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    Reviews of Mike Saunders


    ‘Mike really immerses himself in understanding the corporate strategy and needs before architecting a solution.’


    ANTHONY THUNSTRÖM, CEO, The Foschini Group


    ‘I have been particularly impressed by his passion for all things entrepreneurship and digital, his knowledge and skills in this space as well as his ability to present complex topics effortlessly (he is a superb speaker).’


    BENJAMIN SCHODERER, Yum! Restaurants International


    ‘Mike is energetic, direct, ambitious and has a strong opinion. He presents well and gets the point across with ease.’


    MARIUS VAN DEN BERGH, Vodacom


    ‘I just felt I needed to thank you for your guidance and your insight into life coaching me. It has been instrumental in my planning and the steps forward. We haven’t chatted in a while but it’s important for me to thank you for your valuable insight and wisdom. I am perfectly on track and you have been an integral part of that influence so for that I thank you.’


    MAGS WESTERHOF, ECR Radio Presenter


    ‘It’s simply beautiful the way Mike delivers learnings with storytelling and honesty.’


    BRENT SPILKIN, Business Coach and Author of WTF ‘What the Freelance’


    ‘Mike has spoken at our events, inclusive of our 2018 Annual Convention and Property Exhibition which garners close to 1 400 delegates in attendance. The delegates were positively captivated with his vast array of knowledge about his subject matter and he is concise, vibrant and interesting and keeps his audiences enthralled.’


    JANE PADAYACHEE, SAPOA


    ‘He is not conventional, nor is he traditionally corporate in style or approach, but that’s what makes him effective and engaging.’


    GARY GUELI, Director, AutoMatrix


    ‘Mike is an insightful and gifted person who will bring you cutting-edge thinking when it comes to both understanding and navigating the future of information and communication technology.’


    KEITH COATS, TomorrowToday


    ‘A man who uses his frenetic energy and mischievous curiosity, to process complexity, and spell it out for us in usable lessons.’


    JOHN VLISMAS, Comedian and Business Consultant
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    FOREWORD


    by Brett StClair


    Having spent ten of my twenty-five years in technology working with businesses across the planet – from Google, YouTube, AdMob and then moving into the traditional corporate space reinventing Barclays Africa’s digital transformation and rebuild for three years – I have been privileged to see how modern digital business grows at scale and the mistakes we’ve made in traditional companies to compete against these giants of the industry.


    I have known Mike for just over ten years. I had just wrapped up my second start-up, a mobile media business, and was on my way to join Silicon darling AdMob. Mike had just started DigitLab, which has since become a highly respected digital agency in South Africa. We are both passionate about the disruptive forces of technology and about unlocking value for the end-user using the technology platforms. We’ve spent countless hours sharing strategies and approaches we’d learnt working with some of the biggest brands in Africa.


    Mike and I also have a shared passion for knowledge sharing and spend much of our time speaking at conferences. It’s been a privilege to watch him become one of Africa’s leading keynote speakers on disruptive technologies. Mike has published two incredible books, with Renowned topping my Top Ten list, which helps ordinary people build powerful and influential personal brands using social media and the digital economy.


    Mike’s passion led him to build an incredibly successful digital agency that advises and develops innovative digital solutions for its clients. He’s worked both locally and internationally on the ground level building start-ups, as well as on the top-level advising C-suite executives. He’s a big thinker with a clear philosophy that technology should be humancentric. Hence the reason for this, his third book.


    When it comes to technology books, so many authors have concentrated on niche areas of specialisation. Very few provide an overarching guide to transform your business on a digital plane. Mike is uniquely positioned and experienced to share his secret sauce – a complete framework for human-centred digital transformation. It brings a much needed human element into the Fourth Industrial Revolution conversation because, as he says, ‘technology fails unless it means something to someone’.  


    This book considers all business types and sizes. It will guide you through the maze of sophisticated technologies to solve actual customer problems. It is the first book that examines what it takes to build and run a business while digitally transforming to compete in this modern, ever-evolving marketplace.


    Mike is a straight talker, one who does not beat around the proverbial bush. Time is valuable, and it is rare to see the kind of advice that large consultancies charge millions of dollars for available in a light-hearted fun read that will position you and your business to win in digital.
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    CHALLENGE ACCEPTED
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    The Challenge We Face


    Yesterday I woke up as Stacey gently placed my fourteen-month-old on the bed next to me. It was Father’s Day and Stacey had brought Benson for some good morning cuddles before we started our day. Always a special moment full of human connection and emotion as Bennie slowly wakes up and gets moving.


