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Welcome to the first edition of the 
Digital Disruption Index – South Africa. 
This report is based on a survey 
among senior leaders of South 
African-based organisations and 
Deloitte Africa’s long-standing 
research into digital, innovation 
and the future of work.

The survey engaged with business 
leaders responsible for shaping 
the digital strategy beyond the 
realm of technology. The report 
examines digital as a business-led 
construct, which remains centred 
on achieving the imperatives of the 
organisation’s corporate strategy, 
and is enabled by technology, 
rather than just a technology 
implementation. This is the key 
difference between ‘doing digital’ 
organisations that automate 
existing processes without 
reinventing their businesses, as 
opposed to ‘being digital’ 
organisations that refocus 
budgets, people and resources. 

Typically, organisations embark on 
a digital transformation journey to 
unlock one or more of the 
following digital dividends: 
exponential growth, exponential 
productivity and exponential 
experience. The outcome is a 
digitally transformed business 
with a higher propensity to thrive 
in a fast-paced, ever-changing 
digital economy.

In line with this framework, this 
inaugural report examines the 
concept of digital maturity. 
Digitally mature organisations are 
resilient organisations that achieve 
the aspiration of ‘being digital’ as 
they are able to adapt their 
strategy, workforce, culture and 
technologies to unexpected 
changes in their operating 
environment.

One-third of organisations 
surveyed still do not have a 
coherent digital transformation 
strategy, and of the organisations 
that do, their strategy is often not 
adequately underpinned by 
budgets, people and other 
resources. A lack of confidence in 
digital leadership and an 
inadequate digital talent pool are 
key hurdles for organisations 
progressing along the journey 
towards ‘being digital’. 
Organisations at an early stage of 
their digital transformation 
journey struggle with accessing 
the right digital skills. In addition, 
many organisations are concerned 
about the digital skills pipeline 
within the South African economy. 

Improving and building digital 
leadership as well as digital skills 
among the broader workforce will 
become increasingly important for 
organisations that seek to remain 
competitive, grow their business 
and customer base. This is 
particularly true given the current 
global COVID-19 pandemic that has 
propelled, like a proverbial time 
machine, the world into a ‘new 
normal’, highlighting the urgency 
for digital transformation and 
accelerating new ways of working.

The launch of this report comes at 
a testing time for our country and 
indeed the continent. In South 
Africa, as well as across Africa and 
the globe, politicians, civil society 
and business leaders are searching 
for ways to cushion the economic 
and social impact of the COVID-19 
pandemic. Given their 
transformative power, we believe, 
that digital technologies can play a 
crucial role in this endeavour.

We hope you find the Digital 
Disruption Index – South Africa useful 
and look forward to your feedback.

Foreword

Valter Adão 
Chief Digital & Innovation Officer
Deloitte Africa



Digital Disruption Index – South Africa | Being digital: aligning strategy, workforce and technology 

4

Executive summary

Organisations are 
digitally maturing

The ideal organisation 
transformed by digital is still a work 
in progress for most executives...

33% of 
organisations do 
not have a 
coherent strategy 
for taking 
advantage of digital 
technologies and 
ways of working 

...and 

69% 
of organisations 
feel they do not 
have the 
adequate skills 
for the digital 
economy

   37% of senior 
leaders say their organisations are in 
the early stages of digital development

These challenges are 
specifically pronounced 
for organisations in the 
early stages of digital 
development:  

...three-quarters 
do not have a coherent 
digital strategy 

...and 92% 
indicate the talent pool 
is insufficient

Confident digital 
leadership is lacking

Not all senior leaders feel they are 
in a position to lead a digitally 
enabled organisation… 

     46% are not confident 
to successfully lead an organisation in the 
digital economy 

…  42% do not 
believe that their organisation 
provides them with adequate 
resources to improve their 
digital capabilities

...with most leaders relying 
on self-learning to further 
their understanding of 
digital technologies and 
ways of working
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Digital skills and 
learning are more 
important than ever

A lack of digital savvy talent 
is cited as a major challenge 
for senior leaders… 

...this increases to 92% for 
early stage organisations

Only 24% of 
senior leaders believe 
there are enough school 
leavers and graduates 
with the right digital skills 
in South Africa

             69% of organisations regard their current talent pools 
as insufficiently equipped to execute digital strategies

…while only 

40% of 
senior leaders believe 
their organisations’ 
L&D curricula support 
their digital strategy

 

Digital transformation 
is accelerating 
technology investment

  
Most organisations have already invested in market 
established digital technologies and ways of working 
including Cloud, cyber security and data analytics 

               67% of organisations have 
already invested in Cloud, and by early 2021, 

90% expect to have 
invested in Cloud 

…61% of organisations are 
either scaling or in the production stage 
of deploying and using cyber security 

…around two-thirds 
of senior leaders 
regard Cloud, cyber 
security and data 
analytics as business 
critical technologies 

Senior leaders regard 
creating a unique 
customer experience 

as the #1 
reason for embarking 
on a digital 
transformation journey 

…and sales and 
marketing is the 

#1 functional 
area for present and 
future digital technology 
investments 

Looking ahead, 

53%  
of organisations plan 
to invest in AI in the 
next 24 months
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Digitally maturing 
organisations
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Digitally maturing organisations
The ideal organisation transformed by 
digital is still a work in progress for many 
senior leaders in South Africa. 37% of 
respondents say their organisations are in 
the early stages of digital development.

To assess the stage of digital development 
and maturity among the surveyed 
organisations, we asked respondents to 
“imagine an ideal organisation where digital 
technologies and ways of working are used to 
improve processes, engage the workforce and 
drive new business models.”

We then asked them to rate their 
organisation against that ideal on a scale 
from 1 to 5, with 1 representing ‘not close at 
all’ and 5 representing ‘very close’.
We grouped organisations into three 
maturity bands according to their 
responses:

 • At an early stage of digital 
development: rating 1-2, 37% of 
respondents

 • Digitally developing organisations: 
rating 3-4, 52% of respondents

 • Digitally maturing organisations:  
rating 5, 10% of respondents

52% of respondents regard their 
organisations as digitally developing, and 
only 10% rate themselves as close to the 
ideal, i.e. a digitally maturing organisation. 

This suggests that there is major room for 
further digital transformation among most 
organisations in our sample.

Digital maturity levels seem to increase 
with the size of revenues of organisations. 
Larger organisations with annual 
revenues of above US$500m tend to be 
more digitally mature than their smaller 
counterparts.

