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1. Introduction and background

The impact of the digital developments of our time - new digital devices, new software, and new areas of

applications - can be felt in more and more areas of life and work. In fact, in some areas of business the impact

is transformational, changing an area or business sector to such an extent that it is hardly recognisable from what

that area was like a decade or more ago. For example, the music industry, where the development towards music

in digital format has changed an entire industry and distributed many roles in the industry anew; or the publishing

industry, where publishers of print products morphed into multi-media information houses that provide their

information in a variety of media and formats, with updates not only daily or weekly, but regularly throughout

the day.

In other areas of business, the impact is less transformational, but the effect over time can clearly be seen.

Business introduced information and communication technologies (ICTs) to automate certain processes, to achieve

economies of scale (and the benefits associated with that) to involve both suppliers and customers, etc.

Most areas of manufacturing and production benefited extensively from the use of ICTs; even more so, did the

areas of supply and distribution; and even the customer interface of today's supermarkets and shops can hardly

be imagined without the link to ICT systems for check-out and payment. Many of the benefits brought about by

ICTs relate in the first instance to business effectiveness and efficiency, which of course also brings direct benefits

to customers.

The introduction of digital mobile devices (especially smartphones) over the past eight to ten years, and the current

ubiquitous presence of these devices, brought about more changes to users' interaction with suppliers. Not only

do these devices lead to improved communication with business and within business, but increasingly so in the

areas of business these devices are used to establish new relationships with customers, both existing ones and

potentially new ones. In such an increasingly hyperconnected world, employees become participants in a world

beyond the boundaries of companies, thereby being in a position to gauge sentiments outside, to influence opinions

and to make a contribution to the positioning of companies.

Despite all the commonalities in the way users experience ICTs, the impact is dissimilar in different sectors of

business. Even within one sector, the impact could be different, depending on the business model followed and

the potential of ICTs to bring about significant benefits within the scope allowed by that model. To both business

experts and ordinary users of services it is clear that areas such as finance and banking, media and tourism (to

mention but a few) have changed substantially and irrevocably; the future in these and many other areas will be

building on these new foundations, even with new services that can currently not be imagined.

Innovation has become a key driver of change in many businesses; however, in the minds of many people, the

concept of innovation still mainly relates to physical artefacts and industrial processes. In the meantime, the
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concept of innovation has morphed into one that nests itself in nearly all dimensions of business models,

particularly very strongly in the relationship between manufacturer/dealer and customer in the last few

years. At the same time, the concept of social innovation, which by now informed and motivated widespread

change in society at large, has also increasingly found recognition as a core component of the ecosystem

within which business functions.

In the knowledge society of today, the nature of knowledge itself is changing, thereby affecting the

development of business and services; instead of being contented with stocks of knowledge built up over

time and re-using it, we find that the increasing rate of change leads to knowledge rapidly becoming obsolete.

This knowledge has to be replaced and expanded more rapidly than before. In many areas of business the

real economic value now lies in the ability to manage and exploit the flows of new knowledge that we are

able to acquire and to mine these purposefully towards achieving the objectives of the business or service.

Many recent studies and advice suggest that in principle modern ICTs, the internet and social technologies

radically change industry and business and that commerce and industry should rethink many aspects of their

business models and functioning in view of these developments. The point often made, is that the focus in

many sector should not only be on using ICTs as a tool for better performing operational activities, but also

on the fact that a paradigm shift is rapidly taking place, one in which the digital dimension in fact changes

the world within which business takes place. It is not sufficient to strive towards improving the use of

conventional ICT solutions only; additionally, a rethinking is also required in which ICTs are used in a digitally-

infused world, in the digital economy. In fact, this paradigm shift in business may be likened to the way the

Copernican revolution changed our understanding of the universe.

A key factor that has to be taken into account is the wider availability of technology to all players in the

ecosystem within which business functions, including the competition. Whereas at some earlier stage the

investment in extensive IT systems ensured companies a competitive edge, that same - or better - technology

is now available at lower cost. Cloud-based services enable rapid deployment of services and scalability

according to need. Just as access to technology, especially in the form of digital technology, holds the

possibility of innovation for existing businesses, the same technology also creates the possibility for disruptive

innovation and for new competition in the market. “Digital disruption describes a process by which a product

or service takes root initially in simple applications at the bottom of a market and then relentlessly moves

'up market,' eventually displacing established competitors”
1
. Some commentators, as argued by Wladawsky-

Berger
2
, refer to this changing scenario of access to cloud-based services as one characterised by “new

economies of unscale”, a situation that could turn into a major disruption for established companies.

In this new paradigm - or the new “constellation of the planets” - the key issues cannot be addressed, and

the key opportunities cannot be pursued, by the ICT practitioners and the CIO of a company only. An

understanding of the nature of the change has to be present at all levels and functions of business, and a

rethinking of the key activities should take place accordingly. This implies that all internal business functions

(e.g. HR, Marketing, Business Development, Finance, and Community Relations/CSI) should have the necessary
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digital capability to understand the potential impact of digital technologies on their respective functional areas,

as well as the ability to apply these skills to unlock business value in the digital economy. Unlocking business

value requires a more comprehensive digital skill than the mere proficiency in software packages and functional,

or transactional systems.

In moving forward in this new context, the concept of e-leadership has become increasingly significant - a concept

that is distinct from managing the ICT portfolio. “E-leadership skills” refers to a combination of skills of both using

ICT systems and leading organisations, often graphically represented in a T-shape, whence it is also often referred

to as T-shaped skills.
9

Although the complexity of the changes in the use of ICT over a period of about five decades can hardly be

encapsulated in a single framework of a few stages, it is useful to look at the overview from 2014 Gartner Survey

of CIOs worldwide
3
:

“During the first era of enterprise IT, the focus was on how IT could help do new and seemingly magical things -

automating operations to create massive improvements in speed and scale, and providing business leaders with

management information they never had before. The last decade has represented the second era of enterprise IT,

an era of industrialization of enterprise IT, making it more reliable, predictable, open and transparent. However,

while this second era has been necessary and powerful, tight budgets and little appetite for risk left scant room

for innovation.

Entering the third era of enterprise IT technological and societal trends, such as the Nexus of Forces and the

Internet of Things, are changing everything; not only improving what businesses do with technology to make

themselves faster, cheaper and more scalable, but fundamentally changing businesses with information and

technology, changing the basis of competition and in some cases, creating new industries.

2014 will be a year of dual goals: responding to ongoing needs for efficiency and growth, but also shifting to

exploit a fundamentally different digital paradigm. Ignoring either of these is not an option.

In 2014, CIOs must face the challenge of bridging the second and third eras” (Gartner
3
).