    A few minutes later Zac, my seven-year-old, appears for his morning cuddles. However, his are slightly different. Zac is always excited to prey on my slow wake-up process by suggesting he play games on the iPad instead of bugging me to wake up and make breakfast. We limit iPad time in our house, so Zac loves to make the most of my weak sleepy state every Saturday and Sunday morning.


    Next step. Wake up, shower, dress the kids, pack the car with the baby pram, presents, snacks and children. Roughly 45 minutes later Stace and I are on our way to the shopping centre to enjoy a family breakfast to celebrate Father’s Day. We don’t normally do breakfast in shopping centres; we find them a bit dull and artificial. However, we had picked this centre because of the night before.


    It was about 9pm and we were busy with some urgent work for our business when Stacey’s MacBook Air crashed after a system update glitched. We booked the machine in for repairs online and changed our day’s plans to work around the repairs.


    Back to Father’s Day, we settle our kids at the restaurant and order breakfast. I then take the laptop upstairs and drop it off at the technician for repairs and rejoin my family for breakfast. Breakfast with kids is not the most relaxing exercise but it is one that is full of emotion. We go from loving gestures and commenting on how beautiful our family is, to frustration that the kids aren’t eating and complaining how stressed we are as we try to balance work and parenting commitments. In the midst of this emotional roller coaster we manage to fill our stomachs and our hearts during this quality family time.


    Breakfast is now done; we do a bit of shopping and then head over and collect the repaired laptop.


    Next, we pack the kids into the car again and head out on a 90-minute drive to a family lunch with Stacey’s family. Our hope and dream is that Bennie will sleep on the way and arrive at lunch feeling happy with life. Things weren’t going to plan, and Bennie seemed adamant that he was not tired. I pulled out my phone, connected it to the car sound system and started playing a playlist on iTunes called ‘Relax’. About three minutes later Bennie is fast asleep and we take a slow drive up to Howick.


    We spent a lovely afternoon with family chatting while the kids played together. While catching up, we had a bunch of activities that were happening in the background. We took photos, edited them, shared them with each other over WhatsApp. We had people responding to messages from work and even had a few moments of searching Google for answers to questions that rose in our conversations.


    All in all, this was dubbed a great family day and we all left refreshed. On the way home Stacey spent the time entertaining the kids in the back seat and uploading/editing photos to share on Instagram.


    So there you have a window into a day in our lives. I suppose it’s not too much different to a day in your life. What I find so interesting is how technology has been completely embedded into our lives. At times it feels like it’s unwelcome and other times we hardly realise it’s there.


    On Father’s Day we did a number of technology-driven activities that dictated how our day went.


    •Zac kept himself entertained for a while on the iPad


    •I was given great gifts, half of which were bought from an online store


    •We used an online booking form to fix our laptop


    •We were notified that our laptop was ready via SMS


    •We used a self-service kiosk to pay for our parking


    •We used Bluetooth and a music subscription service to soothe Bennie to sleep


    •We took a ton of photos of our family on our phones and camera


    •We wirelessly transferred those camera photos onto our phones


    •I edited my photos in Lightroom


    •I shared my favourite pics with the family via WhatsApp


    •Stacey likes editing her photos directly on Instagram


    •Our whole family used WhatsApp throughout the day to keep in touch with other people and responsibilities


    •And, finally, at the end of the day I set my phone alarm to wake me up the next morning


    It is this ubiquitous nature of technology and the way people seem to use it so happily that has driven the desire for every single business to use technology to become more powerful.


    We would love our business to be the next Uber, Facebook, Google Maps, Instagram or Amazon. However, it becomes increasingly difficult to compete against these giants who seem to be in a completely different league as they enjoy large amounts of our customers’ attention and time.


    Business today chases technology like it’s a magic genie that will solve their problems, find their customers and improve their sales. Unfortunately, most of the time businesses have an unhappy experience that loses them money and becomes an unused infrastructure with so much untapped potential.


    It’s a frustrating experience for everyone involved, especially as we enter a Fourth Industrial Revolution that promises us that our investment in technology will give us a great return.


    Today we stand at a precipice, understanding that technology can project our business forward but surrounded by a graveyard of failed experiments that seem to be telling a different story.


    I have been standing on this precipice for the last 15 years, working in business and trying to use technology to meet our business targets and demands. I have worked as a consultant, tackling the same problems, and then went on to start a Digital Solutions Agency, DigitLab.