Figure 2. Digital maturity, by revenue

Figure 1. Digital maturity groupings

0% 20% 40% 60% 80% 100%

4% 33% 39% 13% 10%

1 2 3 4 5 n=67

Digital maturity scale: 1 = not close at all  5 = very close

Early stage Developing Maturing

0% 20% 40% 60% 80% 100%

32% 53% 16%

36% 59% 5%

42% 46% 12%

> US$500 million

US$10 million – 
US$500 million

< US$10 million 

Early stage Developing Maturing n=67

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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In light of the adoption of digital 
technologies, 80% of digitally developing 
and 100% of digitally maturing organisations 
are fundamentally changing their 
businesses, processes and structures. 
Early stage organisations still lag behind 
with these changes and this may be linked 
to the absence of coherent strategies for 
taking advantage of digital technologies 
and ways of working. In contrast, most 
digitally developing (89%) and maturing 
(72%) organisations have already put these 
strategies in place. 

Up to 85% of digital investments do not 
meet their desired outcomes, because 
organisations have not been reimagined; 
or because there has not been a refocus 
of budget, people and resources.1 Often 
organisations that have not seen the desired 
return on investment of the digitalisation 
efforts tend to have digitised their existing 
business processes instead of reimagining 
their organisations through a digital lens.

Where digital investments are successful, 
transformation is driven by a designated 
individual that owns the digital agenda. 
The title of this designated individual is 
secondary. What is important is that the 
individual in charge is empowered by the 
executive team, has the right focus, has 
access to critical business insights, and 
has the strategic influence to drive and 
implement the necessary transformation 
within the organisation.

An important contributor to the 
success of a digital strategy is the 
adequate support and buy-in from 
executives across the functional 
areas of the organisation. CEOs, 
CFOs, COOs or CDOs are critical 
in shaping the digital strategy by 
reallocating budget, resources and 
people to execute on the strategy. 

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

4%

20%

43%

69%

24%

14%

6%

29%

48%

6%

20%

4%
0%

14%

0%

Early stage Developing Maturing

Figure 3. My organisation has a coherent strategy for taking advantage of 
digital technologies and ways of working

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

Early stage Developing Maturing

Figure 4. We are fundamentally changing our business, processes and structures

n=67

n=67

24%
26%

43%

54%

32%

11%

57%

28%

16%

3%
0%0%

6%

0% 0%

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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In the context of implementation, it is 
important that the owner of the digital 
transformation strategy is supported by the 
right team. CIOs play an important role in 
implanting technology and CHROs are crucial 
for driving the future of work and support 
the required culture change within the 
organisation.

Most organisations in the survey sample, 
regardless of their maturity level, confirm 
the important role that executives play in the 
implementation of digital strategies.

More than three-quarters of survey 
participants agree that CEOs play an 
important role in owning and driving digital 
strategies. This supports the notion that 
digital transformation is not just driven by 
CIOs or CDOs.

Two-thirds of respondents also indicated 
that their CFOs play an important role in 
driving digital strategies. Yet, apart from 
digitally maturing organisations, most 
organisations’ financial and budgetary 
processes do not adequately support 
their digital transformation. Roughly half 
of all organisations that claim to have a 
coherent strategy to take advantage of 
digital technologies and ways of working, 
do not think that they get the support they 
need from the financial and budgetary 
processes. This may be a cause for concern, 
as adequate financial support and budgetary 
processes are crucial for the successful 
implementation of digital strategies.

Regardless of the funding option an 
organisation chooses for its digital 
transformation strategy – be it where 
digital is an organisation-wide programme; 
where digital is a line item of individual 
department’s budgets; or where digital is 
designed to grow iteratively and become 
a self-funding initiative – it is crucial that 
funding aligns to market realities and the 
core strategy of the organisation.

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

Early stage Developing Maturing

Figure 5. The Group CFO has an important role in driving our digital strategy

n=66

32%

14%

67%

37%

52%

34%

17%

4%
8% 6%

0%

9%
4%

0%

17%

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

Early stage Developing Maturing

Figure 6. Our financial and budgetary processes adequately support our 
digital transformation 

n=66

4%

9%

33%
37%

28%

46%
50%

32% 32%

3%
0%

6%
4%

0%

17%

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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Digital Disruption Index – South Africa | Becoming digital: aligning strategy, workforce and technology 

Reimagine your organisation through 
digital transformation

Digital transformation is an end-to-
end business transformation of an 
organisation stretching from strategy 
to operations, and from leadership to 
enterprise-wide culture. In simple terms, 
digital transformation is future-proofing 
an organisation. Thinking of digitalisation 
only as a technology implementation is 
a fallacy. Technology, while important 
and powerful, is only one part of the 
digitalisation puzzle. 

Digital transformation must be driven 
with a business lens as a programmatic 
organisation-wide initiative, guided by 
a people lens and enabled through a 
technology lens.

Does your organisation need digital 
transformation?
If you resonate with any of the following 
sentiments, your organisation is yet to be 
digitally transformed:

 • “We have a lack of clarity around what 
digital transformation actually means.”

 • “There is a lack of clarity around who 
in the organisation ‘owns’ digital, and 
what the digital vision should be.”

 • “Digital investments are piecemeal 
with no cohesive roadmap or return on 
investment.”

 • “Our technology architecture is siloed 
and unable to scale.”

 • “We are still using traditional delivery 
methods with no agile principles 
deployed.”

The value of digital transformation
There are three digital dividends that can 
unlock exponential value through digital 
transformation in the organisation:

Exponential Growth – leveraging technologies 
and new business models to generate new 
revenues

Exponential Productivity – creating business 
efficiency, where technologies can reduce 
the cost at which organisations run and 
maximise the output of people, processes and 
technology inside the business 

Exponential Experience – using technology to 
make the human experience (both customer 
and employee) seamless so that with more 
automation and less manual processes, 
customers feel less friction.

Digital is a mindset. It is a new way of 
doing business, organised around our 
customers, enabled by technology.
Heidi Custers – Digital Transformation Strategy Leader
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Valter Adão 

Chief Digital & Innovation Officer
Deloitte Africa

Heidi Custers

Digital Transformation Strategy Leader
Deloitte Africa

Executing a transformation, end to end, iteratively

Imagine Deliver Run

Sense Aspire Decide Deepen Design
Build/ 
Prove Launch Scale Operate

Define the ambitions, look 
forward, explore broadly

Iterative concept refinement, 
and offerings in the market for 
faster income statement and 
balance sheet impact

Agile operations to create 
business impact at scale

How is digital transformation achieved?
True transformation starts with ambition, followed by determining the advantages 
gained in existing or new business models. Our Imagine-Deliver-Run framework helps 
organisations define their ambition by getting the right focus; design the ambition by 
getting the concept right; and achieve the ambition by rapidly getting the organisation 
to scale.