(Note: The term “nexus of forces” refers to the typology of Gartner of the current confluence of four forces: social,

mobile, cloud, information & analytics.)
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2. Rationale for the study

Against this changing paradigm towards a progressively digitalised economy and an increasingly digitally infused

society, South Africa is reported to lag behind in terms of its digital readiness. According to the 2014 Global IT

Report
4
 of the World Economic Forum (WEF), South Africa was rated in the 70th position (out of 148 countries).

This relatively low level of digital readiness can be attributed to challenges with respect to access to, and

affordability of, broadband internet as well as to the shortage of skills and/or lack of appropriate skills. On the

skills count, the WEF report places South Africa in position 102 (out of 148) on the ranking table.

The business sector is a critical role player in unlocking the opportunities posed by the digital economy and has,

according to the WEF report, taken the lead. In this respect, South Africa rated much higher, namely 30th out of

148. However, despite such international studies that give South African businesses a reasonably fair rating in

aspects such as setting trends and thinking about future practices, little more is available on how South African

companies are responding to the opportunities and challenges posed by the digital economy.

The intention with this research project was to understand, discover and learn more about the progress the South

African business sector has made as a potential trend-setter in the quest for digital readiness by the country.

Moreover, in cognisance of the paradigm shift accentuated before, this study was grounded in a particular focus,

as is explained in Figure 1.

As presented in the figure, we take a systemic view on the interrelatedness of three domains or elements of the

digital business ecosystem, namely (i) the level of digital infrastructure, (ii) the level of people and organisational

capabilities, and (iii) the level of digital opportunity realisation.

Investment and advances in digital technologies everywhere create a new business (and social) landscape. In this

landscape, efficiencies and productivity can be improved and new products and services can be created to respond

to continuously evolving customer needs - to service known as well as yet unknown markets in a digital economy.

In this systemic perspective, people and organisational capability play a critical role in utilising the digital

technologies or infrastructure to unlock and realise digital opportunities.

This study focuses in particular on the people and organisational capabilities dimension as depicted in the diagram.

In this context, the term 'people' refers to all the actors within the strategic landscape of a company and includes

employees as well as people in the broader stakeholder network. This inclusive view of people and the broader

organisational digital capability is what provides the capacity for entering the third era of enterprise IT (as per the

Gartner study
3
).
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Within this particular focus, the study was set out to obtain a view of the current status of digital strategies,

practices and skills in large South African companies in terms of preparing themselves for the digital economy.

The ultimate aim of this study is take an investigative perspective of the current status of digital readiness of the

business sector and to make the results available as a basis from which to initiate a more inclusive local discourse

about the issue of digital readiness and the challenges it may hold for the competitiveness of the South African

economy. In particular, in this conversation the term “inclusive” implies an involvement not only of business, but

also of government and the education sector.

The focus of this study

R
Level of
digital

infrastructure

Level of
digital

opportunity
realisation

Level of
people and

organisational
capabilities

Figure 1: Systemic perspective on the interrelatedness between digital infrastructure/technologies,
people and organisational capabilities and digital opportunity realisation
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2.1 Structure of the report
As indicated in the diagram below, the report consists of six sub-sections (excluding the appendices,

reference lists, etc.). What should be noted by the readers is that the ICT profile of companies (Section 4) should

be seen as the background against which the people and organisational practices (Section 5) should be interpreted.

The challenge and the endeavour of this report are to explore the spaces and interrelationships between people

and technology in the changing paradigm towards a digitally-infused world.



3. Methodology

3.1 Study design
A national survey, targeted at large companies, was conducted to develop the baseline information on strategies,

practices and skills of South African companies in view of ensuring competitiveness within the digital economy.

The sample size of eighty was selected purely as a result of the cost implications associated with a survey of

this nature.

For the purpose of this study “large” is defined as companies of 500 or more employees in the broad Standard

Industrial Classification (SIC) code sectors of:

Agriculture, hunting, forestry and fishing

Mining and quarrying

Manufacturing

Electricity, gas and water supply

Construction

Wholesale and retail trade, repair of motor vehicles, motorcycles and personal

and household goods, hotels and restaurants

Transport, storage and communication

Financial intermediation, insurance, real estate and business service.

Based on relevant literature and several in-depth interviews with senior personnel of large companies and consultants,

a structured questionnaire was developed, consisting predominantly of closed questions.

In order to perform the national survey on behalf of the research team MarkData, a member of the Southern African

Marketing Research Association was contracted. To ensure accessibility of the terminology and concepts, it piloted

the questionnaire in five companies before roll-out. Adjustments were made to the initial questionnaire and a

glossary of the terminology used (Appendix A) was added to ensure that respondents understood the concepts in

the way each was intended.

3.2 Process of sample selection and construction
A list, as comprehensive as possible, was compiled from various lists and sources of companies within each of

the SIC codes. The intention was to conduct 10 interviews per SIC code. Initially JSE listed companies were

targeted and preference was given to holding companies. However, with the low response rate ratio, as well as

the requirement of a minimum of 500 employees, it became clear that the targets would not be achieved from the

targeted population. Consequently, it was decided to also include non-listed companies with 500 or more employees.

The number of employees, as reported by the contact person in each company, was used as the cut-off criterion.
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In total, 82 interviews were conducted presenting a response ratio of 1: 3.5, i.e. 287 companies were

contacted to achieve 82 willing participants. Of the 82 participating companies, 51 (62%) were listed

companies (five of which internationally). Of the 31 (38%) unlisted companies, 11 (14%) were from the

top 500 best-managed companies in South Africa, while the remaining 20 (24%) companies consisted

of prominent players in the agricultural, utilities and construction sectors.

3.3 Intended respondents
The study was aimed at obtaining the input of at least two executives of participating companies and

the CEOs, Human Resources Directors and/or Chief Strategists were targeted. However, in reality the

companies selected the most appropriate respondents and in the majority of interviews, only one

respondent per company participated in the process.

3.4 Interviewing process
MarkData conducted the interviews from November 2013 to February 2014 in which the subsequent

process was duly followed:

A first contact with the company was mostly made with the CEO/Managing Director's

personal assistant;

A letter with background information on the project, as well as the questionnaire, was

forwarded to the contact person; and,

Based on the documents received, the contact person advised MarkData whom to interview.

The potential respondents were then contacted and invited to participate in the study and if they agreed,

an appointment was made for a telephone interview. It also sometimes happened that the identified

potential respondents felt that they were not the correct respondents and again referred the interviewer

to another person. Appointments were often cancelled, because of a last minute crisis or other more

pressing commitments.



4. Profile of the participating companies

In this section of the report, a description of the participating companies is provided in terms of:

(i) Typical “demographic” information (general information) such as number of companies per industry 

category, size of participating companies in terms of employee numbers, age distribution of employees 

and executives; and,

(ii) Selected domains of, or aspects pertaining to, the ICT landscape of participating companies.

