will be workless. People will be doing contract 
work, which will be another change see in the 
workforce.

For example, in response to a greater demand 
for workplace agility, Accenture has its own liquid 
workforce platforms where there are tasks people 

can share among one another. These cross-
functional teams harness diversity, they remain 
engaged and challenged and they continue 
to build new skills vital to remain relevant. 
Accenture’s clients in turn benefit through access 
to best talent. 

Reverse mentoring has also come to the fore 
in the workplace and Phillips describes why more 
millennials are quickly becoming teachers. 

“I think the good old days 
of training has changed. 
Training is no longer a once-off 
event. Training and learning 
are a continuous processes. 
Learning is a process where it 
isn’t just the teacher teaching 
but the learner teaching too, 
especially when it comes 
to digital fluency, a skill we 
all need if we are to remain 
relevant at work today and 
tomorrow,” 
she says.
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“To address the skills shortage issue and 
make a great impact in the economy as well 
as create more jobs, public-private sector 
collaboration is key,” says Setjhaba Molloyi. 

“That is why Accenture works very closely 
with partners across all sectors (including 
SAP, SETA and various NGOs) to increase 
the pool of ICT professionals who have the 
requisite skills,” notes Molloyi. 

De Wet Bisschoff says that a national 
wholesale wireless network is a central to the 
growth and development of South Africa. “It 
is a national asset” he says.

He notes that what is less known is that 
the agricultural sector is probably taking 

MANAGING DIRECTOR OF ACCENTURE 
COMMUNICATIONS, MEDIA AND 
TECHNOLOGY AT ACCENTURE SOUTH 
AFRICA,  DE WET BISSCHOFF, SAYS THAT 
THE INTERNET OF THINGS (IOT) IS KEY TO 
HOW NEW DEVICES ARE BEING ROLLED 
OUT GLOBALLY. 

the lead on many fronts in using IoT to 
elevate and bring new solutions. The ongoing 
devastation in the agriculture sector along 
with modifications within the ICT field, has 
led experts to pursue and assist in growth and 
expansion of resources within the sector. 

“I think it’s important because we have 
already found ourselves in a world where 
we need to produce more food and water. 
We can’t increase the green revolution and 
produce more. What IoT will enable us to do 
is probably three things and we are already 
seeing them, in some cases, being developed 
in a very innovative way,” says Bisschoff.

He lists the potential areas IoT could 
address as follows:

Productivity: Analytics will be 
used in every acre of land and 
will start to maximise crop yield.

 
Pest control: Roleplayers are 
starting to introduce innovative 
devices with sensors that can 
determine what kinds of pests are 
attacking crops. 

Conservation: That can be seen 
in the use of smart network 
systems. Measurements are 
clearer, even a level of the plant’s 
water needs.

 
Moving into the future, Bisschoff says 
Accenture Communications, Media and 
Technology (CMT) has invested heavily 
in the local practice to build skills, and 
has managed to triple the size of the local 
business in the last five years.  

Providing specialised services to the 
major telco, media and technology companies 
globally and locally, Accenture CMT also 
offers strategy, industry consulting, digital, 
technology and operations services to help 
its clients solve their problems and be more 
successful. 

“We serve many of the major players in 
the industry and are privileged to count them 
as our clients,” says Bisschoff.

In addition, for FY17, Bisschoff says 
Accenture looks forward to continued local 
investment and continuing the journey with its 
clients as partners contributing to their success.

SETJHABA MOLLOYI, MANAGING 
DIRECTOR FOR ACCENTURE SOUTH 
AFRICA DELIVERY CENTRE, SAYS THERE IS 
NO DOUBT THAT WE ARE IN THE MIDST OF 
A MAJOR TECHNOLOGY EVOLUTION AND 
ORGANISATIONS ACROSS ALL SECTORS 
ARE GOING THROUGH A SIGNIFICANT 
TRANSFORMATION. 

Accenture is working with its partners in the 
following ways:
• Through a collaboration with SETA, 

Accenture has trained over 480 interns 
and the majority of them have been placed 
successfully in the job market.

• Accenture also has a its Skills to Succeed 
programme, which is a Corporate Citizenship 
initiative aimed at empowering unemployed 
youth with ICT skills and placing them in 
digital jobs. To date, 1,200 candidates have 
been trained and placed in digital jobs.

• Accenture and SAP share a unified 
mission to promote economic growth and 
sustainable job creation. For this reason, 
it has partnered with SAP on a ‘SAP on 
Skills for Africa’ programme by identifying 
graduates and training them on new IT 
such as SAP HANA. 

Over and above this, Accenture is hosting 
an Innovation Conference which will play a 
significant role in bringing global trend setters 
and key clients together. 