Imagine: Define ambitions to get the right focus and chart a path to success by 
developing a roadmap to achieve those ambitions

Deliver: Get the concept right by making the ambition tangible and setting it in motion 
by moving forward and launching in the market

Run: Once the ambition is refined, scale the ambition across the organisation through 
flexible and integrated delivery teams.
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Confident digital 
leadership
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Confident digital leadership

Figure 8. I am confident that I have the digital skills needed to successfully 
lead an organisation in the digital economy

0% 20% 40% 60% 80% 100%

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t 
know

11% 38% 35% 11% 5%

n=65

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

Early stage Developing Maturing

Figure 9. I am confident that I have the digital skills needed to successfully 
lead an organisation in the digital economy, by level of digital maturity

n=65

8% 9%

33%

44%

28%

38%

50%

40%

16%

3%

17%

6%
8%

0%0%

Given the importance of C-suite executives’ 
support for and buy-in into digital 
transformation, it is crucial that leadership 
teams are confident in their digital skills and 
understanding of the digital environment. 

The more confident executives and 
senior leaders are in their digital skills, 
the more credible they are when setting 
and implementing digital transformation 
agendas and initiatives. Yet 46% of senior 
leaders indicated they are not confident 
to successfully lead an organisation in the 
digital economy. 

The confidence in digital skills among 
leaders tends to increase with the level 
of digital maturity of an organisation. 
More than 80% of digitally maturing 
organisations’ leaders feel equipped to lead 
their organisations in the digital economy, 
while only 36% of early stage respondents 
feel they have adequate skills for the digital 
economy. 

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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Leaders of large organisations2 are more 
confident to lead in the digital economy. 
While more than two-thirds of senior leaders 
from large organisations are confident that 
they have adequate digital skills needed 
to lead their organisation successfully in 
the digital economy, only 38% of small 
organisations feel that way.

By addressing the lack of confidence through 
digital upskilling, early stage and small 
organisations may increase their likelihood 
of success when embarking on digital 
transformation journeys. 

Similarly, organisations with confident 
leaders tend to have made higher 
investments in digital technologies in the 
last 12 months, paving the way for digital 
transformation.

While not necessarily at the heart of 
setting the strategic direction for digital 
transformation, IT departments often play 
an important role in supporting executives 
for a smooth digital transformation. IT 
departments usually provide the technology 
infrastructure and insights about the 
organisation’s technology requirements. 

About two-thirds of the respondents believe 
that their Group IT function is sufficiently 
equipped to provide this crucial support to 
executives.

0% 20% 40% 60% 80% 100%

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

Figure 10. I am confident that I have the digital skills needed to successfully 
lead an organisation in the digital economy, by revenue

n=65

0%

18%
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27%

38%
29%

18%
12%

0%0%

12%

27%
36%

12%

0%

> US$500 million US$10 million – 
US$500 million

< US$10 million 

Strongly 
agree

Agree

Disagree

Strongly 
disagree

Don’t 
know

> US$5 million US$2 million – 
US$5 million

< US$2 million 

Nothing Not sure

n=65

29%57%14%

48%16%28% 8%

9% 61% 9%8% 13%

86% 14%

67%33%

Figure 11. I am confident that I have the digital skills needed to successfully 
lead an organisation in the digital economy, by size of investment in digital 
technologies in the last 12 months

Size of Investments in the last 12 months

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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Given the fluidity of technologies and the 
speed of change, it is crucial for all individuals 
in an organisation, regardless of their 
seniority, to constantly upskill themselves 
and keep up to date with technology 
developments. 

For executives, a solid understanding of 
these digital technologies and new ways 
of working will provide the confidence 
and credibility to lead transformation 
and to engage with technical staff more 
meaningfully. By keeping abreast with digital 
technologies and by embracing a culture 

of life-long learning, executives and senior 
leaders set the right example for staff across 
the organisation.

Most leaders rely on self-learning to further 
their understanding of digital technologies 
and ways of working. Confident leaders, 
however, are more likely to read thought 
leadership, non-traditional media, and to 
participate in their organisations’ digital 
learning courses, as well as in immersive 
digital experiences compared to their 
unconfident counterparts.

42% of senior leaders in our sample do not 
believe that their organisation
provides them with adequate
resources to develop their digital skills. 
Empowering leaders with the right resources 
to develop their own digital skills plays an 
important role in building digital confidence. 
Three-quarters of confident leaders agree 
that their organisations provide them with 
the resources for digital skills development, 
while only one-third of unconfident leaders 
feel that way.

Unconfident leaderConfident leader n=65

Figure 12. How are you currently improving your own understanding of 
digital technologies and ways of working?

Reading thought 
leadership

Reading 
non-traditional 
media, e.g. Wired, 
Business Insider, etc.

Listening to 
podcasts

Reading traditional 
media, e.g. The 
Financial Times, 
The Economist, etc.

Attending 
conferences

Attending immersive 
digital experiences

Attending my 
organisation’s L&D 
courses

Enrolling in business 
education

Talking to my children 
and other Gen Zers

Following influencers 
on social media

69%
50%

59%
47%

56%
40%

53%
53%

53%
50%

53%

41%

23%

17%

41%
27%

31%
13%

19%
17%

Source: Deloitte Africa analysis
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Leadership mindset

Requirements for leadership to be 
successful in the digital economy
To succeed in these unprecedented 
times, it is imperative for leaders to think 
differently about how to navigate 
digitalisation. An executive team needs to 
have the right leadership mindset to 
embrace change and recognise 
opportunities in disruption.
 
In order to successfully respond to 
external risk, leaders need to progress 
towards a world of perspective and 
insights that are highly practical. This 
transition requires leaders to equip 
themselves with the right mindset and 

skills that will allow them to keep up with 
the exponential pace of change. It 
requires a large degree of flexibility of 
thinking, as attempts to solve new 
problems using yesterday’s logic or 
thinking will not be successful. Scepticism 
and cynicism in an executive team is a 
further barrier. Leadership must instead 
challenge current paradigms in order to 
rethink their business models, and to 
understand and align to customers’ 
evolving expectations. They must also be 
open to engage and develop partnerships 
outside of their organisation to develop 
ecosystems in order to innovate through 
collaboration.