The focus of this sub-section of the report is not on an in-depth analysis and interpretation of the state of ICT

affairs within companies. It should rather be understood as the context or canvas against which the people and

organisational practices (discussed in Section 5) should be understood and interpreted.

4.1 Description of participating companies
A description is provided in terms of (i) the representation of participating companies per industry code, (ii)

designations of participating respondents, (iii) size of companies as per number of employees, and (iv) the average

age distribution of employees of participating companies.

Graph 1: Representation by industry sector
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Slight deviations from the intended 10 interviews per sector were achieved, with the lowest number of interviews

per sector in Electricity, gas, water supply and energy (n=9), as well as in Retail and wholesale (n=9) and the

highest in Manufacturing (n=11) and Transport, storage and communication (n=13). The over-realisation in the latter

sector was deliberate, as it was decided to interview at least three companies in the Media and telecommunication

sub-sectors, respectively.



Table 1: Description of respondent positions (n=82) (Based on 88 respondents)
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4.1.2 Description of the designations of the participating
respondents per company
Although CEOs, HR Executives and/or Chief Strategists were targeted, the actual respondents represented

a wide spectrum of designations from their respective companies. Table 1 provides the information for

the 82 participating companies.

Position description n*

IT/ICT director/executive/manager 29

CIO 10

HR/talent management director/executive/manager 10

Finance director/executive/manager 8

Company secretary 6

Executive/CEO/director 6

Business development/new business/digital marketing/
strategy director/executive/manager 6

Communication/information director/executive/manager/executive assistant 4

Marketing director/executive/manager 3

Strategist 3

Legal and risk director/executive/manager 3

*Multi-mentions possible



Between 500 and 2000

0.0% 25.0% 50.0%

Between 2000 and 5000

More than 5000

47.6%

19.5%

32.9%

Graph 2: Number of employees

4.1.3 Number of employees per companies
Almost 48% of the 82 companies stated that they have less than 2 000 employees, 19.5% companies

have between 2 000 and 5 000 employees while 32.9% indicated that they have more than 5 000 employees

in their employ.

Graph 3: Average distribution by age of employees versus
age of executives across the participating companies
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4.1.4 Age distribution of employees of participating companies
Respondents had to indicate the age distribution of the employees and executives of their respective companies.

The purpose of this question was simply to obtain a general view of the age distribution of employees versus

executives of the companies. As presented in Graph 3 the average age of employees was lower than that of

executives: 81.1% of executives were older than 40 years compared to 58.1% of the employees who were younger

than 40 years.



4.2 ICT Landscape of participating companies
To obtain a perspective of the current status with respect to particular ICT practices, respondents were requested

to provide information on the following practices, namely

(i) ICT management approach (insourced versus outsourced),

(ii) Nature of access to particular digital resources, and

(iii) Level of investment in particular business practices.

4.2.1 ICT management approach
As indicated in Graph 4 just over a third of companies (34.1%) managed the ICT function as an almost fully in-

house functional area. A surprising 65.9% partly or fully outsourced ICT services. This confirms the outsourcing

trend of some services in ICT and brings to the fore the challenge of the management of partnerships/alliances

to the benefit of the current and future digital strategy of the organisation.

Graph 4: ICT Management approach
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4.2.2 Nature of access to particular digital resources
Participating companies had to indicate the level of employee access to: (i) e-Mail, the internet, and social media,

such as Facebook and Twitter; (ii) Decentralised employee e-participation forum in view of influencing decision

making; and, (iii) Internal management information. Apart from simply trying to obtain a view of the level of access

to technologies across the various sectors, the question aimed at determining the extent to which companies

utilised technologies to either make in-time information available to employees (engage them in the decision

making and steering of the company) and to create opportunities for employees to collaborate and share information

across functional areas (especially through social technologies). The responses are reflected in Graph 5.
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Graph 5: Employee access to digital resources

Considering “access” to digital resources (including open and regulated access), all companies provided their

employees with a form of access (open or regulated) to e-mail and internet, 83.8% provided employees with open

or regulated access to social media and internal management information while only 62.1% of companies provided

employees with a form of access to decentralised employee e-participation forums. In general it seems that e-mail

and internet were the most accessible digital resources for employees while decentralised employee e-participation

forums seem to be the least accessible digital resource.

However, despite the relative accessibility of digital resources, more than two-thirds of participating companies

indicated that they regulate employee access to internet (70.3%) and social media (67.6%), while 54.1% of companies

regulated access to internal management information.

4.2.3 Level of investment in particular practices
Companies were requested to describe the nature of their investment in the following areas or practices, namely:

(i) Digitisation of transactional processes and system; (ii) Digital engagement of stakeholders, where “stakeholders”

refer to employees, suppliers and business partners; (iii) Advanced business analytics (so-called big data) to support

on-time business decision-making; (iv) Innovation of products and services for digital purposes (digital economy);

(v) Adjustment of the business model for becoming more competitive in the digital economy (developing digital

offerings); (vi) e-Security protection of customers; and, (vii) Digital engagement of customers (e.g. Facebook, Twitter).
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24.4% 47.6% 28.0%

22.0% 61.0% 17.1%
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The largest investment was made into digitisation of transaction processes (53.7%), advanced business analytics

(37.8%), e-security protection (34.1%) and digital engagement of stakeholders (32.9%). The smallest investment

was made into digital engagement of customers (57.2% minor or no investment).

Graph 6: Current investment in particular business areas and practices

Combining the large and medium investment categories, the order of investment in particular business areas changes

slightly: the largest investment was made into digitisation of transactional processes (86.6%), with digital engagement

of stakeholders (73.1%) accounting for the second largest investment followed by advanced business analytics

(71.9%), e-security protection (64.6%) and the innovation of products/services (61%). Although the digital engagement

of stakeholders was rated as second highest investment priority, the digital engagement of customers received the

lowest investment priority.

This investment profile corresponds broadly with the reported IT budget spend (investment) reflected in the 2014

McKinsey Global survey results
5
. According to this study, participating executives reported that 27% of the expenditure

went into infrastructure, 26% to transactional applications, 12% to security, 12% to analytics, and 11% to innovation

and 11% to other initiatives. The improvement of the effectiveness and cost efficiency of business processes are

regarded as top priorities while creating new products and services and entering into new markets are lower down

the priority list.