    At DigitLab I have walked many journeys with start-ups, corporate business and SMEs. I have seen incredible successes on one hand, and on the other I have carried incredible losses. As an entrepreneur I have built innovative, groundbreaking solutions that have failed; I have also had great successes in business.


    The last decade has been an incredible learning environment to see what it takes to build a business in the Fourth Industrial Revolution and this book will share the outcome of these experiences. While I would love to share my actual experiences, I simply cannot divulge that kind of intelligence about my clients. But in this book I do want to create the opportunity to share a framework and model that we have developed to help business succeed in a digital age.


    To this end, I am using an observational approach to the case studies and stories. My research has been a combination of desk research and observational research to highlight the losses and wins that business experiences.


    So here it is, the challenge we face: How do we build successful businesses in the Fourth Industrial Revolution?


    It’s a challenge we have to face, head on, because it will define our future, our profit lines and our customers’ lives. We can decide to ignore this revolution but that won’t stop it happening. I hope you take heed and that this book helps you succeed in a digital world.
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    DIGITAL DISRUPTION
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    Tech Disruption


    In 2012, Andy Haldane delivered a speech at the Federal Reserve Bank of Kansas City’s 36th economic policy symposium. The lecture was titled ‘The Dog and The Frisbee’1 and the heart of its message is as true to the Fourth Industrial Revolution as it is to the financial policy discussions that Andy was addressing.


    Here is an extract from the opening paragraphs of his speech:


    Catching a frisbee is difficult. Doing so successfully requires the catcher to weigh a complex array of physical and atmospheric factors, among them wind speed and frisbee rotation. Were a physicist to write down frisbee-catching as an optimal control problem, they would need to understand and apply Newton’s Law of Gravity.


    Yet despite this complexity, catching a frisbee is remarkably common. Casual empiricism reveals that it is not an activity only undertaken by those with a Doctorate in physics. It is a task that an average dog can master. Indeed some, such as border collies, are better at frisbee-catching than humans.


    So, what is the secret of the dog’s success? The answer, as in many other areas of complex decision-making, is simple. Or rather, it is to keep it simple. For studies have shown that the frisbee-catching dog follows the simplest of rules of thumb: run at a speed so that the angle of gaze to the frisbee remains roughly constant. Humans follow an identical rule of thumb.


    Andy’s primary insight is that simple approaches are more effective at managing complex systems than complex approaches in a world of uncertainty. A dog does not focus on all the complex systems that are needed to catch a flying frisbee. He simply runs at a speed so that the angle of gaze to the frisbee remains roughly constant; the complexity then seems to fall into place as he jumps for the catch.


    This analogy helped me understand the power of disruptive forces in technology. The challenge business faces is the temptation to chase every technological trend they see. The fear is that if we don’t chase the trends then we will fall behind the tech-race and find ourselves without a business in the future. While I agree that technology is one of the most important aspects of future-proofing a business, I have seen that it’s not always the latest technologies that make the difference. Sometimes it’s the redundant technologies that are more powerful than the latest technological trends. I have seen the agriculture industry manage their water supply through SMS, people communicate through ‘please call me’ and thanks to the fact the USSD works on every single mobile phone, it has become a central technology to delivering services and transactional accounts in Africa.


    Disruptive forces are like the frisbees we need to catch in business. They shape the technologies we use, but more importantly they shape the environment that people find themselves in. They influence consumer behaviour shifts and can become the primary drivers for business success.


    In my years working with business and technology I have seen (along with other industry experts) five major disruptive forces that have driven the majority of change over the last few years. These are mobile, social, data, the Internet of Things and blockchain. These disruptive forces in their individual right have driven much change in our world; however, collectively, they have also spawned an ecosystem that drives constant change in business and people.


    In this section we will explore each of these disruptive forces in more detail. Specifically, we will explore each force in the light of its effect on the Human Race (The Human Effect) and the effect it has on Technology (The Tech Effect).
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    1 Mobile


    The first disruptive force we’ll look at is fascinating, as not only did it initially disrupt the very concept of communication, but it also continuously disrupts itself as it is ever-evolving. The invention of mobile phones allows for levels of communication that we have never experienced before.


    As important as mobile phones are in this conversation, I need you to understand that the mobile disruptive force does not only speak to mobile phones but to any object that people can move with them. The most recent developments in mobile disruption have seen mobile technology integrated into watches, headphones and vehicles.


    It’s with this definition that we see how mobile changed the context of digital engagements; it helped people turn any physical experience into a digital experience. We can find it, share it, record it, research it and buy it all in the exact physical position that we need it.