As a leader, it is essential to embrace a 
mindset of a ‘learn-it-all’ as opposed to a 
‘know-it-all’, emphasising the importance 
of life-long learning. Without continuous 
learning and investing in skills, leaders 
run the risk of falling behind. In today’s 
world where the pace of change is
exponential, the speed at which one’s 
knowledge becomes obsolete is steadily 
increasing. The half-life of skills is rapidly 
falling, estimated to have dropped to 
about five years.3 

An executive leadership team that has 
truly embraced a digital mindset is 
perhaps the most important competitive 
advantage an organisation can have at 
the moment. This will define the winners 
and losers in the digital economy.
Valter Adão – Chief Digital & Innovation Officer



Digital Disruption Index – South Africa | Being digital: aligning strategy, workforce and technology 

19

Valter Adão 

Chief Digital & Innovation Officer
Deloitte Africa

Fortune Gamanya

Associate Director, Human Capital
Deloitte Africa

It might sound counterintuitive, but in a 
world increasingly dominated by 
technology, social skills are likely to 
become highly sought-after traits in 
leaders. Despite rapid technological 
advancements, machines will struggle to 
replace the human touch and the traits 
that make us human. Effective leaders will 
need to be authentically human and will 
need to keep honing their social skills. The 
most successful leaders in the digital 
world are likely to have moved beyond 
STEM to ‘STEMpathy’: well equipped with 

knowledge and an understanding of 
technologies, paired with exceptional 
inter-personal, social skills and empathy.
 
Leadership alignment around an ambition 
for the organisation is critical. Without a 
common north star and collective effort 
mobilising to achieve this, the 
organisation can often fall into the trap of 
committing random acts of digital within 
silos. A clear digital strategic vision needs 
to be articulated and have collective 
buy-in.

Leadership should further cultivate a 
culture that embraces experimentation 
and rewards exploration. Leaders need to 
rethink how their organisations service 
customers, how they keep innovating 
products and services, how they unlock 
new revenue streams, how they retain 
employees and attract new customers; 
and ultimately, how to run their 
organisations.
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Digital skills and 
learning
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Figure 13. Our talent pool has sufficient knowledge 
and capabilities to execute our digital strategy

Figure 14. My organisation's learning and 
development curriculum supports our digital strategy
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Figure 15. Our talent pool has sufficient knowledge and capabilities to execute our 
digital strategy, by maturity level
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Digital skills and learning

Developing the digital talent pool
In order to take full advantage of new 
technologies and ways of working, 
organisations require different sets of skills 
and capabilities. As important as the ongoing 
upskilling of leaders, is the investment in digital 
skills development across the organisation. 

Many organisations expect to increase or 
significantly increase their use of artificial 
intelligence (AI), cognitive technologies, robotic 
process automation (RPA) and robotics over 
the next three years, amplifying the need for 
digital skills.4

More than two-thirds of senior leaders regard 
their current talent pool as insufficiently 
equipped to execute digital strategies, with 
organisations’ learning and development 
(L&D) curricula not lending themselves to the 
adequate development of required digital 
skills. 57% of respondents feel their L&D 
curricula do not support their digital strategy. 
This is especially pronounced among early 
stage organisations (92%), where insufficient 
levels of knowledge and capabilities are more 
likely to jeopardise the effective execution of 
digital transformation strategies. 

While acknowledging their digital skills 
shortcomings, most organisations are yet to 
set up L&D curricula that will bridge this gap 
and support the implementation of digital 
strategies.

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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Availability and access to digital 
skills
Given the digital skills gaps, organisations 
are likely to acquire the required skills in the 
labour market. However, only 24% of senior 
leaders believe there are enough school 
leavers and graduates with adequate digital 
skills entering the South African labour 
market. Leaders of early stage organisations 
– arguably most in need of digital skills in 
order to not be left behind – tend to be 
most critical about digitally-equipped school 
leavers and graduates entering the labour 
market.

In addition to the availability of digital skills, 
understanding which skills are required and 
accessing these presents a challenge for  
46% of respondents. This lack of 
understanding and access increases to 
almost 60% for early stage organisations, 
reflecting a greater chance of an insufficient 
understanding of what type of skills 
are required at an early stage of digital 
transformation.

The apparent mismatch in the demand and 
supply of digital skills is likely to affect the 
implementation of digital strategies and 
requires a different approach to recruitment 

and learning within organisations, such 
as models that are based on continuous 
learning. 

In addition, organisations should 
look strategically at all types of work 
arrangements including traditional and 
alternative workforces.5 The alternative 
workforce, which includes contractors, 
freelance/independent workers, gig 
workers, and crowd workers, needs to be 
managed with a future focus in mind that 
allows companies to implement their digital 
strategies successfully and to take advantage 
of the future of work (FOW).

Strongly 
agree

Agree Disagree Strongly 
disagree

Don’t know

n=67

0%

9%
12%

20%

43%

28%

34%

14%

0%
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14%

29% 31%

6%
8%

Figure 16. There are enough school leavers and graduates entering the domestic labour 
market, with the appropriate digital skills and experience, by level of digital maturity

Early stage Developing Maturing

Figure 17. My organisation understands which skills to buy, build and borrow in the 
digital economy, and has the necessary talent access, development and retention 
strategies for each
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40%
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Source: Deloitte Africa analysis

Source: Deloitte Africa analysis
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The future of work: fast-tracked

Digital transformation presents an 
opportunity to redesign what lies at the 
heart of the future of work. It presents the 
opportunity to redesign the type of work, the 
workforce and the workplace, with a focus on 
work outcomes that will drive business value 
and enable people to be truly human, by 
investing in truly human capabilities.

Redesigning the work
For many businesses, technology is 
becoming infused in the workforce, replacing 
manual jobs and ultimately becoming a 
worker. Manual tasks and processes are 
automated to be performed at a cheaper 
rate, accelerating the pace of production, 
and often at a higher quality. This is where 
the capex of the machine is cheaper than 
the opex of the human. Consequently, this 
unlocks the untapped opportunity for the 
human: relieving the burden of mundane 
tasks and creating time to spend on value-
adding work, essentially redefining work. 

People are redeployed to deliver what 
was previously impossible; or for more 
meaningful work, such as creativity, 
emotional intelligence (EQ), problem-
solving, managing people, coaching, skills 
development and performance management. 
With technologies like chatbots, AI and 
automation, businesses need to think about 
their workforce not just in terms of people 
but rather a mix of entities to deliver work. 
Augmenting core human capabilities with the 
efficiencies of technology creates superjobs 
and superteams, and builds adaptable 
structures centred around customer-centric 
missions.
 