The 2014 CEO Briefing
6
 of Accenture confirms the focus on an investment in digital technologies to improve

efficiencies of operations and customers' experiences. However, they acknowledge that ICT priorities should not

only focus on business as usual (i.e. process efficiencies and cost-cutting), but should include revenue generating

initiatives (i.e. creating new markets and new business models).
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5. Discussion of the people and      
    organisational practices

5.1 Overview
An organisation heading towards the digital economy, especially one that prepares for an increasing digital

interaction with its market, is expected to invest substantially in building the digital competence of its own

workforce. In this section, we report on the part of the investigation that assessed important human capital initiatives

towards building the people and organisational capabilities required for participating in a digital economy

(see Figure 1).

The dimensions probed in this part of the survey were:

Reflection of digital economy in the current and future strategy;

The level of involvement of functionaries in the development of digital strategies;

The way e-skills have become integrated into the human resource practices of an organisation;

The current level of e-skills and mobile e-skills in the organisation across three focus areas: ICT practitioners;

functional areas; and its management and entrepreneurial functions;

The extent to which companies experience challenges to enter and participate in a digital economy across

certain key aspects;

The current emphasis on human resource development practices to ensure sufficient e-skilled talent in the 

organisation;

The degree to which e-learning material have been made available for training and developing its workforce;

Practices to increase e-skills and digital readiness of stakeholder network;

The monitoring of key indicators to track digital progress;

The sources of e-innovation; and,

Where companies rate their own level of digital maturity.

The findings of the study are presented in the sections below.

5.2 Inclusion of digital economy in current and future corporate strategies
Respondents were asked to indicate how opportunities associated with the digital economy are reflected in their

current and future corporate strategies. The results are reflected in Graph 7 on the next page.
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The majority of companies indicated that the digital economy was central to the strategy of some

business units (20.7%) or one component of enterprise strategy (31.7%). There was a slight increase

of 4% that indicated that they intend to have the digital economy as central to enterprise strategy in

future (43.9% in future compared to 39% current).

Only 43.9% of respondents indicated that in the future the digital economy will be central to enterprise

strategy, whilst 52.4% indicated it will be either one component of enterprise strategy or central to the

strategy of some business units (Table 9). This implies that the majority of respondents still see

opportunities associated with the digital economy not as central to the strategy of the enterprise, but

rather a business unit focus area or a component of enterprise strategy. The results, however, confirm

a strong future strategic intent and focus on unlocking opportunities related to the digital economy.

The question arises as to whether the speed at which companies are adopting digital strategies is

commensurate with the pace that will ensure their creation of a conducive context to mine new strategic

opportunities in the digital economy?

More than half of executives who participated in the 2014 CEO Accenture survey
6
 indicated that they

expect significant change or complete transformation of their industry as a result of digital technologies.

Graph 7: The extent to which digital economy reflected in current and future strategy
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16



5.3 Involvement of key functionaries in strategic digital business initiatives
The role of different functionaries in the development of strategic digital business initiatives for company

competitiveness was probed and the results are presented in Graph 8 below. Various recent contributions to the

discussion on digital business highlight the important role of senior executives and the Board.
7

The CIOs (73.2%) and the CEOs (58.5%) were the executives most pro-actively involved in the digital economy,

followed by marketing executives (43.9%). The Boards of Directors and HR Executives generally seemed to be not

highly involved. Almost 75% of companies reported reactive guidance or non-involvement.

The finding that CIOs are more likely to lead digital initiatives, is in contrast to a 2013 global survey of McKinsey
8
,

which found that CEOs were more likely to lead digital initiatives. This indicates that CEOs in South Africa are still

too reactive and uninvolved in the development of strategic digital business initiatives for companies' competitiveness.

5.4 Integration of digital capabilities into human resources practices
In this section, the participants reported on the extent to which digital capabilities and e-skills were integrated

into key human resource practices. Practices included in this question, were: (i) Formal e-skills assessment

requirements for entry level recruits; (ii) Formal e-skills development interventions for career path development

or career progression; (iii) e-Skills competence as a rating factor in performance management processes; (iv) Formal

reward and recognition for e-innovation contributions; (v) e-Skills assessment as part of the manager selection

process; and, (vi) In mentoring practices where older people are coached by younger people to develop/enhance

their digital skills (reverse mentoring).

Graph 8: Level of involvement
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23.2% 53.7% 23.2%
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The results presented in Graph 9 indicated that interventions for career path progression at 34.1% rated as the

best entrenched practice, while the five remaining practices ranged with relatively low scores from between 17%

and 29% as well-entrenched practices. Conversely, 51.2% of the respondents indicated that e-innovation was never

rewarded, whereas almost half of the companies (48.8%) did not use the practice of mentoring of the older by

younger employees at all.

Graph 9: Integration of digital and e-skills capabilities into people practices

In general, the requirements and implications of digital capabilities and e-skills are currently at a low level of

integration into core people practices. These results are perhaps a reflection of the mindset that these capabilities

and skills are predominantly the domain of ICT practitioners and the ICT/CIO function, with limited relevance for

company-wide people practices. However, integrating critical digital skills and capability requirements into company-

wide people practices can not only contribute towards the necessary focus on enhancing efficiencies and productivity,

but also to facilitate the pro-active skills and capability development required for sustaining companies' competitiveness

within the digital economy.

5.5 e-Skills and mobile e-skills capability
In this section, we address the extent to which organisations believed that they were equipped with appropriate

e-skills (i.e. conventional e-skills as well as mobile e-skills). The concept of e-skills is not one-dimensional and

consequently, for effective participation in a digital economy, different types of e-skills sets are required for different

focus areas of the organisation. The study addressed these differences as per the explanations in Table 2. In order

to assist respondents, these definitions were provided in the questionnaire (while the interviewers could also

provide further explanation).

25.0%0.0% 50.0% 75.0% 100.0%

Reward e-innovation

Well entrenched practices Used from time-to-time Not used

Mentoring of older
by younger

Assess as part of
manager selection

Rating factor in
performance management 29.3% 41.5% 29.3%

28.0% 37.8% 34.1%

20.7% 42.7% 36.6%
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17.1% 31.7% 51.2%
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The results are illustrated in the Graph 10 below.

Table 2: Skills levels and organisational foci

Skills in respect of e-user skills: The ability of an individual to use digital
Functional areas tools and facilities (internet, computer, mobile devices, etc.)

to perform tasks, to solve problems, to communicate 
and to perform various functions for work and in all areas 
of everyday life (e.g. send e-mail, obtain information from 
the internet, electronic invoicing, internet banking, doing 
online business, using social media).

Skills in respect of e-practitioner skills: The skills required by those
ICT practitioners professionals who are responsible for maintaining, supporting, 

servicing, integrating, installing and or administrating
Information and Communications Technology (ICT) systems
(such as ERP systems, Business Intelligence, Payroll, Financial 
management systems).

