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W
hat stor y does this 
tattoo tell? Sure, it’s 
funny that the poor 
lad started out with a 
vision for something 
m e a n i n g f u l  a n d 

ended up with a permanent reminder that he should have 
paid more attention at school. But does that diminish his efforts? If the 
execution isn’t faultless does it render the endeavour moot?

Six months ago I held a meeting with our expert contributors and a few key contacts 
to discuss the idea for a community awards and fundraising event. I was desperate to 
do something that would demonstrate the gratitude of our community for the tireless 
work the NHS has done during the pandemic. As I set out my ambitious plan to get 1,000 
ERPers to Ascot Racecourse for a day of fun, awards and fundraising, I could see the 
colour draining from the faces of my audience. One by one they told me that it was too 
ambitious, that the community wouldn’t pull together and urged me, in the kindest terms, 
not to risk my business on an idea that had the potential to bankrupt me.

A few months later, every ERP vendor and global partner has committed their support 
to the idea and we have sold more than 1,000 tickets. The response from the community 
has been phenomenal and on 23rd September we will be hosting a unique event that the 
whole ERP community can be proud of. 

So why am I telling you this? Is it just to blow my own trumpet? Well, a little maybe, but 
the real reason I am telling this story is because there’s an important lesson to be learned 
about facing adversity, accepting limitations, and still pulling through.

 It hasn’t all been plain sailing; much like the illiterate, inked illustration of my story, 
my execution hasn’t always been faultless. I’ve fallen out with people when I’ve let my 
passion get the better of me. I’ve taken blunt positions when I’ve allowed my emotions 
to interfere with judgments. And, I’ve taken setbacks personally which have impacted 
me away from work.

But, I have maintained a clear vision; my eyes have been firmly on the prize and I told 
myself from the start that the path to success is often turbulent. Most importantly, I en-
tered this knowing that even if it wasn’t perfect, it was worth pursuing.

Success in the face of adversity isn’t down to skill. It’s a mindset. If you believe in some-
thing and can articulate your passion it’s possible to overcome most things – and that clarity 
of vision and unwavering commitment is what is required to transform the way that we work 
and the purpose behind our endeavours. 

As Rachel Head explains later in this issue; change is difficult to 
achieve. You may not end up exactly where you expected and you 
will certainly face challenges along the way. But you must retain a 
strong belief in what you are doing. You must be kind to yourself 
when things don’t go to plan and you should allow yourself the 
freedom to make mistakes and not let those bumps derail you from 
your mission.

We all have a lot of changing to do. Virtually every aspect of our 
lives has been disrupted over the last 18 months and the future is 
more uncertain now than ever before. But that disruption has also 
presented us with a golden opportunity to make changes that will 
begin to undo the mistakes of the past and build a better world for 
generations to come.

Sustainable business practices and a fair and equitable world 
for all are tantalisingly within our reach. It won’t be easy, but it is 
possible if we aim for progress over perfection.

Never don’t give up.
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On 23rd September 2021 more than 1,000 ERPers and technology 

leaders will take over Ascot Racecourse for the ERP Today 

Awards & Fundraiser in aid of NHS Charities Together. Tickets 

are on sale now with all proceeds going directly to the charity. 

Join us, our partners and the NHS for a day of fun, awards and 

fundraising. Look forward to seeing you there.

 P A U L  E S H E R W O O D ,  E D I T O R ,  E R P  T O D AY

W W W . E R P T O D A Y A W A R D S . C O M 
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A  S U M M E R  G A R D E N  P A R T Y  I N  T H E  S P L E N D O U R  O F  A S C O T 

R A C E C O U R S E  W I T H  A  P R O G R A M M E  O F  A W A R D S ,  C O M P E T I T I V E 

E V E N T S ,  F U N  A C T I V I T I E S  A N D  E N T E R T A I N M E N T .

• Tug of War  
(24 teams taking part)

• F1 simulator

• Assault course 

• Clay shooting

• Archery

• Penalty shoot out

• Crystal maze

• Cocktail making

• Long drive competition

     and much more... 

T E A M  A N D 

I N D I V I D U A L 

P R I Z E S 

O N  T H E  D AY
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ERP Today and its partners are proud to support the NHS and NHS 

Charities Together. For the first time, the ERP community will come 

together and act as one for the benefit of our amazing NHS. Join us 

and all these amazing brands along with 100 NHS nurses and NHS 

leadership for a day not to be missed.

NHS Charities Together (registered charity no. 1186569)

THE ERP TODAY 
AWARDS & 
FUNDRAISER

W W W . E R P T O D A Y A W A R D S . C O M 
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S
AP has landed its first UK 
RISE customer in the shape 
of Briggs of Burton, a hy-
gienic process engineering 
company, based in Staf-

fordshire. 
SAP introduced RISE as a packaged 

service offering to help customers bet-
ter understand the S/4HANA proposi-
tion and to assist with identifying the 
value case for investment in its new-
est technologies. The programme was 
conceived largely to help existing SAP 
customers move from legacy SAP tech-
nology to S/4, but in this case, Briggs is 
a net new name for SAP.

Briggs’ Chinese parent company is 
a heavy SAP user, so the buying deci-
sion was largely driven by that. How-
ever, Nathan Beddoe, CIO at Briggs, 
said that “since being acquired in 2016 
the burden of reporting had increased 
considerably and our existing ERP plat-
form was unable to deliver the kind of 
insights and analysis that we needed. 
We could have used our parent com-
pany’s ERP (R3) but felt that moving 
to the cloud and taking advantage of 
the Ariba network and artificial intelli-
gence was a much better option for us.”

Briggs is a relatively small business 
to be implementing S/4 but they have 
plans to increase their turnover to 

journey and delight customers with 
SAP S/4HANA Cloud at the helm.”

Ian Caswell, CEO at Sapphire Sys-
tems, said: “As a new S/4HANA Cloud 
customer, as well as SAP’s first RISE 
with SAP win in the UK, Briggs of Bur-
ton is demonstrating their intent to ac-
celerate their digital transformational 
journey and applying intelligence to 
harness the speed, agility and opera-
tional excellence necessary to compete 
in modern markets.

“A few years ago, the idea of a system 
on this scale being implemented in a 
matter of months would have raised 
eyebrows, but the platform’s future-
ready architecture and intelligent au-
tomation, combined with the depth of 
experience and expertise of our SAP 
consulting team, means much faster 
time to value. Crucially, this means that 
Briggs can embrace its growth strategy 
quickly, and with confidence that it has 
the right platform to drive its perfor-
mance well into the future. 

“Through the breadth, depth and 
scale of our solutions portfolio, and a 
sheer dedication to helping our cus-
tomers to leverage a cloud mind-set to 
achieve their goals, we are incredibly 
excited to welcome Briggs to our SAP 
practice and look forward to a great 
partnership going forward.” 

£100m by 2025. That level of growth will 
require materials spending of around 
£80m per year and the Ariba network 
will open up a much broader choice of 
suppliers and provide Briggs with the 
economies of scale that they need.

Beddoe said that one of the most 
compelling reasons for choosing 
S/4HANA was, “because it had a very 
short implementation period”. The 
timeline for the project is very ambi-
tious; seven months from kick off to 
go-live. However, given that they will 
be ‘the first cab off the rank’ with RISE, 
both vendor and partner (Sapphire 
Systems) will be hugely invested in 
making sure the project is a success. 

Michiel Verhoeven, managing direc-
tor, SAP UK&I, said: “RISE with SAP is 
designed to help organisations who 
face challenges in migrating from on-
premise legacy ERP systems to SAP 
S/4HANA Cloud, through simplifying, 
focussing and supporting transforma-
tion to a truly intelligent enterprise. 
Garnering customer input and feed-
back was vital in the development of 
RISE with SAP, to help us understand 
precisely what they really need to drive 
transformation within their businesses. 
We look forward to seeing how Briggs 
of Burton capitalises on RISE with SAP 
to embrace its own transformational 

SAP 
lands 

first 
RISE 

customer 
in UK
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ServiceNow enhances  
IT operations offering with 

Lightstep acquisition

ServiceNow 
has signed an 
agreement to 
acquire VC-
backed DevOps 

observability platform, 
Lightstep. The acquisition, 
which ServiceNow expects 
to complete in Q2 2021, 
will enable the company to 
help its DevOps engineers 
build, deploy, run, and 
monitor the performance 
of applications. Co-
founded in 2015 by 
Ben Sigelman, CEO, 
Ben Cronin, COO, and 
Daniel Spoonhower, chief 
architect, Lightstep is an 
emerging pioneer in next 
generation application 
monitoring and the trusted 
observability solution 
for born-in-the-cloud 
companies like GitHub, 
Spotify and Twilio. 
Its solution analyses 
system-wide metrics 
and tracing data in real 
time to understand the 
cause and effects of 
changes to application 

performance, reliability, 
and development velocity.

Using Lightstep’s capa-
bilities with ServiceNow’s 
IT workflow solutions, 
customers will be able to 
monitor and respond to 
critical signals and indica-
tors of software health, 
allowing them to detect 
problems before they have 

transform how software 
solutions are delivered 
to customers. This will 
ultimately make it easier 
for customers to innovate 
quickly. Now they’ll be able 
to build and operate their 
software faster than ever 
before and take the new 
era of work head on with 
confidence.” Ben Sigelman, 
CEO and co-founder at 
Lightstep, added: “Today, 
observability primar-
ily benefits the DevOps 
teams that build and oper-
ate mission-critical apps. 
We’ve always believed that 
the value of observability 
should extend across the 
entire enterprise, provid-
ing greater clarity and 
confidence to every team 
involved in these modern, 
digital businesses. By join-
ing ServiceNow, together 
we will realise that vision 
for our customers and help 
transform the world of 
work in the process – and 
we couldn’t be more ex-
cited about it.”

an impact on large num-
bers of users.

Pablo Stern, SVP of IT 
workflow products at 
ServiceNow, said: “Com-
panies are betting on going 
digital in order to thrive 
in the 21st century, but the 
transition is often chal-
lenging to navigate. With 
Lightstep, ServiceNow will 

SAP has appointed Julia 
White as chief marketing 
and solutions officer. 
White joins SAP after a 20-
year tenure at Microsoft, 
where she led product 
marketing for Microsoft 
Azure over the past five 
years. Previously, she was 
responsible for product 
marketing for Microsoft 
Office 365 during the 
transition to the cloud.
Based in the US, White will 
strengthen SAP’s go-to-
market approach with a 
focus on product, industry 
and digital marketing, as 

well as bridging customer 
and ecosystem needs with 
product development. 
“SAP is going through a 
critical transformation,” 
said White. “It has a 
unique opportunity 
to help redefine how 
successful businesses 
run, and the leadership 
team has made bold and 
courageous commitments 
to accelerate their cloud 
innovation to this end. I am 
excited to contribute to 
that journey and thank the 
supervisory board for their 
confidence in me.”

Julia White leaves Microsoft to join SAP

14 E R P  T O D AY    |   Q 2  2 0 2 1

JULIA 
WHITE
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SUSE, the open 
source Linux and 
Kubernetes platform 

provider, has gone public. 
Despite a lukewarm re-
ception from the Frankfurt 
market, its debut valued 
the business at more than 
$5bn.

SUSE had hoped shares 
would trade between €30 
and €34 but they opened 
slightly under the lower 
limit at €29.50 and, at the 
time of writing, are be-
ing traded at just above 
€30 per share. Despite 
the relatively low-key 
debut the IPO was far 
from a failure. SUSE and 
EQT sold around 40 mil-
lion shares for just over 
€1.1bn which makes it 
the biggest tech IPO on 
the German market this 
year. SUSE CEO, Melissa 
Di Donato is also the first 
woman to lead a high-
profile IPO in Germany 
and the listing represents 
the culmination of her 
efforts to reinvigorate the 
company since taking the 
helm in July 2019.