Redesigning the workforce
Redesigning the workforce considers the 
skills required for the future. The increase 
in technologies would likely require part-
time specialist skills, such as freelancers 
and outsourced talent. For example, an 
organisation may require an AI specialist 
every quarter to work on financial predictive 
models that have been implanted. 

This means that organisations leverage 
outsourced specialist skills that are essential 
to drive the technologies, but are only 
required part-time. 

Talent models need to be designed to 
accommodate this. To optimally skill for the 
future, organisations need to:

 • Start with the outcome in mind and 
understand what they aim to achieve, 
taking disruption into consideration

 • Define the work outcomes and the value 
that the work will deliver to the business

 • Determine the series of events that need 
to occur in order to achieve the identified 
outcome

 • Identify which of the activities or events 
can be done by technology

 • Explore what can be done better by a 
human

 • Recognise what the repackaging of the 
role looks like.
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How the nature of work is changing to 
achieve new business goals, requiring 
new skills and capabilities given the 
rise of automation and augmentation

Where the work can get 
done geographically and 
how we can maximise 
collaboration, 
productivity, and 
consistency with physical 
design and technologies

Who can perform the 
work as it changes and 
how organisations can 
close skills gaps by 
tapping into 
alternative talent 
pools or upskilling

Work

W
orkforce W

or
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e

Only thereafter will businesses truly 
know which skills they will need less of, 
which skills they need more of, which 
skills are required full-time and in-house, 
which skills can be filled by borrowing 
from the market (through outsourcing or 
alternative talent), which skills need to be 
developed, and which will need to be 
bought.

Redesigning the workplace
Redesigning work and the workforce 
often lead to redesigning the workplace. 

However, COVID-19 has been a disruptor 
and has accelerated workplace redesign, 
as many workers have had to work 
remotely, bringing the modality of work 
to the fore. COVID-19 too has put a 
magnifying glass on the workplace and 
opened a range of discussions on how 
the type of work has shifted, how people 
need to work differently, and the skills 
required to deliver the work. Focus now 
is less on where work is delivered but 
rather on what needs to be done. 
 

Working remotely has also unearthed 
questions around whether businesses 
are equipped with the right 
infrastructure, technologies such as 
broadband internet, cloud computing 
and digital workforce collaboration tools, 
as well as cyber security.
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There are eleven innate and developed ‘endearing human capabilities’6 that are inherent human 
characteristics that people are born with and can be developed:

Innate
but can be amplified

Developed
through experience and practice

Imagination
Seeing through variety of lenses that challenge 
present assumptions of what is possible

Empathy
Understanding and considering others’ feelings, 
thoughts, and experience

Curiosity
Seeking out new information and experiences; 
striving for understanding; asking questions

Resilience
Persisting despite challenges, obstacles, and 
disruptions

Creativity
Innovation and applying improvisation; using 
resources in unexpected ways

Emotional intelligence
Understanding others’ emotions and 
experiences and how they shape human 
interactions

Teaming
Collaborating effectively across spatial, 
organisational, and cultural boundaries

Social intelligence
Understanding interpersonal dynamics and 
behavioural impacts of human interactions

Sense-making
Creating meaning and awareness out of 
collective experience

Critical thinking
Analysing, evaluating, synthesising, and 
reconstructing information

Adaptive thinking
Recognising new patterns and applying patterns 
in new contexts

Endearing human capabilities
While technology is able to replace many manual tasks and roles, there are tasks that require truly human 
capabilities and cannot be automated as they are part of our humanness. Organisations that embrace, 
nurture, and cultivate endearing human capabilities through their workforce will likely have a strategic 
advantage, because their people will have the mindset and disposition toward rapid learning that is required 
to thrive in an environment of constant disruption.
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Drivers of digital 
technologies
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Drivers of digital technologies
The introduction of digital technologies offers 
organisations effective and efficient means 
to enhance their customer engagement and 
experience. 

Unsurprisingly, the creation of a unique 
customer experience, the delivery of 
innovative products and services as well 
as the reduction of costs are top reasons 
for organisations to embark on digital 
transformation journeys.

These objectives also inform the functional 
areas that are the key focus for digital 
investments, namely, sales and marketing, 
operations and customer care, as well as 
product development. 

Going forward, the emphasis on the 
functional areas that drive customer 

experience – sales and marketing as well as 
customer care – are expected to strengthen 
their position further as notable areas for 
digital investments.

Successful digital transformations must be 
centred on human-first instead of technology-
first approaches. A new wave of digitally-
driven disruption and customers who are 
increasingly seeking always-on, performance-
based and integrated solutions may be an 
even greater catalyst for change. Customer 
expectations and demands are creating 
both critical challenges and opportunities 
for sales, services, support and product 
functions across industries. 

Customer centricity is one of the best 
ways to recover and thrive during times of 
crisis. By placing customers at the centre 

of an organisation’s strategy, leaders can 
focus and give direction to an overall digital 
transformation. This approach is more likely 
to lead to sustainable business outcomes 
than the blunt instrument of obsessive cost-
cutting. 

Organisations now need to find new ways 
to serve customers efficiently and at the 
same time keep their staff safe – key themes 
identified in a retail consumer sentiment 
study in South Africa during the COVID-19 
crisis.7 Digital technologies such as cognitive 
computing and AI can assist companies to 
predict and respond more effectively to 
these changes.

Figure 18. Top 3 drivers of strategy for digital technologies and ways of working*

Figure 19. Top 3 functional areas of current investment in digital technologies 
and ways of working*

Figure 20. Top 3 functional areas of future investment in digital technologies 
and ways of working*

*Responses are weighted to establish ranking
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Source: Deloitte Africa analysis
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Customer at the centre

The COVID-19 pandemic has seen customer needs and demands shift fundamentally, resulting in changes 
in purchasing patterns and buying behaviour. Factors such as health concerns, product availability due to 
supply chain interruptions and loss of income, have led to an increase in online shopping, larger basket 
sizes (but less frequent shopping trips), and a shift from wants to basic needs.

In this context, organisations must respond to four disruptive forces of customers:

Decreased spending Going virtual Disrupted supply chains

Purchasing power and 
customers’ share of 
wallet has decreased in 
a shrinking and 
uncertain economy. 

Customers are adopting 
or embracing virtual 
ways of living in their 
work, play and shopping 
habits.

Organisations are in 
uncharted territory 
where the ability to 
predict demand is 
becoming increasingly 
inconsistent and, 
consequently, the ability 
to plan supply is a 
greater challenge.