Skills in respect of e-leadership skills: The portfolio of skills, representing
Managers expertise in both using ICT systems and in leading 

organisations (or divisions/functions such as Marketing, 
HR, Customer Service etc.). It is also defined as “the 
accomplishment of a goal that relies on ICT through the
direction of human resources and uses of ICT”

9.

Graph 10: Rating of e-skills and mobile e-skills capability for job categories
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The findings show that the majority of companies perceived that they have advanced skills among their ICT

practitioners. However, as far as e-leadership and e-user skills were concerned, companies reported a more modest

situation. Comparatively few companies felt that they possessed advanced skills in these areas. The findings from

Graph 10 raise concerns about the ability of a substantial majority of companies in South Africa to consider

accelerating their participation in the digital opportunities of the economy. Whereas they may have the capability

to provide the necessary ICT infrastructure, the digital business acumen among leaders and the capacity for execution

in the functional areas were perhaps lacking.

There also appeared to be minor differences between the prevalence of desktop (conventional) and mobile e-skills.

Although mobile e-skills were marginally more entrenched among managers and users, the reverse was true of ICT

practitioner skills.

In this context it is interesting to note that in the already-mentioned international study by Accenture
6
, the majority

of CEO respondents stated that they will increase their investment in human capital up-skilling and will invest

significantly in their human resources to meet the challenges of the digital economy.

5.6 Challenges pertaining to participation in the digital economy
This part of the questionnaire assessed the challenges companies experienced in entering and participating in the

digital economy. Companies had to rate the degree to which the following aspects presented challenges to them:

(i) Adequate understanding of the impact of technology on the business; (ii) Availability of relevant ICT practitioner

skills; (iii) Availability of relevant e-user skills in functional areas; (iv) Senior executive interest or willingness to

engage with technology; (v) Senior executive mastery of technology implications to inform strategic decision-making;

(vi) Sufficiently agile organisation culture to adapt to technological changes and the digital economy; and,

(vii) Internal business processes supportive of digital business offerings.

In view of the fact that enterprises' ability to react, adapt to and embrace these challenges is of such critical

importance, the two response items of “large challenge” and “medium challenge” were combined for interpretation

purposes, in order to highlight and emphasise the urgent need to achieve “fit for purpose”.

As reflected in Graph 11, the respondents reported the most significant challenges to enter and participate in the

digital economy in the following areas: organisational agility (57.3%), availability of ICT skills (53.7%), e-user skills

in functional areas (53.7%), and the mastery of e-leadership skills by senior executives (51.2%). It is interesting

to note that respondents from companies that perceived their organisations as digitally mature, regarded the

availability of relevant ICT practitioner skills as significantly more of a challenge.
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From an analysis of the preceding findings on the most significant challenges that presented themselves to

organisations, it is clear that there is no uniformity between the sectors involved, and within these sectors. In part,

this may be ascribed to varying levels of perceived readiness for the digital economy, as well as the ability (of lack

thereof) within organisations to bring about changes and modifications typically associated with successful

organisations. The Business Innovation Group
10
 describes this process as the “… dynamic reconfigurability (that)

enables the system to have the capability to modify their functionalities, adding or removing components and

modify interconnections between them.”

Furthermore, the AAPT White Paper
11
 on readiness for the digital economy emphatically states that: “The demand

on skills in information and communications technologies (ICT/digital skills) to support the digital economy will

continue to increase. Organisations with access to adequate skills will be better placed to take advantage of

innovative opportunities to utilise electronic based services. Organisations which recognise those skills, as essential

foundation for the continued prosperity of their business, will better survive the disruptive nature of the Internet.”

5.7 Practices to ensure sufficient e-skills talent in companies
As reported in other studies around the world, organisations use different practices to ensure that they build the

talent to meet the advent of the digital economy. The ones tested in this report (as presented in Graph 12) are: (i)

Headhunting for specialist digital skills; (ii) Internal development initiatives to grow own digital talent; (iii) Bursary

schemes or internships to attract external digital talent to the company; (iv) The deliberate youngification of

leadership; and, (v) Collaboration at industry level to inform educational institutions about current and future digital

talent requirements.

 Graph 11: Challenges experienced pertaining to participation in the digital economy
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The results indicate that not many companies seemed to be confident enough to report well-entrenched practices

in respect of the practices tested. The practice most commonly used was internal development initiatives to grow

own digital talent; 31.7% identified this as a well-entrenched practice, while a further 53.7% used it from time to

time. This is an encouraging finding.

What is interesting to note, is that head-hunting strategies played a substantial role in acquiring e-skilled talent:

just under 60% of participants reported it as either a well-entrenched practice, or used it from time to time. This

may have a positive, as well as a negative connotation. On the one hand, it signals a demand for this type of skills,

which should encourage younger career-builders to develop such skills within themselves. The negative view reflects

that it does not provide any skills development and rather encourages a migration of existing scarce skills, which

may soon cause such skills to become unrealistically expensive (poaching). The other negative angle rests on

thinking that e-skills are simply a stand-alone skill that one can import and, as such, ignoring that it may form part

of the integrated skills set required within a company for its own strategy and context.

In respect of the other practices, there was an almost halfway split between companies using these practices to

build e-skills talent and not using these at all. From these results, it is evident that many large companies do not

see a pro-active role for themselves in ensuring a pipeline of future talent to the market. Around half of the

participating companies did not offer bursaries, learnerships, or internships to provide learning opportunities for

young people, or participated in industry-wide discussions with educational institutions about future skills for a

digital economy. Deliberate youngification of leadership was the e-skills practice least used by participating

companies.

Graph 12: Practices to build digital or e-skills talent
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5.8 Availability of learning initiatives/material in an online format
The availability of online learning as a resource to train employees does not only signal an effort to encourage

employees to become even more acquainted with technology as a way of life and of carrying out regular tasks,

but online learning also demonstrates an advanced level of digital maturity and it demands a sophisticated emphasis

on technology and support thereof in an organisation. The benefits of online learning accommodate flexibility and

speed of mastery, quick results and feedback; therefore, this item of the survey has a clear purpose.

Of the 82 participants (as reflected in Graph 13)

51.2% of companies reported that they made a

maximum of 30% of their learning initiatives and

programmes available in an online format. Only

22% of the respondents indicated that 70% and

more of learning initiatives and programmes

were available to staff in an online format. In

technology-driven sub-sectors, such as

communication and transport, examples of

sophisticated online training, such as simulators,

were cited, whereas some cited online university

courses as sources of online learning materials.

In general, it seems that in many companies

there is a migration to online learning initiatives

and programmes. However, the question can be

raised as to whether it happens fast enough, and

whether the benefits of online (or blended)

learning are fully realised? Providing employees

with online learning opportunities is a potential

cost efficiency improvement area for many businesses and it can furthermore contribute towards self-directed

learning where employees are enabled to take responsibility for the development of their own skills.