Founded in 1992 and 
headquartered in Nurem-
burg, Germany, SUSE 
was the first company 
to introduce enterprise 
capabilities to the Linux 
open source operating 
system. Today, its offering 
is grouped into two open 
source software product 
categories – the SUSE 
Linux Enterprise product 
family, which comprises 
its core Linux operating 
system offering, and the 
SUSE Rancher product 

family (following the ac-
quisition of Rancher Labs 
announced in December 
2020 and completed 
earlier this year), which 
comprises its container 
management and storage 
offering. 

The SUSE Linux En-
terprise Server operating 
system is an enterprise-
grade, secure, and adapt-
able operating system that 
is trusted by more than 
60 percent of the Fortune 
Global 500 across all in-
dustries and geographies. 
SUSE’s container man-
agement platform, SUSE 
Rancher, has been down-
loaded over 100 million 
times since its introduc-

tion into the market, mak-
ing it one of the industry’s 
most widely adopted solu-
tions for managing Kuber-
netes containers across 
any environment. 

SUSE was only acquired 
by EQT three years ago 
following its sale by Micro 
Focus and even by most 
PE-backed standards, this 
is a rapid move from pri-
vate to public ownership. 

So, what has driven the 
move towards an IPO? 

There are three big fac-
tors at play here: firstly, 
virtually all enterprise 
tech is hot at the moment 
and PE houses and inves-
tors have a huge pot of 
‘dry powder’ to invest in 
software businesses that 

are not weighed down 
by legacy technology. 
SUSE is ‘literally’ at the 
cutting edge of modern 
cloud architecture with its 
Kubernetes containerisa-
tion platform and Edge 
workload solutions – this 

is the battleground in the 
hyper-competitive multi-
cloud era that is only set 
to intensify.

Secondly, and allied 
to the first point, SUSE’s 
solutions are based on 
open source technologies 
which are likely to play 
an increasingly important 
role in the way solutions, 
platforms and applica-
tions work in the future. 
Digital transformation has 
opened up a world of new 
possibilities for the how, 
why, and where applica-
tions and workloads are 
managed. Smart enter-
prise leaders are moving 
more and more towards a 
clean core with innovation 
at the edge and SUSE pro-

vides this while being un-
derpinned by the industry 
standard Linux enterprise 
technologies. 

The third factor is their 
CEO. Melissa Di Donato 
is a first-time leader 
who has never worked 
in open source before. If 
you met her, you would 
understand why these 
factors are no barrier to 
success. Over the last two 
years Di Donato has suc-
cessfully re-energised the 
company, negotiated and 
managed the acquisition 
of Rancher Labs and over-
seen revenue growth to in 
excess of $500m, with par-
ticularly strong accelera-
tion in average contract 
value – meaning they are 
winning more and more 
higher value customers. 

Di Donato is fiercely 
ambitious and highly mo-
tivated and it’s no surprise 
at all that she has led SUSE 
into public ownership 
where it will have greater 
financial flexibility to take 
on IBM and Red Hat in 
the extremely competitive 
and lucrative hybrid cloud 
open source battleground. 

SUSE GOES 
PUBLIC

MELISSA 
DI DONATO 
CEO AT SUSE

SUSE IS 'LITERALLY' AT THE CUTTING EDGE 
OF MODERN CLOUD ARCHITECTURE

E R P  T O D AY    |   Q 2  2 0 2 1
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Red Bull Racing Honda, 
the four-time Formula 1 
world champion team, 
has selected Oracle as  
its official cloud infra-

structure partner.
Through the multi-year partner-

ship, Red Bull will leverage the ma-
chine learning, artificial intelligence 
and data analytics capabilities of 
Oracle cloud infrastructure to op-
timise the way data is used 
across its business, from 
on-track activities such as 
car performance to provid-
ing more information to the 
team’s fan base.

Christian Horner, team 
principal at Red Bull Rac-
ing Honda, said: “This is 
a hugely significant part-
nership for Red Bull Racing 
Honda. Oracle is a massive or-
ganisation that has been at the fore-
front of technical innovation for more 
than four decades. As one of the in-
dustry’s most recognised and trusted 
names in database management and 
cloud computing, Oracle brings huge 
capability, innovation, and expertise 

to many of the world’s largest and 
most successful businesses.

“To be able to tap into that ex-
ceptional power and knowledge is 
a major step forward for our team. 
Oracle’s expertise will touch many 
areas of the business from the de-
velopment of major fan engagement 
and brand building mechanisms to 
providing rich new resources across 
the team, including within the engi-

neering and design depart-
ments.”

Ariel Kelman, chief mar-
keting officer at Oracle, 
added: “This is the perfect 
alliance of two organisa-
tions that share a passion for 
design, performance, and 
winning. Red Bull Racing 
didn’t win multiple drivers’ 

championships and con-
structors’ championships in 

its relatively young existence with-
out pushing boundaries. Oracle is 
committed to working with Red Bull 
Racing Honda to discover and create 
the technologies and designs that 
will allow it to surpass expectations 
and set new standards in Formula 1.”

NewsDeals&Wins

 
 
 
 
 

CLOUD SALES 
BOOST MICROSOFT  
Q3 RESULTS

Microsoft has posted its Q3 
2021 results, reporting revenue 
of $41.7bn, up 19 percent com-
pared to the same period last 
year. Once again, Microsoft has 
seen strong growth in its cloud 
services and personal comput-
ing sales.
Microsoft’s net income was 
$15.5bn GAAP, an increase of  
44 percent from last year. Di-
luted earnings per share were 
$2.03 GAAP, up 45 percent.
The company’s biggest driver of 
growth was its Azure cloud divi-
sion, with revenue for the quarter 
totalling $15bn – a 23 percent 
year-on-year increase.  
Revenue in Microsoft’s personal 
computing division was $13.0bn 
– a 19 percent rise.
Satya Nadella, Microsoft CEO, 
said: “Over a year into the pan-
demic, digital adoption curves 
aren’t slowing down. They’re 
accelerating, and it’s just the 
beginning. We are building the 
cloud for the next decade, ex-
panding our addressable mar-
ket and innovating across every 
layer of the tech stack to help 
our customers be resilient and 
transform.”
Amy Hood, Microsoft executive 
vice president and chief finan-
cial officer added: “The Micro-
soft Cloud, with its end-to-end 
solutions, continues to provide 
compelling value to our custom-
ers generating $17.7bn in com-
mercial cloud revenue, up 33 
percent year-over-year.”

18

Red Bull Racing Honda chooses  
Oracle to accelerate F1 data

Oracle is  
a massive 

organisation  
that has been 

at the forefront 
of technical
innovation 

for more than  
four decades.
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I t’s been a big few weeks 
for Unit4 following the an-
nouncement at the end of 
March that it had been ac-
quired by TA Associates in 

a deal that valued the business 
at more than $2bn. That news 
brought an end to the search 
for a new VC partner that could 
provide Unit4 with the financial 
headroom to make acquisitions 
and ramp up its marketing and 
new logo activities.

Hot on the heels of that an-
nouncement is the news that 
Unit4’s new ERP solution is now 
generally available following 
the soft-launch it announced 
back in October. ERPx is a next-
generation ERP suite coupled 
with a unified cloud platform 
that is designed specifically with 
mid-market people and service-based 
business in mind.

Unit4 has been on a long journey to 
remodel itself and repackage its solu-
tions since Mike Ettling took over as 
CEO a little over two years ago. ERPx 
represents the culmination of the work 
that actually started several years ear-
lier when Claus Jepsen, CTO, (and 
team) went all in on Azure 
and began replatforming 
the Unit4 proposition into a 
microservices-based solution 
that allowed for easy integra-
tions and the development of 
smart tools to improve expe-
rience and productivity.

At that time, Unit4 was 
one of the very few ERP ven-
dors (if not the only one) that made a 
genuine commitment to this new type 
of architecture. While other vendors 
were hard at work retooling their on-
prem apps for the cloud – and largely 
ignoring the platforms they operated 
on – Unit4’s approach was somewhat 
different. They got the platform fixed 

first and then moved to the application 
layer and that strategy is already paying 
dividends.

First mover advantage used to yield 
rich rewards in the enterprise tech 
space but not necessarily for those ERP 
vendors that rushed to get their own 
next-gen apps to market. As recently 
as five years ago application function-

ality was the ‘be all and end 
all’ for vendors as they con-
centrated on features and 
functions to win new busi-
ness. Today, ERP buyers 
expect applications to work 
irrespective of the flavour 
and rarely make investment 
decisions based on how an 
individual application or 

module performs. Applications are ta-
ble stakes – it’s platforms, extensibility, 
low and no-code tools and, above all 
else, experience that sets one vendor 
apart from another.

With ERPx, Unit4 has taken their 
class-leading platform architecture and 
coupled it with a genuinely modern and 

intuitive ERP solution, embedded with 
ML and AI, covering HCM, core finan-
cials, procurement, FP&A and project 
management. Services are delivered 
through a powerful people platform 

integrated with smart automa-
tions and collaboration tools such 
as Microsoft Teams and Slack – 
all of which can be operated and 
managed with voice commands 
and chatbot technologies via 
Wanda – Unit4’s digital assistant.

Dmitri Krakovsky, Unit4’s new 
chief product officer, said: “With 
ERPx we are delivering some-
thing that customers have been 
asking for from ERP solutions for 
decades – the right platform and 
tools, designed around their spe-
cific needs, supporting them to 
be fast, resilient, adaptable, and 
light-touch enough to drive em-
ployee productivity. We’re also 
giving them the freedom to con-
nect and extend industry-specific 
online data services and solutions 
quickly and easily. Together, we 
will build the digital foundation 
that ensures that people and or-

ganisations achieve their potential. We 
are very excited that ERPx is now gen-
erally available.”

Unit4 is ‘going-live’ with 24 custom-
ers already in the bag and signed up 
to ERPx. That may not sound like a lot 
given their global aspirations but con-
sidering those customers have been 
acquired in the last three months dur-
ing the most turbulent time in recent 
memory – it’s a real testament to the 
strength of the product that any new 
customers have taken the leap.

It’s also a strong endorsement that 
the customers are not grouped in one 
geography or vertical; Americares, Mu-
nicipality of Alkmaar, Global Banking 
School, Places for People, Social Work 
England, North West Leicestershire 
District Council, The Charity Commis-
sion, Basingstoke and Deane Borough 
Council, and Werkorganisatie Lan-
gedijk en Heerhugowaard, are just a 
few of the customers announced so far 
– they are based in the US, UK and Eu-
rope and cover healthcare, non-profit, 
public sector and higher education.
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Unit 4 launches ERPx 
into general availability

DMITRI
KRAKOVSKY
CHIEF 
PRODUCT 
OFFICER 
AT UNIT4

ERPx IS A NEXT 
GENERATION 

ERP SUITE 
COUPLED WITH 

A UNIFIED CLOUD 
PLATFORM
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Capgemini 
Group has 
reported Q1 
2021 revenues 

of €4.27m, an increase of 
24 percent year-on-year.
Growth momentum 
improved in all Capgemini 
Group sectors in Q1 2021, 
with its manufacturing 
sector reporting the most 
significant improvement 
and making up 25 percent 
of group revenues. The 
public sector maintained 
its strong performance, 
providing 14 percent 
of group revenues and 
reporting double-digit 
growth.
Capgemini Group’s 

bookings totalled €4.2m in 
Q1 2021, up 27.3 percent 
at constant exchange rates 
year-on-year.
Aiman Ezzat, Capgemini 
Group CEO, said: “We 
delivered an excellent 
performance in the first 
quarter of 2021, with a 
return to organic growth. 
Growth was stronger than 
anticipated and activity 
even surpassed pre-health 
crisis levels, reflecting 
not only a more dynamic 
market but also the 
accelerated deployment of 
our strategy. Performance 
improved across all our 
geographies and sectors. 
We are strongly positioned 

in cloud and data, the main 
drivers of technology and 
business transformation in 
the years to come, which 
fuelled this performance. 
The first quarter was 
also marked by a 
return to large-scale 
recruitment to meet 
client demand. In 
this context, our 
growth for 2021 
should exceed the 
mid-point of the 
targeted range.”
For the full year 
2021, the Capgemini 
Group aims to 
achieve constant 
currency growth of 7 
percent to 9 percent, 

an operating margin at its 
2019 level of between 12.2 
percent to 12.4 percent and 
an organic free cash flow 
above €1.3m.