“Through this, our clients will gain radical 
insights which will enable them to devise 
disruptive strategies to take them beyond now 
into a future ignited by innovation,” says Molloyi.

Molloyi also notes that with the speed at 
which technology is moving, CIOs need to 

change how they deliver IT and move from 
legacy systems to what Accenture calls the New 
IT. This embraces the collaboration of three 
factors; the what, the how, and the who: 
• The what is the architecture. 
• The how is the processes by which you 

deliver. 
• And, finally, it’s the who, and how you 

prepare to enable the New IT. 
“As companies move to this New IT, they will 
be able to deliver new customer experiences 
at much greater speed with higher quality 
products and services,” says Molloyi.

To support the New IT, Accenture has 
a Delivery Centre in South Africa which 
specialises in designing, developing and 
maintaining IT systems for its clients. 

The centre is an integral part of 
Accenture’s Global Delivery Network which 
includes over 50 Delivery Centre facilities. 

For Accenture’s 2017 financial year, the 
Delivery Centre will focus on remaining 
relevant to Accenture’s existing and new 
clients through New IT offerings.  

“As we transform to the New IT we aspire 
to take our clients on this journey, helping 
them rotate to New IT and assisting them 
to be high-performing organisation,” says 
Molloyi.
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John Watling, who leads Accenture 
Operations, says South Africa is at a critical 
turning point with models such as Business 
Process Outsourcing (BPO) only now gaining 
popularity. While organisations in more 

As the retail industry evolves, the future retail 
operating model and associated technology 
enablers need to be built to adapt, says Sean 
Katzen, Managing Director for Retail at Accenture. 

“Over about the last 10 years, retailer 
capabilities have been evolving, layer upon 
layer. About eight years ago, we were in an 
era of optimisation, which was about using 
analytics to make decisions in a much faster 
and more reliable way. It was focused on 
optimising the business in terms of  assortment 
availability, and was much more scientific 

INSTEAD OF TRYING TO REINVENT THE 
WHEEL, ORGANISATIONS SHOULD TURN 
TO IMPROVED EFFICIENCY, AGILITY 
AND LONG-TERM GROWTH THROUGH 
THE ADOPTION BUSINESS PROCESS 
OUTSOURCING (BPO) AS A VALUE LEVER, 
SAYS JOHN WATLING, MANAGING 
DIRECTOR OF ACCENTURE OPERATIONS.

SEAN KATZEN, THE MANAGING DIRECTOR 
FOR RETAIL AT ACCENTURE SOUTH AFRICA 
TELLS US HOW, IN THE DIGITAL ERA, 
RETAIL IS QUICKLY EVOLVING.

mature economies have been embracing BPO 
to drive business outcomes for many years, 
local companies are now starting to explore 
BPO as a driver of corporate value.

“In South Africa we are probably seven to 
10 years behind more mature markets. I have 
spent a lot of my career working with clients 
all over the world, and what I am seeing in the 
South African market is companies starting 
to actively explore the opportunity that BPO 
affords them,” he says.

Watling emphasises that BPO is not 
about call centres, which is the perception 
in South Africa. BPO should be a strategic 
value multiplier, looking at what is core to 
an organisation’s business and utilising a 
specialist provider like Accenture to drive 
business outcomes in non-core areas like 
procurement, finance and accounting, 
marketing and supply chain. Operating key 
business processes on clients’ behalf means 
that their back-office becomes Accenture’s 
front office with the resultant focus on 
careers and talent, innovation and measured 
value achievement.

“BPO should be about value creation and 

not process substitution. What this means is 
that businesses should leverage partners like 
Accenture, who are able to help them leapfrog 
to best-in-class and through as-as-services 
models, digital platforms, journey to cloud, 
robotics and analytics utilising learnings from 
over 25 years in the BPO industry. We know 
how to make BPO work in South Africa and 
our Operations business is a key focus for 
Accenture in the continent,” says Watling. 

“In our BPO business globally, we have over 
100,000 people. This enables us to invest in 
ongoing innovation, specialisation, technology 
and talent. This forms a basis for an integrated 
delivery network with specialist nodes across 
the globe. In South Africa, we have over 1,200 
skilled professionals in delivery centre nodes 
in Johannesburg and Durban, providing these 
types of services to clients,” he says. 

Long-term partnerships that evolve 
with their clients’ business needs have been 
the foundation of Accenture’s leadership 
in BPO locally and globally. It is now time 
for South African organisations to invest 
in understanding what value BPO can help 
harvest in their environment.

around pricing and promotion, as well as how 
to use space more effectively in stores.”