5.9 Practices to increase e-skills and digital readiness of stakeholder network
Respondents were requested to indicate the extent to which their companies were engaged in digital practices

to increase the digital readiness of their broader stakeholder network, such as to: (i) Make digital opportunities

available to partners (suppliers and contractors);  (ii) Provide digital opportunities for SMMEs as part of the supplier

network development; (iii) Provide digital opportunities for local communities in trading areas of the business; and,

(iv) Make digital opportunities available for family members of employees.

The purpose of this question was to gauge the extent to which companies:

(i) regarded the broader stakeholder network as part of their strategic landscape for knowledge creation, and 

innovation; and, as well as the extent to which companies

(ii) engaged with stakeholder groups for e-inclusion purposes as part of Corporate Social Investment initiatives.

Graph 13: Percentage of learning initiatives
available in online format

1

25%

50%

75%

100%

0%

70% + online

30 - 70% + online

Max 30% online

Nothing online

22.0%

26.8%

42.7%

8.5%

23



Graph 14: e-Skills practices in relationships with the broader stakeholder network

From Graph 14 it appears that digital opportunities in stakeholder networks were not well-entrenched. Providing

digital opportunities to partners (25.6% well-entrenched; 42.6% used from time to time) was the most used practice.

Opportunities for SMMEs (13.4% well-entrenched and 43.9% used from time to time) was the second most-used

practice. The least often provided opportunities were in respect of local communities (53.7% never used) and the

family of employees (67.1% never used).

Some of the examples shared by those companies that invested in digital opportunities in the stakeholder networks,

included the following: (i) assisting small business partners with connectivity (e-mail); (ii) installation of IT software

for BEE partners; (iii) the installation of WiFi in student residences; (vi) “Power-hour” - a homework computer

experience; (v) “Boys and girls clubs” - township connectivity; (vi) connectivity for schools and discounted broadband

for employees.

From a business ecology perspective, it is clear that many participating companies did not as yet leverage the

opportunity to enhance the digital readiness of the network for their own benefits (e-supply chain, e-talent

development, and community-based e-solution development). The question raised is whether they were not missing

an opportunity to use their current ICT infrastructure and know-how for the benefit of stakeholders, and so promoted

higher levels of e-inclusion across their networks?
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5.10 Monitoring of indicators to determine digital progress
In this section, respondents were asked to report on the extent to which their companies put indicators in place

to measure progress towards certain important strategic goals in respect of a digital economy. As presented in

Graph 15, nine indicators were tested, namely: (i) The development of e-skills (in respect of all three skill categories:

e-user skills, e-practitioner skills, and e-leadership skills); (ii) The proper use of functional and transactional systems

such as ERP, CRM and HR systems; (iii) The competence levels on desktop software packages (e.g. Microsoft Office

suite); (iv) The competence levels in using mobile devices; (v) The efficiency and productivity benefits accomplished

through ICT investments; (vi) The success of introducing new e-products and e-services for business growth;

(vii) The income generated by digital revenue streams as a distinctly separate income category; (viii) Growth in

intangible capital (e.g. employee engagement surveys); and, (ix) Returns on ICT technology investments.

The most often used monitoring indicator was tracking the usage of functional systems (56.1% of companies use

it always), followed by just over one-third of companies that always measured the success of introducing new

e-products (34.4%). The other indicators seemed to be not as important to a substantial majority of the companies

that participated. There were also indicators ignored by a surprising number of companies. The most prominent

ones were: measuring competence levels of using mobile devices (58.5% not used); measuring the income generated

by digital revenue systems (59.8% not used); and, measuring intangible capital growth (48.8% not used).

In general, strategic monitoring mechanisms are biased towards the monitoring of functional system usage, which

implies a preference for the tracking of operational activities and the improvement of efficiencies. Competency

and revenue generation related indicators were under-utilised and, consequently, offer the opportunity for the

improvement of the e-corporate scorecard.

Graph 15: Monitoring of strategic indicators
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5.11 Sources of e-Innovation
This item in the questionnaire was an open-ended question probing respondents about what and/or where the

sources of e-innovation in their companies were to be found. According to the responses analysed, the IT department

(30.9%) and marketing/customer care (20.6%) accounted for more than half of the e-innovation in companies. Other

sources of e-innovation are research and development (16.2%) and customer needs (also 16.2%).

In only 13.2% of the companies the broader employee component was regarded as their source of e-innovation.

Three companies reported specific e-innovation initiatives (i.e. 3.7%). The examples mentioned were: (i) A hub for

e-innovation, influenced by both management and outside sources; (ii) An e-innovation circuit; and, (iii) An annual

innovation competition for all staff.

5.12 Rating of digital maturity
In view of obtaining an overall indication of a company's digital maturity, respondents were requested to respond

to the question: “Based on your current e-practices and e-capabilities, in your view, where would you rate your

company on the continuum below?” As this presented new territory for the research team and companies, the

question was deliberately posed at the end of the questionnaire. The assumption made was that respondents would

have a better grasp of this concept of digital maturity after having completed the survey. The results are provided

in Graph 16.

Almost half of the respondents (48.8%) rated the digital maturity of their companies as medium, whereas 20.7%

rated their maturity as limited or low. This implies that only 30.5% of the participating companies regarded their

digital maturity level as high to advanced. These results confirm that for most companies, the digital journey

represents new territory, still with many development areas.

Graph 16: Estimated digital maturity of companies
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6. Summary of findings and take-forwards

The final section of the report consists of a high-level summary of the key findings relating to the strategies,

practices and skills that emerged from the study. The participating companies are in various stages of responding

to the challenges and opportunities of the digital economy. Based on the findings of this study, we offer themes

as contribution to the local discourse and the taking forward of proposals towards an enhanced enabling role of

digital technologies for competitiveness through people.

The summary points and thrusts are presented under the following headings:

Digital strategies and practices

Integration of digital capabilities into people practices

Skills and practices in support of digital strategies

Practices to increase digital readiness of stakeholder networks

Harnessing the flows of knowledge for innovation

New way of thinking about and leading companies.

6.1 Key findings and take-forward themes
Due to the confidential nature of this study, the names of participating companies have been withheld. Sixty-two

percent (62%) of the 82 large companies that participated are listed; of the 31 unlisted companies, 11 are included

in the top 500 best-managed companies in South Africa, while the remaining 20 are prominent players in the

agriculture, utilities and construction sectors.