STRONG Q1 GROWTH FOR CAPGEMINI GROUP

EY has acquired Pythagoras Communications 
Holdings Limited (Pythagoras), a leading UK 
technology company and Microsoft Gold Partner. 

Pythagoras provides professional services and solutions 
using technology platforms including Microsoft Azure, 
Dynamics 365, SharePoint and the Power Platform. 
Pythagoras employs 118 people across the UK and has 
more than 140 clients. 
The acquisition supports EY’s ambition to increase the 
range of technology services they already successfully 
supply their clients. The additional technologies will help 
clients to operate more efficiently and provide better 
customer experiences. 
Benoit Laclau, Ernst & Young LLP managing partner 
for consulting, UK&I, commented: “The acquisition of 
Pythagoras enables EY teams to not only advise clients 
on strategy but also helps them design and provide 
advanced Microsoft technologies. At a time when 
many companies are having to adapt and transform to 
changing customer behaviours, these new capabilities 
will help support EY clients and develop EY consulting 
services.”

EY acquired Pythagoras 
Communications
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IFS announced a 
multi-year focus 
on sustainability in 

a plan to improve the 
company’s operations, 
enable customers to 
achieve sustainability 
goals and influence the 
industry to improve its 
accountability to the 
environment.

 The new stepped 
approach aims to meet 
the United Nations 
Sustainable Development 
Goals and is centred 
around three core pillars 
where IFS will increase 
its focus for greater 
impact. Within its own 

business, over the next 
three years, IFS plans 
to expand its education 
programme, which 
provides scholarships, 
grants, internships and IT 
equipment to 150 higher 
education institutions 
globally.

IFS is also committing 
to reducing its carbon 
footprint through 
consolidating its real 
estate and improving 
the green credentials 
of its properties, and is 
supporting the expansion 
of the IFS Foundation.

Internally, IFS will 
introduce a framework 

to increase employee 
awareness of the 
sustainability agenda, with 
employee volunteering 
opportunities as well as 
a continued focus on 
fostering diversity across 
the industry, prioritising 
employee well- being and 
maintaining policies on 
human rights and anti-
slavery.

 Darren Roos, IFS 
CEO, said: “IFS has a 
long-term responsible 
approach to creating 
value for customers. By 
considering sustainability 
as an integral part of 
our business model we 

not only capture value 
creating opportunities, 
but we can mitigate 
risks and stay on course 
to be successful in our 
sustainability strategy. The 
progress achieved over 
the last couple of years to 
improve IFS’s approach 
to sustainability has been 
meaningful, but with 
the launch of this multi- 
year plan we are making 
commitments and make 
ourselves accountable. 
This is meaningful to 
our customers, our 
employees, our owners 
and our community at 
large.”

24

IFS reveals multi-year sustainability strategy

Infor has appointed Anwen 
Robinson as the new senior  
vice-president and general 

manager for UK&I to support the 
company’s continued investment  
in the UK market.

Robinson joins Infor from 
TechnologyOne, where she was 
UK&I operating officer and member 
of the executive leadership team. 
Prior to this, Robinson spent 18 
years at Unit4 in a number of senior 
positions, including UK&I managing 
director. She has an extensive track 
record in the strategic development 
of cloud-based enterprise software 
businesses and deep experience of 
establishing and overseeing global 

Infor appoints 
cloud veteran  

to head UK  
and Ireland

partner ecosystems. 
An engineer and former lecturer, 

Robinson is an advocate for science, 
technology, engineering, and 
mathematics (STEM) education. 
She is also passionate about the 
development of girls and young 
women in order to prepare them to 

embrace technology as a career.
Joerg Jung, executive vice-

president EMEA at Infor, said: “With 
her expertise in cloud ERP and 
channel development, Anwen has 
the perfect blend of experience to 
develop our ongoing investment in 
the UK market. We continue to build 
momentum throughout the UK and 
Ireland as businesses look to cloud 
technologies as part of their digital 
transformation, and Anwen will play 
a critical role in this evolution.”

Robinson added: “The cloud-first, 
industry-specific strategy within 
Infor has gained a lot of traction 
in the UK. My immediate focus will 
be building on this early success 

and demonstrating to businesses 
throughout the UK and Ireland that 
modern, cloud-based enterprise 
software can ensure their digital 
transformation projects leave  
them ready for the challenges of  
a changed world.”
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Oracle has 
partnered with 
Premier League 

football as its official cloud 
provider to deliver football 
match statistics, live, during 
games. Machine learning 
models will be developed to 
generate immediate results 
based on live data streams, 
real-time tracking data, 
and facts collected on each 
of the League’s players and 
from thousands of previous 
matches.

With the arrival of the 
pandemic putting an end to 
spectator sport for a year, 
fans are undoubtably look-
ing forward to the 2021/22 
season kicking off. To help 
bolster the excitement sur-
rounding games, Oracle will 
deliver new in-match statis-
tics that provide a deeper 
understanding of the live 
action on the pitch to a 
global audience of billions 
each season. Fine margins 
in top level sport means 
that teams (and players) 
are looking for ways to edge 
ahead of their competitors, 
as well as to give the fans 
insights into information 
that effectively creates per-
sonal sentiment out of data. 
Research has suggested 
that fans are inter-
ested in the inte-
gration of match 
data, player sta-
tistics and these 
insights will help 
tell more stories 
about Premier 
League matches, 
providing fans with 
a data-rich experience. 
Fans will be able to access 
a range of match informa-
tion instantly, whether they 
are watching from home 
or checking scores on their 
mobile devices, thereby 
making the information far 
more accessible.

The sharing of real-time 
match statistics is not new 
to sport, although data col-
lection and analysis thereof 
is far more advanced than 
when it first made its ap-
pearance. In 2001, Hawk-
Eye Innovations completely 

transformed the 
world of sport with 
its development 
of Hawk-Eye – the 
tracking system 
with a camera and 
speed gun – that 
was first used as 
a broadcast tool 
to analyse deci-

sions in cricket. The system 
made its debut at a cricket 
Test match between Paki-
stan and England at Lord’s 
Cricket Ground, on 21 April 
the same year. It was first 
used in tennis at the 2006 
US Open and eventually The 
Football Association intro-

duced Hawk-Eye during the 
2013/2014 Premier League 
season and the later rounds 
of the 2013/2014 Football 
League Cup.

Since then, the technol-
ogy has matured, and 
the way data is ingested 
has evolved dramatically. 
Oracle seems determined 
to keep adding sporting 
brands to their list of part-
nerships, after announcing 
their partnership with Red 
Bull Racing Honda F1 
team back in March.

Match Insights – Pow-
ered by Oracle Cloud will 
include:

• Average formation: the 
positions of all players when 
their team is in and out 
of possession. The model 
highlights differences in how 
teams organise themselves 
when attacking and de-
fending. During the match, 

fans will see how teams 
react to their opposition’s 
tactics, helping viewers to 
understand the strategies 
behind different styles of 
play.

• Live win probability: 
this statistic tells the story 
of a team’s performance 
by calculating the chance 
of a team securing a win 
or draw by simulating the 
remainder of the match 
100,000 times.

• Momentum tracker: 
this measures the likelihood 
of the team in possession 
scoring a goal in the next 
10 seconds. The results are 
based on data from thou-
sands of historical games 
and the last five events in 
the current possession. The 
model incorporates the 
outcomes of passes, drib-
bles in possession, tackles 
and the locations on the 
pitch where they take place.

As one of the industry’s 
most trusted names in 
cloud computing, Oracle 
brings more than four dec-
ades of knowledge, experi-
ence and innovation to the 
sports field and with the 
addition of insights we can 
expect, the upcoming foot-
ball season is going be one 
of the most exciting yet. 

Ariel Kelman, Oracle 
executive vice president 
and chief marketing of-
ficer, said: “Combining 
Oracle’s machine learning 
expertise with the Premier 
League’s wealth of football 
data is a significant merger 
of technology and sport. 
The margins for error in the 
Premier League are very 
small, so the data is crucial 
to discovering the mean-
ingful moments and stories 
of each match. It’s those 
stories that unite fans and 
ignite their passions for the 
game.”

Oracle announced 
as new Premier 
League signing

RESEARCH HAS 
SUGGESTED

THAT FANS ARE 
INTERESTED IN

THE INTEGRATION 
OF MATCH DATA
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TECH 
FIRM HCL 
EXPANDS 
INVESTMENT 
IN THE UK

HCL Technolo-
gies (HCL) has 
announced the 
expansion of 

investment in the UK with 
the recruitment of 1,000 
technology professionals 
to support its clients in the 
UK and around the world.

The company plans to 
hire the professionals in 
the fields of digital trans-
formation, cloud, artificial 
intelligence and cyber-
security for its London, 
Greater London and  
Manchester offices.

Present in the UK since 
1997, HCL’s UK operation 
currently employs more 
than 3,500 people across 
various locations, support-

ing its 50 clients. It was 
recently recognised as a 
top employer in the UK for 
the fifteenth consecutive 
year by the Top Employers 
Institute.

The commitment to the 
UK was conveyed in a vir-
tual meeting to welcome 
the UK’s aid to India by UK 

UK market and thanked 
him for his country’s 
continued support as 
India navigates the 
COVID-19 crisis. The UK 
has played a key role in 
HCL’s growth and suc-
cess journey for more 
than two decades. It is 
home to some of our 
most prestigious clients 
and is a hotbed of IT 
talent. By creating new 
local jobs in the region, 
we want to reaffirm our 
commitment to cata-
lysing innovation and 
building competitive 
digital talent pools in the 
region.”

UK prime minister, 
Boris Johnson, said: “In-

dia and the UK are two 
countries on the forefront 
of IT innovation. Thanks 
to companies like HCL 
Technologies, we can 
continue to lead the way 
together – creating good, 
skilled jobs and helping 
both countries to build 
back better.”

prime minister Boris John-
son in light of the current 
COVID-19 crisis.

C Vijayakumar, CEO of 
HCL Technologies, said: 
“We welcomed the opportu-
nity to speak to the honour-
able prime minister of the 
UK, Mr Boris Johnson re-
garding HCL’s vision for the 

Rimini Street has 
announced strong 
results for the 
first quarter, stat-

ing it remains on track 
to achieve its strategic 
growth plan of reaching 
$1bn in annual revenue 
by 2026. The company 
achieved record quar-
terly revenue of $87.9m, 
up 12.6 percent year on 
year, a record active cli-
ent count of 2,550, up 22.8 
percent year-on-year, and 
delivered a gross margin 
greater than 61 percent.

Annual recurring rev-

enue was $349m for the 
first quarter, an increase 
of 12.8 percent compared 
to $310m for the same 
period last year, and the 
company ended the quar-
ter with strong billings 
growth of 24.2 percent. It 
continued making invest-
ments to take advantage 
of growing global demand 
for Rimini Street’s ex-
panded breadth of sup-
port solutions, including 
its support, application 
management, security, in-
teroperability, monitoring 
and professional services.