Extreme cost pressure

Extreme austerity 
measures have been put 
in place as a result of 
COVID-19 and 
organisations are unsure 
where cutting costs 
might hinder their 
business model or save 
their businesses.

The four disruptive forces of customers

Leadership must be cognisant of these disruptive forces when pivoting their business models to become 
customer centric. COVID-19 presents a unique opportunity for leadership to start looking at their 
organisations differently by utilising customer centricity, enabled by technology, as a way to recover 
and thrive.
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Customers want to be 
‘wowed’ through 
pleasant and delightful 
experiences and feeling 
as though they are 
authentically cared for, 
especially in these times.  

Customers want 
organisations to 
understand their needs. 
Organisations that win 
are even able to predict 
and deliver to customers 
what they are not able 
to articulate. A deeper 
understanding of 
customers, beyond 
historical trend data, 
makes it easier to 
predict their future 
sentiments towards 
products and services, 
and determine how 
buying patterns will 
evolve, which ultimately 
enhances demand- 
planning of the supply 
chain.

Business processes 
need to be brutally 
simplified to reduce the 
friction from the 
customer process.  
The more manual steps 
and processes exist 
within an organisation, 
the more customers feel 
friction in their 
experience which 
impedes them from 
moving through the 
sales funnel and tends 
to push them away from 
buying in the future. 
Reimagining and 
automating processes 
and reducing 
unnecessary steps 
internally will not only 
reduce friction and 
enhance the customer 
experience, but also 
save costs.

Even customers who 
were previously against 
e-commerce for 
cyber-risk and data 
safety reasons, are 
moving to online buying 
platforms. It is 
imperative that 
organisations earn their 
trust by safeguarding 
their data and engender 
loyalty by demonstrating 
that they are cared for.

Start with the customer experience and 
work backwards to the technology.
Steve Jobs – Co-founder, Chairman and CEO of Apple Inc.8

The four pillars of customer centricity
It is a widely held belief that customer centricity and customer experience is complicated. However, winning 
organisations in the digital age ultimately compete on four pillars of customer centricity:

Wow me Know me Make it easy Earn my trust
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COVID-19 
presents a unique 
opportunity for 
leadership to 
start looking at 
their business 
differently by 
utilising customer 
centricity, enabled 
by technology, as a 
way to recover and 
thrive.
Heidi Custers – Digital Transformation 
Strategy Leader

Customer loyalty and trust during 
times of uncertainty
Customer loyalty, trust and confidence 
are being put to the test in the current 
pandemic. Customers should be put 
first, to create customer moments that 
matter. Some suggestions to help 
manage customers during the current 
situation include:9

Be true to your brand and purpose:  
purpose-based organisations that show 
empathy will likely emerge as the 
leaders.

Communicate to your customers: let 
them know how much you appreciate 
them and care about them – even if 
they are buying fewer goods and 
services from you, to forge stronger 
and lasting relationships.

Communicate to your employees: it is 
crucial for employees to be kept abreast 
of the latest developments, or to advise 
them of any foreseeable issues.

Develop new ways of working with 
your customers: now is the time to 
move to e-commerce or an app to sell 
your products if not already done so.

Try to team up – we live in the age of 
the ecosystem: now is the time to team 
up with alliance partners to 
leverage resources.

Do your best to take care of your loyal 
customers: every organisation has its 
most loyal customers; decide what 

special services and resources may be 
supplied to valuable customers.

Find new ways to drive revenue: this 
could be the time to give special offers 
and discounts to retain your customer 
base, and potentially attract new 
customers. 

Assess your orders, inventory, and 
service levels: if you rely on inventory 
to fulfil customer orders, it is important 
to look at your existing orders and 
compare these against your inventory 
and confirmed incoming shipments, 
and communicate this to customers.

Review your marketing and 
advertising: this may require shifting 
and rebalancing, as there is no point in 
marketing products and services that 
may be in short supply or unavailable.

Review your digital properties: if some 
products and services are not available, 
you will need to remove them from 
your organisation’s digital experience, 
or at least take back-orders. 

Use advanced technology: besides 
remote working, augmented reality (AR) 
innovation may help keep people safe 
and healthy during this pandemic. 

Remember that cash matters: improve 
the rigour of collection processes in 
uncertain times; focus on 
customer-specific payment 
performance.
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Technology 
investment and 
implementation
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Technology investment and implementation
Critical, strategic priority 
technologies
Cloud, data analytics and cyber security are 
regarded as the most critical technologies, 
and about two in three organisations 
(cloud: 67%, data analytics: 66%, cyber 
security: 64%) have already invested in these 
technologies. 

The large majority of organisations that have 
not yet invested in these three technologies 
are likely to invest in them in the next 12 to 

24 months (cloud: 88%, data analytics: 83%, 
cyber security: 92%).   The focus on these 
technologies is not surprising, as they pave 
the path for the implementation of many 
other digital technologies. 

While not yet regarded as a strategic priority 
technology in our sample, AI is likely to be 
regarded as a critical technology in the near 
future. More than half of all organisations are 
planning to invest in AI in the next two years.

Important, but not a 
strategic priority

Critical, a strategic 
priority

n=67

Figure 21. How important are the following technologies to your organisation’s digital strategy?
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Source: Deloitte Africa analysis
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Plan to invest in 
next 12 months

Already invested

n=67

Figure 22. When do you expect your organisation to invest in the following technologies?

Data analytics

Cloud
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Internet of Things 
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Artificial Intelligence
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Source: Deloitte Africa analysis
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Stage of implementation of digital 
technologies
Technologies that are regarded as strategic 
priorities tend to be most advanced in terms 
of implementation. More than half of all 
respondents indicated their organisations 
have entered at least the production stage 
for these technologies (cyber security: 61%, 
cloud: 61%, data analytics: 55%).

Technologies that are regarded as irrelevant 
by half or more of respondents are among 
the technologies with the highest rate of 
paused or abandoned investments.

Lack of executive support and lack of IT 
readiness are the most cited reason for 
pausing or abandoning investments. This 
suggests that there is room for improving 
and empowering the IT functions within 
organisations.