    Businesses that are succeeding in their mobile venture are focusing on the context of their mobile engagement rather than the content they deliver in their mobile experience.


    There is no doubt that mobile technology is shaping our future. The mobile device has achieved market success and price parity, making it more accessible than running water in Africa.2


    The Human Effect


    Tech-savvy adventurers


    While people of the past could be, because of their own ignorance and limited supply, persuaded, herded, and even hoodwinked into making purchasing decisions by clever advertisers, today there exists an entire generation of empowered consumers who are harder to capture.


    We used to call them cash-cows. Groups of people who were guaranteed to buy our products. We would herd these people into carefully designed purchasing experiences, and they would buy our product. The way we offered it. No questions and no customisations.


    The mobile disruption coupled with the internet has empowered people to find their own way to a purchase decision, instead of being herded like cattle towards one. People are armed with information – competitive information, reviews, social feedback and a host of other information sources – that helps them make their own unique decisions.


    In general, the Millennial generation is a major part of this shift from cash-cows to tech-savvy adventurers. The way that they see and understand technology is fundamentally different from the generations preceding them.


    The Alpha generation that will follow the Millennial generation will see technology as an extension of everyday life. What seems progressive to the Millennial will feel normal and everyday to the Alpha generation.


    It’s important to note that tech-savvy adventurers are not just young people. The Millennial generation is growing older, they are a part of the workforce and are moving into positions of leadership. Generation X and the Boomer generation are all showing signs of sophisticated usage of technology.


    The mobile-only consumer


    I remember the day when the size of your computer and its screen were a statement of how good your computer was. The bigger the screen, the better the computer. I was lucky enough to grow up using software and the internet on big screens.


    Mobile changed this perception in a fundamental way. The race was on to pack as much power as possible into the smallest device. A smaller device meant that the internet, and everything it offers people, was now more affordable and available to the general consumer. Today all this power is sitting in the palm of the hand of nearly every single person on the planet.


    While people living in developed economies may have struggled with the transition of moving to a smaller screen to be productive on a mobile device, people in developing economies were first exposed to the power of the internet through the mobile device making the screen size, and resulting poorer user experience, irrelevant and thus creating an entirely new segment of mobile-only consumers.


    Cultures with different socioeconomic circumstances and/or belief systems embrace and utilise technology differently. One shouldn’t be unsurprised therefore that the role and experience of mobile in developed, western nations has proved to be different from that of developing nations.


    Developing nations, with their undeveloped or under-developed digital infrastructure and higher connection costs, have for decades experienced hindered technological growth. But now, as costs drop and infrastructure improves, these nations are catching up.


    In places like Korea, Japan, Africa and Brazil, consumers have skipped the PC and landline generation and have jumped straight to the mobile era.


    In addition to the fact that mobile technology will get cheaper, developing economies have also become known for creating highly innovative solutions by adopting redundant technologies to improve their lives.


    The agricultural industry in Africa is one of the most fascinating industries to watch digital disruption taking place. The SMS function is a classic example of redundant technology which can be used to provide data to farmers.


    Instant SMS updates on weather and wholesale crop prices, for example, can improve productivity and negotiating positions. A World Bank report [in 2012] described mobile networks as ‘a unique and unparalleled opportunity to give rural smallholders access to information that could transform their livelihoods’.3


    The Widim Pump, which manages agriculture irrigations systems, is a small box that is operated by SMS which reduces the need ‘for the farmer to walk several kilometres, to buy fuel every day to reach his fields or to hire a fireman: he can now control the start and stop of watering with his mobile phone’.4


    Kenya’s M-Farm, for instance, charges farmers to check local market prices by SMS, but it also has a feature that enables them to band together to buy and sell collectively, empowering them within the supply chain.5 While this technology has been in place since 2012 Africa has been successfully disrupting the agricultural industry with their digital interventions.


    Today, smartphones are becoming more accessible, we see start-ups using fruit-recognition technology to estimate the supply of fruit on a farm and correlate that against market demand data.6 It’s also been reported that the African continent’s ‘third-most downloaded app is Esoko, which collects and shares crop prices, provides weather information and farming tips, and arranges payment via a mobile money system’.


    Real time ROPO


    ROPO is a term used to explain how the internet changed consumer buying patterns. Initially expressed as research online, purchase offline, consumers began using the internet to research their purchases before making the final decision. ROPO specifically impacted expensive and highly technical purchases in the beginning and later became an everyday occurrence.
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