Michael L. Perica, chief 
financial officer at Rimini 
Street, said: “We further 
strengthened the balance 
sheet with record cash 
of $153m and generated 
$24.5m of operating cash 

flow for the quarter. We 
are issuing guidance for 
the second quarter ending 
30 June 2021, maintain-
ing full year 2021 guid-
ance and reaffirming our 
continued commitment 
to the long-term goals of 
increasing operating cash 
flow and growing GAAP 
profitability.” Q2 2021 
revenue guidance is ex-
pected to be in the range 
of $88.5m to $90.5m. The 
company is maintaining 
full year revenue guid-
ance to be in the range of 
$370m to $380m.

RECORD REVENUE FOR RIMINI STREET
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IFS and global security and 
aerospace company Lockheed 
Martin have been selected by the 
US Navy to deliver an intelligent 
maintenance solution that will 

ensure personnel spend more time 
focussed on the mission and less on 
aircraft and ship repairs.

Together, they will help the US Navy 
power its digital transformation of mul-
tiple legacy systems into a single, fully 
modernised and responsive logistics 
information system.

The IFS solution comprises capa-
bilities for planning and executing 
maintenance, repair, and overhaul 
of more than 3,000 assets includ-

ing aircraft, ships, and land-based 
equipment. The Naval Maintenance, 
Repair, and Overhaul (N-MRO) solu-
tion combines artificial intelligence, 
digital twin capabilities and predictive 
analytics to anticipate and react to po-
tential equipment failures before they 
happen, which will contribute to the 
enhanced support of maintenance, 
supply logistics, real-time fleet man-
agement and other business functions 
for more than 200,000 personnel.

With the added support of software 
developer Beast Code, the solution 
will initially be fielded at multiple US 
Navy sites to help sailors and marine 
corps maintainers break down opera-
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US Navy opts for IFS for 
mission-critical maintenance planning
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tional silos and work towards a com-
mon maintenance workflow across all 
ship and aircraft platforms.

It is hoped that the digital transfor-
mation of the US Navy’s maintenance 
systems will lead to increased data ac-
curacy, streamlined workflows and ul-
timately less asset downtime and fewer 
unscheduled maintenance events.

Scott Helmer, president of aero-
space and defence at IFS, said: “We 
are proud to be part of N-MRO, which 
will set a new global standard for total 
asset readiness and the way defence 
organisations manage asset mainte-
nance and logistics, both ashore and 
afloat. A&D has been a key focus in-
dustry at IFS for decades and this 
landmark deal stands as testament 
to the success of our long-term strat-
egy and determination. Working with 
Lockheed Martin and the US Navy, we 
are already making great strides and 
look forward to a long and successful 
collaboration.”

Reeves Valentine, vice president of 
enterprise sustainment solutions at 
Lockheed Martin, added: “Our goal is 
to provide capabilities that create real 
value across the Navy’s complex, multi-
site operations and optimise its mis-
sion-critical maintenance processes. 
We want to empower Navy personnel 
with tools that are easy and effective to 
use with intuitive interfaces, stream-
lined workflows and timesaving, intel-
ligent features. IFS distinguished itself 
by providing all of these capabilities 
through a single, commercial-off-the-
shelf solution.”

UiPath has 
announced the 
launch of the first 

automation school in 
Ireland to educate the next 
generation of the country’s 
workforce on automation. 
UiPath has partnered with 
the ABP School of Au-
tomation and Limerick 
and Clare Education and 

Training Board to deliver 
the robotic software train-
ing through the funding of a 
pilot traineeship. The pilot, 
which is open to anyone 16 
years old or over and those 
on social welfare, is sup-
ported by UiPath via its aca-
demic alliance programme, 
and replicates a successful 
initiative implemented in 

Scotland last year.
Mark O’Connor, UiPath 
public sector director for 
Ireland, said: “We’re sup-
porting the launch of the 
School of Automation in 
Ireland to help fill a genuine 
need for democratising the 
skills of the future of work. 
This is a unique, growing 
initiative to train and upskill 

students to create software 
robots that are becoming 
ubiquitous in the workplace. 
UiPath is committed to 
providing greater access to 
automation technology that 
is fundamentally shifting 
how innovation occurs. This 
initiative empowers Ireland’s 
workforce to compete in the 
global technology sector.”

UIPATH LAUNCHES FIRST AUTOMATION SCHOOL IN IRELAND
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NewsDeals&Wins

Oracle has recently 
announced undoubtedly 
lucrative partnerships with 

Honda Red Bull Racing and The 
Premier League. But taking into 
account where the world finds itself 
right now, with the emergence of 
COVID-19 variants threatening to 
slow the global recovery, Oracle is 
also taking great strides in the fight 
against COVID-19.

Oracle is a key sponsor of the ERP 
Today Awards & Fundraiser, an event 
that is giving back to the community 
by donating all event proceeds to 
NHS Charities Together. Oracle 
yesterday announced a partnership 
with University of Oxford in creating 
the Global Pathogen Analysis System 
(GPAS), powered by Oracle Cloud 
Infrastructure (OCI). GPAS combines 
Oxford’s Scalable Pathogen Pipeline 
Platform (SP3) with the power of OCI. 
This initiative builds on the work of a 
Wellcome Trust-funded consortium 
including Public Health Wales, the 
University of Cardiff, and Public 
Health England.

First used in research on 
Tuberculosis, SP3 has been enhanced 
with the extensive machine learning 
capabilities in the Oracle Cloud, 
where collaborating scientists, 
researchers, and governments 

worldwide can process, analyse, 
visualise and act on a wide collection 
of COVID-19 pathogen data for the 
first time. This includes identifying 
variants of interest and their potential 
impact on vaccine and treatment 
effectiveness. For example, analytics 
dashboards in the system will show 
which specific strains are spreading 
more quickly than others and 
whether genetic features contribute 
to increased transmissibility and 
vaccine escape. Already, Oxford 
has processed half the world’s 
SARS-CoV-2 sequences, more than 
500,000 in total.

This philanthropic partnership 
will enable global 
genomic sequencing 
and examination through 
a specialist platform 
developed on OCI to 
help mitigate the impact 
of potentially dangerous 
COVID-19 variants. The 
platform will be made 
available for free for 
researchers and non-profits to use 
worldwide over a multi-year period. 

Dr. Isabel Oliver, director of the 
National Infection Service at Public 
Health England, said: “This donation 
is a welcome boost to the ability to 
share genomic sequencing data with 

colleagues all across the world. Not 
only are strong genomic examination 
and widely-available data crucial to 
our collective efforts to combat the 
current pandemic, but they will have 
ongoing benefits to the response to 
other pathogens in the future. This 
could potentially have a far-reaching 
positive impact on international public 
health and global health security. As 
new variants of SARS-CoV-2 emerge 
around the world, it requires a co-
operative global effort to respond 
effectively. Partnerships like this one 
are absolutely vital to ensuring that we 
can mitigate the impact of COVID-19 
on the world’s population, and that we 

can continue to strengthen 
our ability to confront 
emerging threats in the years 
to come.”

Oracle chairman and CTO 
Larry Ellison said: “There is 
a critical need for global 
co-operation on genomic 
sequencing and examination 
of COVID-19 and other 

pathogens. The enhanced SP3 system 
will establish a global standard 
for pathogen data gathering and 
analysis, thus enabling medical 
researchers to better understand the 
COVID-19 virus and other microbial 
threats to public health.”

University of Oxford and Oracle partner 
in identification of COVID-19 variants

THERE IS A 
CRITICAL NEED 

FOR GLOBAL 
COOPERATION 
ON GENOMIC 
SEQUENCING
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NewsDeals&Wins

E picor has acquired 
configure price 
quote (CPQ) and 

visualisation software 
provider KBMax. Financial 
terms of the agreement 
were not disclosed. 

KBMax software solutions 
will be marketed under the 
Epicor brand as a stand-
alone module within the 
company’s productivity 
suite, aligning seamlessly 
with Epicor’s deep exper-
tise in the global manufac-
turing engineer-to-order 
space. Epicor’s mission is 
to differentiate themselves 
from the one-size-fits-all 
and off-the-shelf ERP solu-
tion providers by offering 
their customers a highly 
customisable, industry spe-
cific one-stop solution that 
connects their front and 
back of house. 

Steve Murphy, Epicor 

CEO says: “Our customers 
are the essential businesses 
who make, deliver and sell 
the things everyone needs. 
We knew we needed to 
move fast, to enable them 
to be able to stay digitally 
competitive and build out 
scalable digital commerce 
capabilities. It’s a perfect 
time for businesses to reach 
their customers in new and 
compelling ways. For our 
existing manufacturing cus-
tomers who may be using 
our embedded configurator, 
this gives them an oppor-
tunity for even greater, ad-
vanced features like 3D and 
VR, with the same great in-
tegration for CAD automa-
tion and BOM generation.  
We’ll be working with our 
existing customers should 
they be interested in learn-
ing more about KBMax’s 
best-in-class capabilities, 

and standard integration 
will be available in the fall.”

With complexity comes 
the need for real-time, reli-
able integration between 
systems, especially CPQ 
and ERP. Research shows 
that in 2020 80 percent of 
B2B buyer journeys took 
place online. Being able to 
configure a product in CPQ 
and instantly get 3D ren-
derings and dimensioned 
drawings will dramatically 
reduce the time and cost it 
takes for Epicor customers 

to respond to RFPs, getting 
potential buyers the infor-
mation they need to make 
a decision faster than ever 
before.

KBMax has transformed 
the buying experience for 
over 20,000 users and its 
CPQ software has delivered 
customers measurable im-
provements - on average 
a 168 percent increase in 
annual sales revenues, 38 
percent faster sales cycle 
and a 35 percent increase 
in productivity.

Epicor acquires KBMAX 
a technology leader  
in the CPQ market

Professional ser-
vices company, 
Cognizant, has 
been selected by 

leading international 
energy services and solu-
tions company, Centrica, 
as the sole technology 
services partner to man-
age and transform the 
SAP environment sup-
porting its UK operations. 

Centrica provides en-
ergy supply and services 
to 10 million business and 
residential customers in 
the UK, making its SAP 
enterprise system one of 
the UK energy industry’s 
most substantial SAP de-
ployments.

Consolidating its SAP 
enterprise system under 
Cognizant will enable 

Centrica to streamline 
business processes and 
respond more quickly 
to market and regula-
tory changes, improving 
operational efficiency as 
well as user experience. 
Centrica’s customers will 
benefit from upgrades 
in account management 
processes, with better in-
sights on energy use and 

managing tariffs, highly 
personalised offers and 
a smoother onboarding 
process for new services.

“As an energy services 
provider operating at 
global scale, we need ag-
ile technologies and an 
infrastructure that can 
scale across the business 
without complexity,” ex-
plains Darren Miles, CIO, 
Centrica. 

“Cognizant has been a 
trusted, insightful partner 
in our journey over many 

CENTRICA NAMES COGNIZANT AS EXCLUSIVE PARTNER 
FOR SAP BUSINESS PROCESS TRANSFORMATION
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WORKDAY 
UNVEILS TALENT 
INVESTMENT AND 
EXPANSION PLANS

35v i s i t  u s    E R P. T O D AY

ANEEL 
BHUSRI

CHANO 
FERNANDEZ

W orkday Inc. has re-
vealed plans to create 
2,500 new roles and 
expand office loca-

tions to create new talent pools.
The business announced this 

week the plans to expand office lo-
cations to open up new talent pools, 
alongside major investment in re-
cruitment programmes and technol-
ogies to support the ‘rapid hiring’ 
for the new roles that will increase 
its global headcount by more than 
20 percent (or 2,500+ hires) across 
North America, Europe, and Asia.