6.1.1 Digital strategies and practices

Reflection of digital With the exception of 8.5% of the participating companies, the majority
economy in the current acknowledged the potential impact of the significant changes in the world of work
and future strategy as a result of information and communication technology. These participants 

indicated that they acknowledged (and will continue to reflect) the digital economy
in their current and future business strategies, as either central to the enterprise
strategy (39% - 43.9%), central to a component of the enterprise strategy (31.7%)
or central to some of the business units (20.7%).
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The level of CIOs seemed to lead digital business initiatives, followed by CEOs 
involvement of and marketing executives. However, when compared to international
functionaries in the benchmarks, the involvement of CEOs and Board members in the pro-
development of digital active exploitation (or development) of digital opportunities appeared
strategies to be below par.

Self-evaluation of Although companies seemed to be cognisant of the opportunities 
levels of digital maturity afforded by the digital economy, the majority of respondents (almost

70%) rated the digital maturity level of their companies as medium 
to low.

Monitoring of key The monitoring of digital progress appeared to be biased towards the
indicators to track tracking of functional system usage. Tracking of people-related 
digital progress monitoring mechanisms (i.e. e- skills development, measuring of 

mobile-device competence levels, intangible capital growth, 
competence levels of desktop software packages) and revenue 
generating indicators (i.e. new e-products and e-services, measurement
of income generated by digital revenue streams) were less prominent
on the agendas.

In general, digital strategies and practices seemed to focus on improvement of efficiency, while revenue-

generating activities, adjustment of business models and the digital engagement of stakeholders and

customers appeared lower down the priority list. The dominant efficiency focus seemed to be supported

by the reported dominant investments in ICTs for the improvement of operational efficiencies.

Take-forward 1: For their competitiveness in the context of changing paradigms related
to the digital economy, it will be required of companies to re-evaluate current strategies
and practices.

The digital economy requires an adjustment in how we think about the way we do business. Due

to the pervasiveness of the digital economy, people readily have access to technological advances

in their private capacity; that is, they do not experience the digital economy within the walls of

companies only.
12
 Furthermore, the digital economy is knowledge-intensive, one in which the focus

is more on the flows of knowledge than on the stocks of knowledge.
2
 People are generally also

applying these forms of knowledge in their private lives. Companies need to recognise the changing

paradigm and pro-actively deal with the potential game-changing nature of digital technologies. The

change process is not within the realm or responsibility of the CIO only, but should become an

inclusive function of the entire organisation.
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The extent to which Overall, low levels of integration of digital capability development into the core
digital practices are people practices (assessment and recruitment, performance management, 
integrated into core reward and recognition) were reported. People and organisational capabilities
people practices seemed to be untapped resources which may significantly enhance companies' 

efficiencies of exploiting and pursuing new business opportunities in the
digital economy.

29

Take-forward 2: Measure digital maturity growth in a multi-factored manner and as part of the
strategic performance management scorecard.

Due to the rapid pace at which the digital economy is progressing, and given the general findings that the

participating companies assessed themselves to be at the lower end of the continuum of digital maturity, the

measurement of the level of digital maturity is conceivably both appropriate and expedient. Since the digital

economy is irrevocably an element of the future macro business landscape, an index of this nature needs to

be comprehensive and inclusive of all its interrelated components, with special focus on the critical role of

people and organisational capabilities. The primary purpose is that all industries can benefit by investing in

the transformation processes (relating to input, processing, and output capabilities) required to extend their

digital footprints within their respective business ecosystems.
13

6.1.2 Integration of digital capabilities into people practices
In general, a key finding from this study reflected the potential of people and organisational capabilities to be

untapped resources in unlocking opportunities in the digital space (see Figure 1).

Take-forward 3: Systemic perspective - Challenging the status quo.

Many companies are already active and leading in the space of the digital economy; however, the findings

suggest a lack of congruence between the people processes and the technical processes. Strategies relating

to the people components of the digital economy are largely under-explored and not integrated within the core

people practices of the majority of large organisations. At best, the people practices are at the infancy stage

of digital readiness, as opposed to significant and substantial financial and infrastructural investments in ICT.

A fundamental point of departure is that finding a solution should be based on a more integrated approach of

collaboration between investment in digital infrastructure and the unlocking and growth of people capabilities.

Based on perspectives from a systemic approach, the areas of digital technologies and digital opportunity

realisation can be enhanced by improving and/or developing the level of people and organisational capacity.

6.1.3 Skills and practices in support of digital strategies
Another critical aspect this study explored, is the current position with regards to digital skills and the acquisition

of appropriate skills to support companies in their digital strategies. A summary of the outcomes of the survey is

shown in the table on the next page.



Take-forward 4: Prioritise the development of e-competency ability in all functional roles,
especially in leadership.

The need to expand the development of e-competency ability in all functional roles, including e-leadership, is

cardinal to the challenge of being competitive. For business organisations to reach a leading position in

participating in the digital economy, three specific subject matters are identified as priorities, namely: an in-

house focus on digital skills development for e-users and e-leaders, which can contribute towards the efforts

to increase productivity and efficiency; more advanced e-skills for users and leadership, which can facilitate

the identification of new e-business opportunities; and, fostering leadership that commands above-average

digital competencies, which can unlock new opportunities within the digital economy (e.g. new e-services,

e-products, and other e-related income-generating activities).

Multi-level and multi-functional e-skills are essential requirements for informed decision-making about

opportunities in the digital economy. Clearly, the development of leadership with T-shaped capabilities (i.e. in

addition to their particular functional proficiencies and aptitudes, these skills include both technical e-

competencies and strategic managerial competencies) is a current and future requirement.
9
 This has relevance

for senior managers, executives and  Boards of Directors.

Perception of the The majority of companies perceived their ICT practitioner skills as advanced.
current level of However, the e-skills and mobile e-skills levels of functional employees (e-users)
 e-practitioner, e-user and managers (e-leaders) are significantly lower than those of ICT practitioners.
and e-leadership skills

Practices to build Most of the companies indicated the practice of “growing your own timber” by
e-skills talent base giving preference to internal digital development initiatives while head-hunting

strategies played a substantial role in acquiring e-skilled talent. Bursaries, 
learnerships and internships (as opportunities to pro-actively investing in talent)
appear to be underutilised practices for the creation of a digital talent pipeline
into companies.

The challenges A substantial proportion of companies (more than half) reported significant
companies experience challenges in the following areas: a sufficiently agile and adaptive organisational
 to enter and participate culture, the availability of ICT skills, appropriate e-user skills in functional areas,
 in the digital economy and the mastery of e-leadership skills by senior executives.

Availability of learning Half of the companies reported that they have a maximum of 30% of their
initiatives and material learning initiatives available in an online format, while only 22% reported that
in an online format more than 70% of the learning material was available online. Many companies

therefore seem to under-utilise the potential efficiency benefits (such as cost 
per person per programme, increase of access, reduction of opportunity cost) 
associated with online learning material.
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Take-forward 5: Include an e-skills capability as a core competency in all courses, thereby ensuring
digitally literate citizens.