It will be interesting to see if and how the 
COVID-19 pandemic will fast-track the 
implementation of certain technologies 
as it could give rise to new use cases and 
applications. Technologies that facilitate 
remote work, support contactless operations 
or allow contact tracing and mapping are 
likely to move up on the investment agenda 

of some organisations in the short term. 
The COVID-19 pandemic has also seen a rise 
in the demand for technologies that allow for 
deeper real-time insights, as organisations 
have been unable to rely on historical 
data and modelling. It has also given rise 
to technologies that enable organisations 
to explore new revenue sources at a low 
cost. These trends could, for example, 
accelerate the rise of the application 
programme interface (API) economy, with 
API technologies connecting customers, 
suppliers and other partners to data-driven 
organisations, thereby enabling real-time 
and well-informed decision-making.

Production – deploying and 
using in certain functions or 
business areas

Scaling – deploying across 
multiple functions and 
business areas

n=67

Figure 23. What is the stage of implementation of these technologies?
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Source: Deloitte Africa analysis
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MetExceeded n=66

Figure 24. How did the implementation of these technologies compare to 
your expectations?
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Expectations vs realities of 
technology investments
Most organisations are satisfied with the 
outcomes of their prioritised investments 
such as cloud, cyber security, data analytics 
and digital workforce collaboration 
platforms. This reflects the maturity level of 
these technologies and often they are among 
the technologies with the highest levels of 
scaling within organisations.

In contrast to this, emerging technologies, 
i.e. technologies that are yet to reach the 
production or scaling phase for the majority 
of organisations, often fall short of meeting 
organisations’ expectations. This could be 
linked to an insufficient understanding of 
the capabilities of these technologies or the 
lack of readiness of organisations to take full 
advantage of these technologies.

Source: Deloitte Africa analysis
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The power of analytics and AI: re-inventing the 
way we do things

A data-driven organisation is an 
organisation which embeds Artificial 
Intelligence (AI), analytics and robust 
data into its decision-making 
processes. A data-driven organisation 
does not view this as a project with a 
start and end date, but sees AI and 
analytics as core capabilities across the 
organisation: 

 • to provide improved products and 
services 

 • to support decision-making 
processes

 • to tackle complex business problems

 • and to address growing analytical 
trends.

With the world of analytics rapidly 
evolving, AI is no longer a futuristic 
idea, but essential to remaining 
competitive. It is critical that 
organisations leverage data to harness 
the power of analytics and AI. For 
example. analytics capabilities help 
organisations harness the power to 
identify unique advantages by 
leveraging AI to move faster with 
greater precision, to pinpoint truths 
that improve decision-making, and to 
create beneficial connections with 
customers. Given this, the future of 
technologies such as AI is a future of 

human potential: people with 
machines, doing more than either 
could alone. 

Organisations can invest in the 
applications of analytics and AI 
through predictive modelling, cognitive 
learning, synthesising abstract 
data sources, to automate timeous or 
dangerous tasks. Developments in 
analytics and AI have helped advance 
many global tech trends in 2020.10 For 
example, the ability to efficiently and 
cost-effectively process and integrate 
large amounts of data has spurred the 
creation of more advanced digital twin 
technology.11 Machine learning 
algorithms and platforms powered by 
analytics and AI are already becoming 
mainstream, with humans and 
machines working more closely 
together in the Age of With. 

Organisations must make the right 
strategic choices by turning data into 
actionable insights and implement 
AI-powered capabilities that are 
data-powered, platform-enabled, 
issue-focused and value-driven. 
Working together with speed and with 
intelligence is an imperative to 
maintain a competitive advantage, to 
deliver the accelerated and sustained 
outcomes for the organisation at scale. 
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Humans with machines
In designed systems, where humans collaborate with the 
demonstrated advantages of data analytics and AI tools, 
insights become automated, engagements become 
insightful, and the right information can get into the right 
hands at the right moments.

Speed with precision
Through automation, bots and machines can conduct 
programmed process and decision tasks accurately and 
repeatedly, freeing up humans to focus on creative, 
value-added efforts.

Intellect with purpose
Human minds continuously search for patterns in 
order to solve problems. Machines amplify that ability 
by executing pattern recognition at speed and scale.

Connection with meaning
People thrive on collaborative interactions. Cognitive 
enables these by analysing and acting on data in 
real-time to personalise, alert, and coordinate 
customer engagement through digital devices.

Catherine Stretton

Risk Advisory Africa: Digital Leader
Deloitte Africa

Wessel Oosthuizen

Artificial Intelligence Leader
Deloitte Africa
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Cloud engineering

Cloud is the platform of enablement at the 
centre of digital transformation. With 
cloud, organisations are able to implement 
cutting-edge technology at pace and this 
speed to market enables them to push 
new business frontiers, unlock new 
revenue streams and disrupt traditional 
industries. While it was initially conceived 
out of a desire to solve for infrastructure 
constraints, it has subsequently matured 
and evolved into powerful ecosystems of 
services that can be consumed ad hoc. 
These services can be used to rapidly 
prototype, productionise and scale digital 
products and services, while continually 

swapping out for better, faster, cheaper 
technologies and components. 

Under the COVID-19 pandemic, 
circumstances have also changed, 
highlighting the need for organisations to 
accelerate the adoption of cloud services 
to adapt in response to key priorities, such 
as digital transformation, remote work 
and collaboration, amongst others.

Most importantly, cloud has 
fundamentally changed the way 
organisations operate and leverage IT; and 
going forward, it is going to change the 

way organisations operate and consume 
digital. 

Cloud service providers introduce new 
features and functionalities on a regular 
basis and through as-a-service modalities, 
enable organisations to redirect resources 
away from operations and toward 
developing new capabilities that leverage 
emerging and exponential technologies, 
such as, Quantum, Augmented/Virtual 
Reality, Machine Learning and Artificial 
Intelligence.

The value of cloud 
for organisations 
in a nutshell

Increased agility 
and flexibility

Disruptive new 
business models and 
revenue streams

Quick product 
development

Access to emerging and 
exponential technology

Data, platform and 
ecosystem monetisation
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Develop a business case that ensures 
moving to the cloud aligns with your 
business vision and strategy 

Determine the best suited IT activities 
to leverage cloud technologies

Evolve your operating model to enable 
the cloud organisation and ensure the 
workforce is equipped with training

Develop a tactical migration execution 
plan for the adoption of cloud into your 
organisation

Architect your multi-cloud environment 
with a strong emphasis on cloud 
security best practices

Update the relevant IT policies, 
governance and standards to 
incorporate the transition to cloud and 
ensure the right security has been 
implemented

Consider driving good governance and 
delivery practices by establishing a 
cloud migration office

Implement cloud platform monitoring 
to support ongoing operations and 
optimisation of your cloud platform 
utilisation and spend

Consider establishing a hybrid or 
multi-cloud management tool

Consider leveraging infrastructure as 
code to ensure reliability and 
repeatability of provisioning cloud 
infrastructure

Modernise your workloads to take 
advantage of the unique capabilities of 
the cloud and compute constructs such 
as serverless and containerised 
computing 

Innovate by experimenting in the cloud 
with opex-based investments into new 
technologies, unlocked by the R&D of 
hyperscalers. 