Workday’s Co-CEOs Aneel Bhusri 
and Chano Fernandez, explain: “We 
remain more committed than ever to 
our core values and plan to increase 
our workforce by more than 20 per-
cent in our fiscal year 2022. In doing 
so, we’ll have an even stronger foun-
dation to scale and innovate on our 
path to $10bn in revenue. “To help 
reach this goal, we plan to invest in 
and expand office locations that will 
help us open up new talent pools and 
attract some of the best minds.”

years as we have evolved 
to improve our business 
efficiency and transform 
our customer-facing offer-
ings to deliver more per-
sonalised and engaging 
customer service.”

Rob Walker, managing 
director, UK&I, Cognizant, 
adds: “Game-changing 
technologies and new 
competition are reshaping 
the energy industry. The 
ability to adapt quickly 
to change and to con-

nect with customers in a 
meaningful way is key. 

“We are pleased to be 
helping Centrica meet 
these challenges head-
on, drawing on our rich 
domain knowledge of the 
energy and utility indus-
try, along with our exten-
sive engineering and SAP 
expertise.”

The multi-year en-
gagement builds on 
Cognizant’s long-stand-
ing relationship with 

Centrica. Since 2005, 
Cognizant has provided 
Centrica with a broad 
range of consulting, 
data, cloud and digital 
engineering services. 
Cognizant will leverage 
multi-disciplinary teams 
and its expertise in  
DevSecOps methodology 
to consolidate and man-
age Centrica’s SAP envi-
ronment, addressing the 
need for agility, speed and 
infrastructure security.

growing our presence in Atlanta, Ore, 
Boulder, Colo, Chicago, and Vancou-
ver offices, as well as across Asia and 
Europe with new roles at our Aus-
tralia, Japan, and Singapore offices, 
and the creation of 400 jobs in Dublin.

“As we look to the future of work, we 
see talent is everywhere, but opportu-

nity is not – and we are com-
mitted to closing that gap. 
This includes hiring and de-
veloping underrepresented 
talent, with goals to increase 
overall representation of 
Black and Latinx employees 
in the US by 30 percent by 
calendar year 2023 and dou-
ble the number of Black and 

Latinx leaders in the US by 2023. As 
well as sourcing external talent, we’re 
also looking at our existing workforce 
to identify opportunities for internal 
mobility and reskilling.”

Workday’s Atlanta of-
fice is set to hire more than 
250 roles across customer 
support, human resources, 
product, and sales, which 
will support expansion of 
its East Coast presence and 
boost geographical connect-
edness with its European 
colleagues, customers, and 
partners.

Aneel Bhusri and Chano Fernandez 
say: “In North America, we’ll continue 
investing in our Pleasanton headquar-
ters and increasing our workforce, 

AS WE LOOK 
TO THE FUTURE 

OF WORK, 
WE SEE 

TALENT IS 
EVERYWHERE

ROB 
WALKER
COGNIZANT
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B A H R O LO LO U M I
C E O  U K & I , 
S A L E S F O R C E

A  2 2  Y E A R  V E T E R A N  O F  C O N S U LT I N G  G I A N T  AC C E N T U R E , 
Z A H R A  B A H R O LO LO U M I  -  O R  Z  A S  S H E  I S  K N O W N  TO  
 H E R  F R I E N D S  -  H A S  M A D E  T H E  M O N U M E N TA L  L E A P  F R O M 
C O N S U LTA N C Y  TO  V E N D O R  A N D  N O W F I N D S  H E R S E L F 
S I T T I N G  AT  T H E  TO P  TA B L E  W I T H I N  T H E  W O R L D ’ S  M O ST 
P R O G R E S S I V E  S O F T WA R E  C O M PA N Y  –  S A L E S F O R C E . 

B Y  P A U L  E S H E R W O O D

ZAHRA
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Z A H R A  B A H R O L O L O U M I

|   C O V E R  S T O R Y   | 
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I
n 2018, Salesforce announced it would invest heavily in the UK 
market – some $2.5bn – over the next five years. That commitment 
was backed up by the announcement of a further $2bn investment 
in Ireland along with a pledge to create 1,500 new jobs within the 
same timeframe. Salesforce, which had always derived the vast 
majority of its revenues from the US market, was getting serious 
about the UK.

However, Bahrololoumi isn’t the first person to have taken the 
job on. In 2019 when Salesforce first ramped up its commitment 
to the UK, it appointed Dame Jayne-Anne Gadhia as the UK CEO. 

Gadhia was the former CEO at Virgin Money and held a number of government 
advisory positions. Whilst Gadhia is one of the best-known female leaders in the 
UK and shares many of the same principles as Bahrololoumi in terms of advocat-
ing diversity and equality, they were two very different appointments. 

Gadhia arrived at Salesforce as a seasoned CEO with government-backed cre-
dentials whereas Bahrololoumi brings a much richer and more relevant toolkit 
in the form of front-line digital leadership, customer value creation and deep 
technical knowledge. Gadhia was a statement signing that made sense at the time 
and gave Salesforce’s play some gravitas. Bahrololoumi is an entirely different 
proposition and provides the hands-on experience that will be needed to guide 
both Salesforce and its customers through the digital revolution.

22 years at the world’s biggest consulting firm (by number of employees) had 
seen Bahrololoumi rise up the ranks since joining the firm as Andersen Consult-
ing in 1998 through to her departing role as UK&I technology and consulting 
lead. During her tenure, she gained significant transformation experience with 
a number of blue-chip clients across several industries including retail, oil and 
gas, banking, healthcare and telecoms. She pioneered a number of ‘firsts’ - from 
convening the UK technology ecosystem at the award-winning Kaleidoscope, to 
patented uses of cloud technologies. She was also the driving force behind several 
of Accenture’s marquee acquisitions and oversaw the growth of its technology 
and consulting unit to become the deepest, in terms of talent and expertise, in the 
UK. She is a former vice chair of the Prince’s Trust Technology Leadership board 
and currently sits on the boards of techUK and Movement to Work. 

A long list of accolades and achievements which, I know from our time to-
gether, embarrass her as much as they instil a sense of pride.

Bahrololoumi is a well-known and equally well-liked personality within the 
enterprise tech community. In researching for this article, I couldn’t find a single 
person who had anything negative to say and all who know her describe a fun, 
energetic, highly articulate and capable leader. Liked by colleagues, customers 
and partners alike – Bahrololoumi brings something to the world of enterprise 
tech that is noticeably lacking in many interactions – authenticity. It’s a word that 
is bandied around by corporate PR teams but is rarely evident and Bahrololoumi 
has it in spades. Her open and approachable manner is perfectly tempered by 
her indisputable knowledge, authoritative yet calm demeanour and unmistakable 
passion for doing the right thing.
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These are all admirable and highly desirable quali-
ties, but as I was driving through rural Northamp-
tonshire on my way to ‘Bahrololoumi Towers’ for the 
interview – I couldn’t help but keep asking myself 
the same question: how big of a step up is this job? 
Sure, Accenture isn’t exactly small fry and her role 
there was very senior – but Salesforce? In a CEO role? 
Knowing all the complexities that CEOs have to deal 
with, and understanding the dramatic differences in 
culture between the two organisations, I wondered – 
was she going to be up to it?

In late May, as some restrictions to civil lib-
erties were lifted, I popped round for a cup 
of tea to ask her exactly that and to discuss 
her heritage, responsibilities, challenges and 
ambitions as she takes on her new role.

Zahra Bahrololoumi’s (from here on, Z) ascension 
to the role of EVP and CEO UK&I at Salesforce is 
nothing short of meteoric and is some achievement 
for a girl who was once told by the Foreign & Com-
monwealth Office (FCO) that she couldn’t fulfil her 
dream of becoming a diplomat because her skin was 
the wrong colour. 

Born to Iranian parents, Z’s family came to the UK 
in the early 1970s and the hostilities and hardships 
endured by her countrymen and women had a pro-
found and lasting effect.

“Conflict was the backdrop to much of my youth. 
Although I wasn’t living in it, I have family there, so it 
was a reality, albeit a distant one. I felt very passion-
ately about peace, which sounds really naff, but that’s 
how I’m wired. I think I’m a good collaborator and 
I can see things from lots of different angles. I talked 
about it quite a lot with my Dad and my dream was to 
make a career in diplomacy and to do my bit towards 
bringing peace to the world.”

Of course, times have changed and the recruiting 

policies of most organisations have improved sig-
nificantly since the days when an employer could 
determine your suitability for a job based on where 
your parents were born. But the FCO’s loss was Ac-
centure’s (Andersen Consulting) gain and in 1998, Z 
started her career in technology.

However, she was somewhat of a reluctant em-
ployee to begin with: having completed a degree in 
Management Science at Brunel University it seemed 
an obvious path to fall into management consulting. 
A high achiever throughout school and university, Z 
had all the credentials that the blossoming consulting 
world was looking for. However, she was adamantly 
not interested in a career in management consult-
ing and insisted on being employed in a technical 
capacity, despite having virtually no technical skills.

“When I was interviewing at Andersen Consult-
ing, they offered me a job in what was then change 
management and is now considered management 
consulting. I said, ‘Thanks, but no. Unless I can join 
technology, I’m not joining.’ And they said, ‘Well, 
you’ve got no technology skills.’ And I’m like, ‘Yeah, 
I know that, but it’s the future and I really want to 
learn.’ I knew Anderson would give me a great plat-
form so I took the job and the rest is history.”

The following is taken from our Q&A during 
a COVID-secure interview at her home.

Usually when a person commits two decades to an 
organisation they are often there for life. Z had served 
22 years for Accenture so the two burning questions 
have to be: ‘why leave, and why join Salesforce?’ 

ZB “Leaving Accenture wasn’t an easy decision be-
cause I was really happy. Accenture’s a wonderful 
place, and it still is really close to my heart, but the op-
portunity to work inside Salesforce was just too com-
pelling to ignore. When I think about Salesforce, it’s a 
leader in its field and it’s so purpose driven and value 

|   C O V E R  S T O R Y   | 

I  K N E W T H I S  WA S  A N OT H E R  E X P E R I E N C E  TO  H AV E 
I N  M Y  L I F E T I M E .  S O ,  I T  WA S  A N  E A S Y  C H O I C E  TO 
J O I N  S A L E S F O R C E ,  B U T  I T  WA S  L E S S  E A S Y  TO  S AY 
G O O D B Y E  TO  T H E  W O N D E R F U L  AC C E N T U R E .

Z A H R A  B A H R O L O L O U M I
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led. The values they’ve got - trust, customer success, 
innovation and equality - they really chime with me.

“They haven’t just pivoted to these values, they 
were always very purposeful in their leadership and 
I wanted to experience it for myself. I knew this was 
another experience to have in my lifetime. So, it was 
an easy choice to join Salesforce, but it was less easy 
to say goodbye to the wonderful Accenture.”

Everyone likes a bit of gossip, and I guess they’d like 
to know about how you actually got the job. I’m as-
suming that you didn’t put your CV on Indeed?

ZB  “Ha! Not exactly. I was approached by a head-
hunter. Initially I was quite dismissive, not because I 
was dismissive of Salesforce - I really loved the company 
- I was just very happy at Accenture. I started to have in-
formal conversations with leadership at Salesforce and 
the only way I can describe it was a very warm, em-
bracing hug. The recruitment process was fascinating. 
It didn’t feel like I was being grilled through a series of 
interviews. It felt like there was a two-way conversation 
to allow me to test whether this was the right company 
for me. I’m extremely loyal - 22 years in one place. You 
don’t walk away from that easily or lightly.”

I mentioned your experience with the FCO in my 
introduction which must have been an upsetting 
and disappointing experience. But how challen-
ging was it to break into consulting in 1998 for an 
Iranian girl, with dark skin and no tech skills?