In order to ensure appropriately-skilled and trained future employees, it will be required that institutions of

higher education (such as universities and colleges) equip students with skills that will enable them to function

competently and effectively within a digitally-infused world of work. The game-changing nature of advanced

digital technologies has potential implications for all jobs and professions and need to be understood as part

of the training of the future workforce.

Take-forward 6: Growing our local digital talent pipeline as a pro-active step by strengthening
collaboration amongst industry partners and educational institutions.

Partnerships between industry and educational institutions are needed to ensure that appropriate talent is

supplied for the world of work. Such partnerships should be a collaborative effort to grow the required talent

for the good of the collective. As found by this study, the potential role of industry to influence educational

institutions is under-utilised.

Company internal training and head-hunting (poaching) cannot in the long term be sustainable initiatives to

grow the local talent pool for the digital economy.

6.1.4 Harnessing the flows of knowledge for innovation
The summary of responses relating to the utilisation of people as sources of innovation:

Sources of e-innovation In general, the view of people as drivers of innovation seemed to be under-
explored. Sources of e-innovation were reported to be the IT department and 
marketing/customer care. Of lesser importance were research and development
and customer needs. Very few companies regarded the broader employee 
component as their source of e-innovation.

Employee access to The value of availing employees with social platforms to facilitate knowledge-
 digital resources sharing and knowledge-creation was largely under-explored. As an employee 

engagement practice the area of e-participation by employees in business 
decision-making was under-utilised.

Take-forward 7: Enhancing competitiveness by leveraging the benefits of “flows of knowledge” by
means of cross-functional collaboration and cross boundary capabilities.

In an era of rapidly obsolescing knowledge the key differentiator will be how quickly and successfully companies

can acquire, refresh and expand their stocks of knowledge, rather than only building stable stocks of knowledge.

From the systemic perspective, people (inside and outside the boundaries of a company) are the central source

for knowledge sharing and innovation. At its core, social technologies are about connecting people. Social

technologies offer the opportunity to facilitate cross-functional and cross-boundary collaboration amongst

employees for knowledge sharing and knowledge creation. In this manner the full people complement can be

utilised for innovation (inclusive of e-innovation) as opposed to limiting it to specific functional areas.
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6.1.5 Practices to increase digital readiness of stakeholder networks
A key focus of the study was to determine the extent to which companies invest in and utilise the digital potential

of the broader stakeholder networks.

Take-forward 8: e-Inclusion of broader stakeholder network for business benefits and positive

corporate citizenship behaviour.

Given the low level of e-readiness of South Africa at large, companies can play a significant role in investing

in the e-inclusion and e-skills development of their broader stakeholder networks as part of their community

engagement and corporate social investment initiatives. More importantly, the knowledge pool a company has

access to, can potentially be enlarged by the fact that digital technologies blur the boundaries between a

company and its external stakeholders. Cross-boundary collaboration within the broader ecosystem offers the

potential for external stakeholders to become knowledge partners of companies and in that way contribute

towards the co-creation of innovative new e-services, e-product development and socially relevant services.

6.1.6 New way of thinking about and leading companies
Company leadership and the organisational culture require higher levels of agility to enhance openness, collaboration

and sharing. In the digital era, successful companies are characterised as networked organisations where contributors

emerge from both inside and outside the company boundaries, and where customers and broader stakeholder groups

participate in the development of products, ideas and novel delivery mechanisms.

Take-forward 9: Leadership requirements and organisational culture - thinking differently about
organisations.

Business organisations require special leadership skills to take organisations forward. Firstly, leaders should

be able to cultivate an ongoing emphasis on learning. Secondly, leaders should facilitate the exchange of

knowledge across inter-organisational boundaries, as well as within organisational boundaries, spanning across

multiple generations and levels of expertise. Thirdly, they should foster an environment within which all

opportunities for innovation (inclusive of e-innovation) can be unlocked. Moreover, the ability of leaders to

respond and adapt quickly to challenges from the environment are further critical elements of thinking and

acting differently that are becoming sought-after.

The extent to which In general, practices to increase the digital readiness of stakeholder networks are
companies utilised not well-entrenched. Although this was fairly widely applied with respect to
certain practices to business partners, and to a lesser extent with SMMEs, opportunities with respect
increase the digital to local communities and the family of employees were seldom used practices.
readiness of their
stakeholder networks
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6.2 Conclusion
The endeavour and challenges of this report were to explore the spaces and interrelationships between people

and technology in the changing paradigm towards a digitally-infused world. The main purpose of this study was

to generate a source of information from where a much more intense discussion about digital readiness in South

Africa can flow.

From the systemic perspective, people and organisational capabilities play critical roles in utilising the digital

technologies, or infrastructure, to unlock and realise digital opportunities. It is clear from this survey that people

constitute an untapped potential in the interface with technology and the results challenge companies to unlock

the human potential for competitiveness in the digital economy.

Finally, this survey presents a challenge for further debate and discussion on the extent to which South African

enterprise has sufficiently shifted from a mindset of operational efficiency (e.g. ICT infrastructure and ICT user

skills as the dominant focus of e-skills, and conventional strategies and customer types) as the only focus to one

which can traverse the imbalance between people and technology in future business models towards acquiring

higher levels of business effectiveness and efficiency.
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7. Appendix A: Glossary

ICT: Information and Communications Technology

Digital economy: The utilisation of the internet, systems (e.g. ERP) and devices (that connect to the internet e.g.

computers, tablets, mobile phones) to grow a business.

Digital Readiness: This refers to an individual's or a company's ability or skill in using the internet, systems and

devices for work and in all areas of everyday life.

E-user skills: The ability of an individual to use digital tools and facilities (internet, computer, mobile devices etc.)

to perform tasks, to solve problems, to communicate and to perform various functions for work and in all areas of

everyday life (e.g. send e-mail, obtain information from the internet, electronic invoicing, internet banking, doing

online business, using social media).

E-practitioner skills: This refer to the skills required by those professionals who are responsible for maintaining,

supporting, servicing, integrating, installing and or administrating Information and Communications Technology (ICT)

systems (such as ERP systems, Business Intelligence, Payroll, Financial management systems).

E-leadership skills: This refers to a portfolio of skills, representing expertise in both using ICT systems and leading

organisations (or divisions/functions such as Marketing, HR, and Customer Service etc.). It is also defined as “the

accomplishment of a goal that relies on ICT through the direction of human resources and uses of ICT”
9.

Electronic platforms: computers, internet, mobile devices.

Mobile skills: This refers to the ability to use mobile devices such as tablets and mobile phones for communication,

obtaining information, engaging on social media, doing internet banking, accessing the internet etc.
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