Implementing cloud: actions and considerations
As organisations mature, some practical tips to guide cloud implementation include:

Arun Babu

Core Business Operations & 
Digital Leader
Deloitte Africa

Viradh Singh

Cloud Engineering Leader
Deloitte Africa
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Cyber

As organisations modernise, cyber risk 
increases. While cyber risk is not a recent 
phenomenon, the global COVID-19 crisis 
has created ideal conditions for cyber 
criminals. Many people experience high 
levels of stress and anxiety as they worry 
about their wellbeing, families and 
livelihoods; and hence have become 
susceptible to cyber-attacks including 
online fraud and phishing. 

This poses a threat to organisations’ 
cyber security given that individuals are 
often the weakest link in the cyber 
security equation. Combined with the 
move towards remote work, this exposes 
many organisations to a set of security 
risks. 

Given the introduction of remote work 
and the drive towards digital 
transformation of many organisations, 
the focus on cyber security as an enabler 
of transformation is critical. As digital 
transformation is fast-tracked, it is 
advisable to couple transformation with 
cyber security strategies at an early 
stage of an organisation’s journey, 
instead of treating it as an afterthought.

The adoption of cloud-based solutions 
has many advantages and forms part of 
many digital transformation strategies. 
However cloud-based solutions – if not 
implemented and managed carefully, 
carry major data safety and security 
risks. Acknowledging these risks, many 
reputable cloud providers have reliable 
built-in capabilities to safeguard data and 
transformational infrastructure. In fact, 
these built-in capabilities often exceed 
the security standards of traditional 
physical infrastructure.

However, only a few organisations will 
adopt a single cloud and software 
provider due to reasons such as 
preferred functionality and lower costs. 
When organisations adopt a hybrid 
model – one that leverages a 
combination of traditional infrastructure 
and infrastructure-as-a-service or 
infrastructure-as-software – the risk 
landscape becomes more complex.
Given the complexity of IT infrastructure 
and the fact that large parts of it may be 
outsourced, organisations have to 
rethink their infrastructure governance 
protocols. While reputable cloud 

providers offer decent built-in base 
capabilities, it remains the responsibility 
of an organisation as the consumer to 
ensure the security of its cloud-based 
applications or services. An 
organisation’s approach to risk must be 
holistic, as third-party risks, cyber 
insurance and governance around 
identities and identity management are 
critical. These are often the only 
mechanisms organisations have to 
control the access to their virtual 
resources.
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Develop and update a 
cyber risk programme in 
line with the strategic 
objectives and risk 
appetite of the 
organisation as digital 
transformation is 
adopted, and to enable 
the digital 
transformation.

Focus protection 
around the risk 
sensitive assets that 
both you and your 
adversaries consider 
the most valuable 
against known and 
emerging threats across 
the ecosystem. 
Establish risk-prioritised 
controls to protect 
against known and 
emerging threats, and 
comply with standards 
and regulations.

Be alert and identify any 
attacks as early as 
possible; have the ability 
to detect the previously 
unknown and reduce the 
reaction time. Establish 
situational risk and threat 
awareness across the 
environment to detect 
violations and anomalies.

Early-stage identification 
of threats and the 
capacity to rapidly 
respond and contain the 
damage. Identify ‘Single 
Points of Failure’ to 
develop alternative 
back-up arrangements 
and strengthen the ability 
to recover when incidents 
occur. Establish the ability 
to handle critical 
incidents, quickly return 
to normal operations, and 
repair damage to the 
organisation in order to 
minimise the impact.

The four pillars of cyber security

Strategy Secure Vigilant Resilient

Shahil Kanjee
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Looking ahead
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Digital transformation is the catalyst to move 
from being resilient in tumultuous economic 
times to thriving in the new digital economy. 
Looking ahead, an increase in and the 
correct adoption of digital transformation 
by South African organisations will become 
even more important. The digital economy 
will be typified by an ongoing, relentless 
rate of change with the emergence of new 
competitors and modernisation of old 
ones – challenging existing paradigms of 
competition and completely rewriting the 
rules of engagement. Is your organisation 
ready to embrace disruption, and agile 
enough to take advantage of the new 
landscape?

Organisations need to move beyond the 
myth that digital transformation is only 
limited to industries that have virtualised, 

or to organisations operating on a digital 
platform. Additionally, organisations need to 
move beyond the debate of whether digital 
transformation holds value. When digital 
transformation is conducted as a business 
imperative, exponential value unlocks 
digital dividends (growth, productivity and 
experience) which engender a competitive 
advantage. 

In order to achieve successful digital 
transformation and return on investment, 
all organisations must embrace their digital 
strategy as their corporate strategy to 
unlock exponential value. It should be a 
business led, overarching programmatic 
initiative, enabled by technology. The 
technology must subsequently be 
implemented to achieve the value as 
articulated in the digital (corporate) 

strategy. This is the key differentiator 
between organisations that get stuck 
doing digital things versus those that move 
towards being digital. Organisations that 
have achieved the ideal state of being 
digital are characterised by embracing 
the right leadership mindset and certain 
organisational behaviours – synonymous 
with a culture of experimentation, 
exploration, high levels of digital fluency at 
both leadership and organisational levels, 
and life-long learning. Additionally, these 
organisations are re-engineering business 
models, reallocating budgets, people and 
resources and identifying new ways of work 
to evolve to new customer needs. And 
finally, these organisations are implementing 
data and exponential technologies to bring 
the ambitions defined in the digital, and now 
corporate strategy, to life.

Looking ahead 

Source: Deloitte Africa analysis
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Acronyms
AI Artificial Intelligence

API Application Programme Interface

AR Augmented Reality

CDO Chief Digital Officer

CEO Chief Executive Officer

CFO Chief Financial Officer

CHRO Chief Human Resources Officer

CIO Chief Innovation Officer

COO Chief Operating Officer

COVID-19 Coronavirus Disease 2019

EQ Emotional Quotient

FOW Future of Work

IOT Internet of Things

IT Information Technology

L&D Learning and Development

RPA Robotic Process Automation

STEM  Science, technology, engineering, and mathematics

UAV Unmanned Aerial Vehicle
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