ZB “My heritage wasn’t necessarily the big thing that 
was on my mind - it was the lack of technology skills! 
However, I was one of only two women in my tech-
nology start group and there was no one that looked 
like me! I was the only dark girl in my intake and at 
the time Andersen Consulting didn’t have the kind of 
policies and outlook that we have today.”

How has your gender and heritage impacted your 
career? Do you think it’s helped or hindered you?

ZB “I definitely don’t feel like I was hindered. Ander-
son Consulting [and subsequently Accenture] have 
matured and now they really are world class in terms 
of their stance and their impact in the space of in-
clusion and diversity. I’ve been part of that journey 
and I feel really proud of what Accenture does today. 
Even at the start I was pleasantly surprised at  how 
egalitarian Andersen was. You did good work, you 
proved yourself, you delivered and you were recog-
nised for it.”

What’s been the biggest changes you have seen 
in the enterprise tech world during your 22 years – 
apart from the technology itself?

ZB “We were quite constrained in the ‘90s and we 
were very formal. You were in suits, there was a cer-
tain polish, and I think things relaxed post the dot.
com boom. I think that dot.com boom paved the way 
for people to become more themselves.”
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Yes, suddenly success looked very different – how 
did that impact you and your career?

ZB “I still have a slide that I use when I talk to folks 
about my career journey. It’s from pre 2000 and every-
thing is black and white and sepia, and then literally 
after the dot.com boom, everything was multicol-
oured. It’s like the tech world, specifically, moved into 
colour overnight.” 

What drove you in those early days to become suc-
cessful?

ZB “The main thing that fuelled my drive, influenced 
my progression and set me apart was the influence 
of my parents. I remember growing up, my parents 
always said to me, ‘you have to work twice as hard 
as everyone else; first of all, you’re a woman, and sec-
ondly you’re a brown woman’. My parents sacrificed so 
much to stay in the UK and help me forge my career - 
so of course I had to succeed. They never pressured me, 
not once, but it is my life’s work to prove their decision 
to stay was the right one and to make them proud.” 

And how did your early career at Andersen pro-
gress?

ZB “I was really fortunate that I got accelerated 
through pretty much every promotion point. I ask 
myself, ‘why was that?’  I think my drive and focus, 
I think anyone will tell you that I haven’t changed in 

22 years. Some of the nicest things that friends and 
people have said to me that I’ve worked with over that 
period of time is that irrespective of your role, you’ve 
been the same Z. And I think that is something I’ve 
held quite dear.”

You spent 22 years at Accenture and you were 
head of technology and consulting when you left. 
You now find yourself with a CEO title. Is this job a 
big step up for you? 

ZB  “Yes and no. If I consider the traditional dimen-
sions of scale and the impact, the roles are quite 
similar. It was a very large part of the business that 
I ran and was responsible for within Accenture. The 
customer accountability that I had and the customer 
responsibility was very similar.

“I think the thing that is different within Salesforce, 
for me personally, is the profile and the responsibility 
is a step up. There’s a deep sense of responsibility - the 
stakes that we have in powering the economic recov-
ery - I feel an overwhelming sense of duty. As the face 
and the most senior individual across UK and Ireland 
that is very different, that has a different profile for 
me and I love it. It weighs heavy, but it’s rewarding.”

How different is it being on the other side of the 
consulting vendor dynamic?

ZB “I constantly weigh this up and of course you can’t 
avoid the comparison. I think number one, both Ac-
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centure and Salesforce are very purpose led and value 
driven. I think that remains the same on both sides. 

“I think the key difference is within Accenture you 
have a customer base that sits within a specific profile. 
And within Salesforce, what I absolutely love is that it 
serves so many different types of customers.”

You must be dealing with lots of companies that 
you wouldn’t have dealt with before; smaller SMBs, 
right through to global enterprises.

ZB “That’s it. So that whole spectrum is a massive 
learning opportunity for me and you get to see differ-
ent challenges across these different segments of the 
market. That’s been the biggest difference. The pace 
in each of the segments is so different and I’m finding 
that really mind-blowing and incredibly dynamic.”

What’s the best thing that you’ve learned about 
Salesforce that you didn’t know before you joined?

ZB “Oh, so many things. I am blown away by the 
responsibility that Salesforce takes for enabling cus-

tomers to be self-sufficient and successful. The whole 
Trailblazer programme that Salesforce runs, the men-
tality of making sure that customers are adequately 
skilled and able to really get the value out of the solu-
tion sets, I think has really opened my eyes. The other 
thing that I didn’t really count on was the heartbeat 
that comes from HQ. I think it is really quite strong 
and I’m learning so much from that. I thought we 
would be an outpost, but everybody’s so integrated. 
It’s a large company, yet it feels very intimate and ac-
cessible.”

How challenging has it been coming into this role 
during a global pandemic? 

ZB “It’s a good question, and of course, during my 
first few weeks I couldn’t go and meet anyone, so I did 
all my first meetings and customer engagements re-
motely. In those first couple of weeks I felt like I didn’t 
fully understand the context of my role in relation to 
everybody else. Even though I had the title, you live 
your role by how you interact with others and how 

people respond to you. I could not get that sense for 
the first couple of weeks.

“However, what really jumped out of the screen was 
just how alive the culture was. People were reaching 
out to me and I was given a really warm welcome. 
My onboarding was unbelievably world class. I’m a 
structured person but this was on another level.”

It hasn’t always been a priority for Salesforce has 
it? The investment in the UK and Ireland is fairly 
recent and hasn’t been a priority market until re-
cently.

ZB “I think it’s always been an important market but 
the new commitment and allocation of investment is 
quite significant. There are lots of traditional meas-
ures that we’ll have to measure our success, but I think 
there are three key metrics.

“Firstly, customer success and that’s my number one 
priority. We are supporting our customers through 
their digitisation challenges and helping fuel the eco-
nomic recovery. I think if we can do that successfully 
and I can see that we’re delivering the value then that 

is my first and actually my most important measure 
of success. 

“The second thing is upholding and expanding 
the Salesforce culture. It is such a unique environ-
ment with innovation and purpose at the heart of 
everything it does. So upholding that, ensuring that 
we have the right impact both internally and ex-
ternally, is something that I take very seriously as 
a priority. 

“The third thing is something that is actually keep-
ing me quite awake and that is the skilling of people 
that we need to do within UK and Ireland. The Sales-
force ecosystem will create 143,000 new jobs by 2024. 
You look at that and you think, ‘wow, that’s really 
amazing’. But the question is, ‘who’s going to fill those 
jobs?’ We’re not short of people, we’re short of skills 
and I don’t think Salesforce is unique in that. We’ve 
got this amazing platform called Trailhead. It’s a free 
platform that allows people to skill themselves and 
get certified. Upskilling, reskilling and making sure we 
have the talent pipeline to fulfil our objectives is a key 
focus for us.”

I N  S A L E S F O R C E  T H E  M I S S I O N  I S  A B S O LU T E LY  F O C U S S E D  
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And finally, what milestones have you set yourself 
to measure your own performance?

ZB “As a Salesforce CEO, because the chain is quite 
clear, if we’re able to make our customers successful, 
Salesforce will be successful. And if Salesforce is suc-
cessful, then personally I’m successful and my teams 
are successful. In my opinion, that is the correct chain. 
In Salesforce the mission is absolutely focussed on cus-
tomer success and value and good things come from 
that if you focus on the greatest need. 

“It is the one thing I talk to customers about the 
most - focus on the greatest need. Solve that problem 
and then move to the next greatest need. It’s a common 
thread through my career. Every career stage or cli-
ent environment I was in, there was always a big need 
somewhere. It was either recovery, get this delivered 
by tomorrow or sell more. If I focussed on that, then 
the success would follow. That is the key to unlocking 
customer value and that is the single biggest focus for 
me, my teams and Salesforce.”

So, what did I learn from my time with Z 
and what are my big takeaways?

There is no doubt that Zahra is a 
competent, gracious and technically-
minded leader. In terms of her person-
ality and character, I can see the fit with 

Salesforce working hand in glove. She is a strong 
advocate for many of the values that Salesforce has 
been built on and the entrepreneurial environment 
will allow her to flourish to full potential. 

The skills shortage is a concern, but the main chal-
lenge will be to carve out an identity for Salesforce in 
the region. Salesforce is a very American company 
and although there is nothing wrong with that, the 
new UK&I CEO will need to find a way to put her own 
stamp on this market and bring the Salesforce brand 
to life for UK customers. 

I have no doubt that Zahra will succeed. As I said 
earlier, she brings something to a leadership role 
that very few manage to execute – a combination of 
authenticity, knowledge, empathy, modesty and pur-
pose. Her relaxed personality should not be confused 
with being easy going or lax – but who doesn’t want 
to have fun while they are saving the world? Watch 
this space for great things from Salesforce in the UK 
and Ireland… 

|   C O V E R  S T O R Y   | 

Z A H R A  B A H R O L O L O U M I

038-ZAHRA_v2.indd   48038-ZAHRA_v2.indd   48 09/06/2021   21:4009/06/2021   21:40



49v i s i t  u s    E R P. T O D AY

So, what do we need 
to know about Sales-
force? Well, pretty 
much everyone rec-

ognises Salesforce as a CRM 
vendor – that’s customer 
relationship management – 
and companies of all shapes 
and sizes use their products 
and services to manage 
sales, opportunities and 
marketing activities. Unlike 
most other proprietary soft-
ware vendors, the Salesforce 
offering cuts across geogra-
phies, industries and size of 
customer and boasts more 
than 150,000 customers 
worldwide. 

Salesforce was one of the 
original cloud companies, 
set up by Marc Benioff and 
a small cohort of software 
engineers in February 1999. 
The firm’s base of operations 
was a one bedroom apart-
ment in San Francisco and 
was launched with the aim 
of becoming ‘a world-class 
internet company for sales 
force automation’, or to bring 
about ‘the end of software’, 
depending on whether you 
reference Benioff’s original 
marketing statement or the 
one currently on the SFDC 
web site.

Salesforce.com (SFDC) 
business model was truly 
revolutionary. The proprietary 
software industry had been 
selling business applications 
as locally hosted products 
for more than 50 years but 
Benioff et al conceived a 
better way to deploy and 
manage business technology 
by extending the concept of 
application service providers 
to a fully remote provision of 
applications as a service. 

Not only was the technical 
deployment of these applica-

tions a radical shift from the 
norm, so too was the pricing 
model. Benioff believed that 
subscription billing, which 
goes up as customers use 
more and down if they use 
less, was a far more equitable 
way to charge for services. 
Allied to this avant-garde ap-
proach to products and pric-
ing, SFDC was one of the first 
companies to be born out 
of purpose. From the outset, 
Benioff and the other co-
founders believed in an obli-
gation to develop a company 
built on principles – what we 
call today, corporate social 
responsibility. The founders 

wrote their V2MOM (Vision, 
Values, Methods, Obstacles, 
and Measures) strategic 
plan in late 1999 and was 
designed to provide employ-
ees with a clear vision for 
the business and align the 
organisation around com-
mon goals. In true start-up 
fashion, the original draft 
was written on the back of 
an envelope and, even today, 
V2MOM remains at the core 
of how SFDC runs its business 
and continues to guide the 
decisions they make.

Salesforce is the number 
one CRM worldwide and its 
focus on industry specific 
solutions will only solidify its 
position as the benchmark. 
It currently offers 12 vertical 
clouds that provide purpose-
built functionality, data 
models and processes, all 
designed by industry experts. 
It ranks as number one on 

the new Cloud Wars Industry 
Cloud top 10 list and boasts 
an impressive industry cloud 
run rate of more than $2bn, 
some way ahead of its near-
est rivals: Google, Oracle, 
SAP and Infor. In 2020, Sales-
force significantly expanded 
its industry-specific product 
portfolio, acquiring Vlocity 
and adding four more indus-
try products in media, com-
munications, energy & utilities, 
as well as new public sector 
solutions.