According to Katzen, retailers evolved 
further to understand customer segments; 
the how, when and where customers bought 
products. This period, the era of segmentation, 
was focused on demographics, geographies, 
LSM measures and that information was used 
to further optimise the retail business. 

“Over the last five years we’ve been in 
an omni-channel era. From the Accenture 
perspective, we call this Seamless Retail. 
Obviously, it includes e-commerce, mobile 
and different store formats but really it’s about 
customising and personalising the experience to 
a shopper, and enabling a consistent customer 
conversation across all channels.” 

Katzen says that we are now seeing an era 
of retail everywhere that not only signifies 
not only a converging of channels but also a 
converging of industries. 

“Retail is no longer only about selling 
groceries or fashion. It now includes selling 
financial services, mobile, etc. It is about banking, 
insurance, mobile devices and networks. Because 
we have this convergence, retailers need to be a 
lot more adaptive. Being adaptive is about being 
flexible and agile, it is about a retailer being 
perceptive of customer needs and being able to 

personalise a customer experience that considers 
customer privacy,” says Katzen.

Katzen however cautions that, the way in 
which technology offers insights into consumer 
habits, could, at some point, be seen as “creepy” 
by customers.
“Whether a customer sees an interaction 
with a retailer as creepy or cool is largely 
dependent on whether it is value adding. For 
example, if the insight results in a discount or 
loyalty points, or a specific recommendation 
to something you like, it adds value, and is 
generally seen by customers as being cool. But 
knowing what I am doing online or retailers 
having a deep insight into my social media 
activities or even feedback from friends, can 
definitely be seen as creepy. This does vary 
across generations for example millennials 
are more accepting, but all generations, are 
concerned about their data security which 
should be a top priority for all retailers.” 

On areas of focus for the next year, Katzen 
says that Seamless Retail, is a key imperative 
for South African retailers, and is still relevant 
for Accenture. 

“For most retailers, it will be about 
connecting the operating model and converging 
technologies to enable a consistent customer 
conversation, irrespective of the channel.”
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Research methodology 
The Accenture Innovation Index annually 
measures, recognises and rewards innovations 
and systems of innovation within organisations, 
both large and small, across various industries 
in South Africa. From June 2015 to March 2016, 
the Innovation Index surveyed more than 90 
companies through an online link sent to indi-
vidual respondents. A scoring system, devised 
with Accenture and the Da Vinci Institute, 
scored respondents across several measures of 
innovation maturity: 

Ability: The ability to innovate through the value 
chain – from ideation to commercialisation – is 
imperative. 

Commitment: In order for innovation to reach 
across the value chain, significant buy-in is 
required from all tiers of management, right up to 
leadership level. 

Digital Capability: A company’s digital capability 
can be defined by the evolution of the business to 
use combinations of technology, information and 
connectivity to create new sources of customer 
value, company revenue and operational perfor-
mance. 

Ecosystem: Innovation does not originate from 
a single source, but rather multiple sources. By 
harnessing the power of this ecosystem, innova-
tion that is both insightful and practical can be 
developed.

Engagement: In order to achieve a truly sustain-
able innovation ecosystem, engagement needs to 
be encouraged and facilitated on all business and 
employee levels. 

Resources: Moving along the innovation value 
chain requires more company resources in the 
form of; financial capital, human capital and 
leveraging new and existing relationships. 

Returns: Returns can range between higher 
prices, greater market share, more satisfied cus-
tomers, happier and more productive employees, 
improved efficiency of business processes and 
greater facilitation of cross-selling. 

Insight: Business intelligence and market re-
search tools such as web crawling, focus groups 
and crowd sourcing are some ways in which 
a company can develop innovation to solve a 
relevant and persistent problem or even create a 
more valuable opportunity. 

Diversity: Innovation comes in many different 
forms; breakthrough, disruptive, facilitative, 
incremental and evolutionary. Having a diverse 
portfolio of innovation ensures a balance is 
achieved.

Sustainability: Innovation must be a sustain-
able business strategy that adapts as the market 
changes. Just as other business strategies require 
long-term planning and implementation, so too 
does innovation.

About Accenture 
Accenture is a leading global professional services 
company, providing a broad range of services and 
solutions in strategy, consulting, digital, technology 
and operations. Combining unmatched experience 
and specialized skills across more than 40 industries 
and all business functions—underpinned by the 
world’s largest delivery network—Accenture works 
at the intersection of business and technology to 
help clients improve their performance and create 
sustainable value for their stakeholders. With ap-
proximately 384,000 people serving clients in more 
than 120 countries, Accenture drives innovation to 
improve the way the world works and lives. 

Visit us at www.accenture.com.
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