Our view is that Salesforce 
will become more dominant 
and relevant in the near-term 
as it offers something that very 

few other software vendors 
can – differentiation. No en-
terprise can carve out a niche 
through core ERP applica-
tions – one finance module 
is the same as the next and 
core ERP (other than equally 
vertical-specific offerings) are 
soon to become commod-
itised solutions which add very 
little in the way of contrast. 
Salesforce, on the other hand, 
operates in a space where 
organisations can differenti-
ate themselves by building 
unique relationships, deliver-
ing personalised services and 
driving sales with both new 
and existing customers. As 
businesses rebound from the 
last 18 months, the emphasis 
on growing sales, maintaining 
customer relationships and 
delivering unique and person-
alised services will intensify. 
Creating seamless experi-
ences and developing new 
and innovative ways to attract 
and retain customers will be 
the number one priority for 
enterprise leaders and Sales-
force is uniquely positioned to 
capitalise on that.

A BIT ABOUT SALESFORCE

S A L E S F O R C E ,  O N  T H E  OT H E R  H A N D,  O P E R AT E S  I N 
A  S PAC E  W H E R E  O R GA N I S AT I O N S  C A N  D I F F E R E N T I AT E 

T H E M S E LV E S  BY  B U I L D I N G  U N I Q U E  R E L AT I O N S H I P S

F R O M  T H E  O U T S E T,  B E N I O F F  A N D  T H E  OT H E R 
C O - F O U N D E R S  B E L I E V E D  I N  A N  O B L I GAT I O N 

TO  D E V E LO P  A  C O M PA N Y  B U I LT  O N  P R I N C I P L E S
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When Dr Clare Wenham from the London School of Economics was 

interviewed by the BBC last year about her views on local lockdowns, it was 

the presence of her young daughter that stole the show.  It was a real moment 

that reflected both the joys and complications of working from home and 

one that most working parents would have recognised. The challenge of 

remote communication was laid bare but also the potential. Distance had 

been conquered, at least technically, but what about emotionally?
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to design and deliver the best possi-
ble transformational outcomes for our 
clients, while building trusting, long-
lasting relationships along the way. 
How do we do this working remotely? 
How can we navigate the complexities 
of these relationships when the world 
has just become more complex?

HERE IS WHAT I’VE LEARNED
Be a people person. Focus on what’s 
in front of you.

It may sound a little obvious but 
focussing on internal relationships 
makes a lot of sense. Given the com-
plexities of work and the huge poten-
tial for distraction, ensuring you have 

nurtured strong relationships with 
colleagues should stand you in good 
stead. These are the people you need 
to rely on for support, for ideas, inno-
vation and action. There needs to be 
mutual trust but that has to be earned.

It’s important to establish open lines 
of communication, a clear definition 
of roles and set boundaries and ex-
pectations. This should go both ways. 
It’s about establishing a team ethic, 
not a hierarchy. How people want to 
work together will of course vary but 
this is about finding common ground 
and enabling people. While we don’t 
always get it right, it doesn’t mean you 
shouldn’t try, continually self-evaluate 
and look to improve.

An important part of this process 
is diversity. We have to draw on a 
breadth of knowledge and experi-
ences, across all social and ethnic 
groups, to deliver a truly dynamic, 
modern-thinking and engaging team 
of problem-solving people. As our 
own research has revealed, diverse 
businesses create better outcomes 
for customers and better business re-
turns, through improved innovation 
and relevance.

So, take some time to get to know 
your colleagues and, if you are not 
already, actively push policies that 
deliver on diversity, to build a team of 
people who are proud of the organi-
sation they work for and share your 
vision. At PwC we have strategists, 
change managers, innovation think-
ers, cyber and risk experts. They are 
all part of a strong team that empow-
ers us to build external relationships 
with our vendors. We encourage our 
teams to bring a fresh and challenging 
perspective to every engagement, to 
become independent advocates and 
partners to our clients.

As I have already suggested, rela-
tionships over distance can be dif-
ficult. They need time and attention. 
They need to be nurtured. This doesn’t 
mean you have to set up weekly team 
games (remote quizzes are not for 
everyone) but it’s important to respect 
roles and colleagues’ professional and  

The book Love in the Time of Cholera 
by Gabriel García Márquez poignantly 
depicts the tensions between love and 
distance during times of a cholera out-
break and economic crisis in early 20th 
century Colombia. The relationship 
between Florentino and Fermina is 
seemingly real but the distance gives 
them a false connection. In real-
ity they have drifted apart, which in 
many respects echoes the problems 
that we all potentially face when try-
ing to manage long distance relation-
ships with our colleagues, customers 
and partners.

Having been appointed from my 
previous role within PwC to CTO and 
head of tech consulting during the 
pandemic, I know only too well how 
strange it is to only meet your new col-
leagues online. Coupled with long pe-
riods of isolation and the increasingly 
sedentary, bleary-eyed symptoms 
of virtual working, it is understand-
able how these could be the perfect 
conditions for relationships to die, 
or not even start at all. So how are we 
expected to ensure relationships with 
colleagues, clients and vendors are 
preserved let alone thrive during this 
time of continued remote working?

A big part of my role is managing our 
strategic alliance relationships. In my 
international career of 20-plus years, I 
have worked on a number of projects 
with vendors where we came together 

F
or anyone starting a new job during the pan-
demic or trying to establish new relationships 
with suppliers and partners, remote contact 
has been the default. Has it worked? Almost 
certainly, to some extent, because it has had 
to work. But what does that really mean? Have 

those Zoom or Teams calls managed to establish strong bonds 
or are we kidding ourselves? Conducting one-off interviews is 
one thing but maintaining long distance relationships is quite a 

different challenge altogether.  
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born Yacht during Oracle Openworld 
2020. This year, as I sat in front of my 
laptop, with my VR headset on attend-
ing our virtual event, understandably 
thoughts centred on the value of hu-
man interaction and the role this plays 
in client engagement. The subtleties of 
speech, the nuances, the asides.

Technology will have to increasingly 
enable smooth online communication 
but culturally we also have to adapt to 
accept remote relationships as part 
of the mix. For many that may mean 
investing more in home-enabling the 
workforce, ensuring the best possible 
internet speeds and secure connec-
tions. It will also demand discipline.

Above all we have to find sustain-
able paths of engagement with cli-

ents and vendors. 
There will be no one-
method-works-for-
all approach, so we 
will have to be agile 
in our work and how 

we communicate and collaborate. Us-
ing a mix of virtual and in-person ap-
proaches, we can hopefully stave off 
the fear and anxiety of separation.

As we emerge from lockdowns into 
increasingly hybrid working worlds, 
this will become apparent. Percep-
tions of loss of control may force some 
to return to old habits using new tools. 
But times have changed. We have to 
adapt, look after our colleagues and 
partners and move forward together in 
order to collaborate and deliver cus-
tomer satisfaction. As Márquez once 
wrote, “no medicine cures what hap-
piness cannot.” 

Mark Moffat is CTO and head of tech 
consulting at PwC UK & EMEA

personal challenges as we emerge 
from lockdowns, opportunities to 
meet up and cement relationships are 
opening up. It’s important to remem-
ber that old wise, if not a little cheesy, 
saying, ‘you are only as good as the 
people around you’.

JOIN THE CLUB 
AND GET PERSONAL
Before the pandemic, video calls 
tended to be rare and a mixed bag, 
with many attendees not turning their 
cameras on so they couldn’t be seen. 
It’s now pretty much standard and ex-
pected. Maintaining face-to-face con-
tact with colleagues is really important 
to develop relationships, 
especially while working 
remotely.

Regular video calls 
certainly help and are 
necessary for all those 
long working sessions  
when scoping and de-
livering projects. When-
ever the rules permitted, 
I tried establishing some sort of in-
person contact with my key vendor 
relationships – be it an occasional 
walk or early morning run – and it 
certainly worked on so many lev-
els. I’d even go as far as saying some 
conversations were deeper than 
your usual informal chats after work. 
We didn’t have nearly as many dis-
tractions and conversations were 
often both personal and business-
oriented. It becomes quite simple  
– we are social animals. We need each 
other and are stronger together.

With regards to client relationships, 
it helped that PwC already had experi-
ence of working remotely. Not every-
one was new to the concept of video 
calling and remote collaboration. This 
of course, stood us in good stead when 
the lockdown came. We already had the 
infrastructure, technology and training 
in place so our staff could be agile and 
adapt. As an example, we were working 
on a cloud transformation with Direct 

Line Group and at a critical point in the 
project the world went into lockdown. 
Despite all the potential for interrup-
tion, it was remarkable how little mo-
mentum on the project was lost and 
we were able to successfully transform 
their finance capability, all enabled by 
Oracle Cloud.

BE LOYAL BUT OPEN 
TO CHANGING NEEDS
Technology can be a complex and 
unforgiving landscape. For one, it 
never stands still and will leave be-
hind those that don’t look ahead or 
look to embrace change. Our vendor 
relationships by definition become 

‘polygamous’. Both 
parties understand 
that’s the nature of 
the business land-
scape, so if we are all 
to continue to move 
forward and collaborate, we all need 
to ensure we understand the evolving 
role of technology and what we can 
bring to the party for our clients.

Maintaining ongoing relationships 
with vendors is essential, but it is also 
important to be constantly on the 
lookout for new relationships. As the 
pandemic revealed, there is a thin 
line between making it or breaking 
it for both new and established rela-
tionships. It all comes down to trust, 
transparency and communication 
but that doesn’t just happen. It needs 
constant attention, development and 
re-evaluation.

I vividly remember the last in-per-
son event we hosted with over 400 
clients and partners aboard the Sun-

    “ T A K E  S O M E  T I M E  T O 

          G E T  T O  K N O W  Y O U R 

C O L L E A G U E S  A N D ,  I F  Y O U  A R E 

N O T  A L R E A D Y,  A C T I V E LY  

P U S H  P O L I C I E S  T H A T 

D E L I V E R  O N  D I V E R S I T Y ”
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NO SPORT IS MORE CLOSELY INTERTWINED WITH 

THE WORLD OF TECHNOLOGY THAN FORMULA 1. 

EVER SINCE THE GLOBE’S PREMIER MOTORSPORT 

SERIES WAS FIRST STAGED IN 1950, TEAMS HAVE 

PUSHED THE BOUNDARIES OF INVENTION TO GAIN ANY 

POSSIBLE ADVANTAGE ON THE TRACK.  B Y  S T E V E  M C C A S K I L L
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useful. Teams need rapid, high qual-
ity insights to inform car development 
and to optimise race strategy.

As McLaren’s principal digital archi-
tect, Ed Green is responsible for the 
team’s end-to-end data architecture. 
This covers everything from trackside 
servers and high performance com-
pute (HPC) environments that power 
virtual wind tunnels enabled by com-
putational fluid dynamics (CFD), to 
the device applications used by engi-
neers. 

“With the new regulations coming 
in 2022, you want to be as efficient as 
possible,” he says. “You need to make 
sure you’re not wasting any more time 
than you need to, so the faster we can 
get the data from the CFD, the wind 
tunnel and track, the faster you can 
make the car.”

In the modern era, data-driven in-
novation is the name of the game. A 
common expression within the pad-
dock is that Formula 1 was doing big 
data before the term was coined as 
teams have been collecting, process-
ing, and analysing huge amounts of 
information to inform car design and 
race strategy for several decades.

“I was probably part of the first gen-
eration of engineers to work with this 
level of data back in the 1990s,” says 
Rob Smedley, a former race engineer 
for several teams and now head of 
data systems at F1. “You’ve got to get 
the value out of it as fast as possible 
and that requires a complex but user-
friendly data architecture.”

As teams seek to squeeze as much 
out of this data as possible, they have 
more recently turned to enterprise 
technologies used in other industries, 
such as cloud computing, business 
software, and analytics.

The world of F1 provides vendors 
with an extreme, high-profile show-
case for their wares and relationships 
have transitioned from mere sponsor-
ships and customer arrangements into 
genuine partnerships that influence 
the development of business technol-
ogies for everyone. 

GETTING MORE OUT 
OF THE DATA
Each Grand Prix is the final stage of 
a development cycle lasting months. 
Every year, teams attempt to design 
the best possible car within the con-

straints of certain specifications and 
rules known as the ‘formula’. This is 
an iterative process, with engineers 
providing upgraded components 
throughout the season to make the car 
go as fast as possible.

The 2022 regulations (delayed from 
2021 due to the pandemic) include a 
new car design, complete with a new 
front wing shape, simplified suspen-
sion, new rear-end layout, underfloor 
tunnels, and wheel wake control de-
vices. The car will also run on 18-inch 
wheels with low profile tyres for the 
first time.

The greater volume and variety of 
data that a team has at its disposal, the 
better. Each car produces millions of 
data points that are harvested in test-
ing, races and in wind tunnels. But it’s 
no use collecting this data if it isn’t 

       YOU’VE GOT TO GET 
THE VALUE OUT   
          OF IT AS FAST AS
   POSSIBLE AND 
       THAT REQUIRES 
        A COMPLEX BUT 
   USER-FRIENDLY  
  DATA ARCHITECTURE

ROB 
SMEDLEY

HEN JUST A FRACTION OF A SECOND CAN BE THE 
DIFFERENCE BETWEEN WINNING AND LOSING, NO STONE 

IS LEFT UNTURNED IN THE PURSUIT OF SPEED. MANY OF THE 
SAFETY AND PERFORMANCE FEATURES OF MODERN ROAD 

CARS THAT WE TAKE FOR GRANTED, SUCH AS STEEL DISC BRAKES, 
ACTIVE SUSPENSION, AND EVEN REAR-VIEW MIRRORS, OWE 

THEIR EXISTENCE TO THIS FIERCELY COMPETITIVE ENVIRONMENT.
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S ince 2018, McLaren has 
partnered with Dell Tech-
nologies to transform its 
workspace and server in-
frastructure, and now the 
focus is on performance. 

For practical and regulatory reasons 
only a fraction of the team travel to each 
race. Instead, two IT engineers and a 
tech kit described as a third car contain-
ing equipment such as hyperconverged 
infrastructure (HCI) are deployed on site. 

Advanced networking and cloud 
applications are essential to send this 
data from the pit lane back to McLaren’s 
Woking HQ, but some workloads must 
remain as close to the car as possible. 
Latency-sensitive functions remain 
close to the point of collection, while 
less time-sensitive data is sent back 
to the team base. In this regard F1 is a 
perfect example of the benefits of edge 
computing.

“You have latency challenges when 
you’re at a circuit in the middle of no-

ED GREEN
MCLAREN

THE FASTER  WE CAN GET 
       THE DATA FROM THE CFD, 
            THE WIND TUNNEL 
  AND TRACK, THE FASTER 
           YOU CAN MAKE THE CAR

plied to F1 and KX’s database is so 
lightweight that it can be deployed on 
almost any device. This lends itself well 
to edge computing and increases the 
amount of real-time data that can be 
fed into Williams’ applications. 

“Ultimately what the KX technology 
brings is speed and efficiency – not 
just in terms of how we can process 
live data but the turnaround time for 
our other processes,” says Barney Has-
sell, head of vehicle dynamics at Wil-
liams Racing.

“The ability to query large datasets 
and examine trends in car performance 
that the human eye can’t see – at least 
in any reasonable timeframe – is sig-
nificant. If we need to decide on gear 
ratios for next year’s car then we can 
look at our historical data but if this is 
stored in various log files, this would 
take ages. We can also kill off wind 
tunnel simulations if they are pointless 
and if we are making good progress, we 
can identify it quickly and continue.”

where and if you send that back then 
you’re making decisions based on 
where the car was, not where it is,” 
Green explains.

Dell says many of the challenges 
that McLaren faces, such as security 
and data governance, are the same as 
those faced by firms in other indus-
tries but that the extreme conditions 
and speed required are unique. The 
company says lessons learned can be 
applied across its offering to the ben-
efit of all its customers. 

“McLaren push us and if I can get 
the technology to work in the pit, then 
I can get it to work in a traditional en-
vironment,” adds Dayne Turbitt, SVP 
and UK GM at Dell Technologies.  

The need to extract maximum data 
as quickly as possible is why Williams 
Racing has turned to KX, a data ana-
lytics firm that built its reputation in 
the financial sector. Both sides saw 
how the collection of rapid, accurate 
information for trading could be ap-

|   S E C T O R  F O C U S   | 

F O R M U L A  1

054-F1.indd   58054-F1.indd   58 07/06/2021   18:2807/06/2021   18:28



59v i s i t  u s    E R P. T O D AY

PROFESSIONALISING 
THE BUSINESS
Aston Martin is one of the most famous 
names in the car industry but its F1 
team is actually the newest on the grid 
after it rebranded from Racing Point 
in the close season. The team is ambi-
tious, as demonstrated by the signing 
of former world champion Sebastian 
Vettel and the plan to create a new state-
of-the-art, sustainable factory by 2022.

Technology is a critical part of this 
strategy and Cognizant has been 
signed up as both a title sponsor, re-
flecting the commercial value of F1 
for the IT industry, but also as a key 
partner. 

“Cognizant is helping us to develop 
and improve the technology that is 
collating and analysing our data,” ex-
plains Otmar Szafnauer, Aston Martin 
CEO and team principal. “This is vital 
because we simply generate so much 
data, whether it’s from the sensor tech-
nology on the cars, the powertrain, 
our tools that help to make the car go 
quicker, CFD, or even our wind tunnel.

“Cognizant’s data scientists will 
then analyse all of the data that is gen-

DAYNE 
TURBITT
DELL

MCLAREN PUSH US AND 
     IF I CAN GET THE TECHNOLOGY 
TO WORK IN THE PIT, 
    THEN I CAN GET IT TO WORK IN 
        A TRADITIONAL ENVIRONMENT

erated, which ranges from information 
on speed and acceleration, to engines, 
rpm, and the slipstream, to help us 
find any areas for improvement on 
the car, including improved efficiency. 

“We’ll be able to efficiently analyse 
all of this data and make better, more 
informed decisions. This will enable us 
to go quicker around the track this year, 
but also help to identify areas for im-
provement and modifications that we 
can start thinking about for next year.”

The use of enterprise staples like 
ERP and CRM software provides fur-
ther evidence that F1 is not too dis-
similar from other industries. Aston 
Martin is also using IFS Cloud, a plat-
form typically used in asset-intensive 

industries like logistics, mining and oil 
and gas to make sure its components 
are in the right place at the right time 
and to manage costs so it can confirm 
it is meeting regulations. 

LOOKING FORWARD
And like any other business, F1 has 
customers. The more fans a team 
has, the more eyes it has on the car, 
and the more it can earn from spon-
sorships. Red Bull’s partnership with 
Oracle not only gives the team access 
to tools that can drive performance, 
but also cloud marketing applications 
that will enable new ways to drive en-
gagement. Red Bull hopes to provide 
fans with data-driven insights and ex-
periences that bring fans closer to the 
team wherever they are in the world.

Digital capabilities are also impor-
tant. McLaren is also using Cisco’s 
Webex to power ‘Slipstream’, a live 
streaming service for its partners to 
gain behind-the-scenes insights into 
the team, and Aston Martin hopes 
Cognizant’s augmented and virtual 
reality (AR and VR) capabilities could 
eventually lead to road car sales.

The rise of artificial intelligence (AI), 
machine learning (ML) and simulated 
wind tunnels raise the possibility that 
car design could one day be completely 
automated. But those within F1 believe 
the role of technology within the sport 
will continue to be one of enabling 
engineers, strategists and drivers to 
achieve their full potential. 

“AI is already a reality but it’s aiding 
the decision-making process rather 
than making decisions on our behalf”, 
says Green. “When you’ve got just 
three seconds for a pit window, your 
strategy can be disrupted if you make 
the wrong call. AI gives our team the 
right information at the right time – 

F1 teams go to great lengths 
to shave even a millisecond off 
their times. It’s the difference 
between winning and losing 
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either on the pit wall or in the factory 
designing parts. But we need to make 
sure we’re giving the AI the right data.”

“The most accurate model available 
is still the car on the track and physical 
modelling is still giving us better results 
than the simulated environment in cer-
tain conditions,” adds Smedley. “But 
CFD is so much more precise now and 
what we do would be very difficult to 
do in a physical wind tunnel. 

“Will the simulation environment 
ever match the physical environment? 
The answer is yes, but not yet.”

HOW F1 IS USING 
CLOUD TO MAKE THE 
SPORT MORE EXCITING
By its own admission, F1 was a bit 
behind the times when it came to its 
digital strategy before Liberty Global
took over the sport in 2017. But since 
then, digital has been a major focus 
for the organisation as it seeks to build 
and engage its fanbase.

Enhanced broadcast presentation, 
a revamped social media presenta-
tion, and eSports have all formed part 

COGNIZANT IS HELPING US TO DEVELOP 
        AND IMPROVE THE TECHNOLOGY THAT IS 
COLLATING AND ANALYSING OUR DATA

F1’s digital strategy includes 
a revamp of social media presentation 
and a wide-ranging cloud partnership 
with Amazon Web Services

OTMAR 
SZAFNAUER
ASTON MARTIN
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of this strategy, as has a wide-ranging 
cloud partnership with Amazon Web 
Services (AWS).

As part of the deal, Formula 1 has 
migrated its systems to the cloud and 
is using AWS’s capabilities to make the 
sport more appealing through new 
regulations that will be introduced 
next year.

“Our fan survey showed they didn’t 
necessarily want more overtaking, but 
closer, more exciting wheel-to-wheel 
racing,” Smedley said. “When we 
started digging into the reason why 
races weren’t closer, we realised it was 
a legacy of aerodynamic performance. 
When a car is following another in 
front it loses up to 40 percent of down-
force. That’s a lot of performance and 
lap times were being affected.”

The answer was to run simula-
tions in a virtual wind tunnel, but 

this is a hugely compute intensive, 
time-consuming process when us-
ing on-premise equipment. AWS’s 
high-performance compute (HPC) 
capabilities to run a huge number of 
concurrent simulations until they had 
finalised a design meant cars didn’t 
suffer such a loss in downforce when 
tailing the car in front. 

The design is now part of the 2022 
regulations and it’s up to the team en-
gineers to find additional performance 
within the framework that will result 
in closer racing. 

F1 is also using AWS’s ML capabili-
ties to find ways that it can combine 
its huge historical database with real-
time data collected from the cars to 
make the sport more exciting for 
viewers.

“I use my experience working for 
teams and try to create a technical so-

lution that my colleagues in the media 
department can turn into something 
usable and entertaining,” explains 
Smedley. “Analysing our database is a 
hugely complex modelling and algo-
rithmic problem that lends itself well 
to machine learning.”

The result is F1 Insights – statistics 
that appear on television graphics and 
digital channels, hoping to provide ad-
ditional context for seasoned viewers 
and explain concepts and events to 
newer fans. These include predicted 
pit stop strategy, tyre performance and 
corner performance, but also evolving 
stats such as car and team develop-
ment over the course of a season.

“We hope these insights tap into a 
younger audience that wants more 
data, they’re more immersive and 
help get the message across,” says 
Smedley. 
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tems. In turn, they can be more 
flexible and responsive using 
new cloud-based systems. Busi-
nesses that adopt new digital 
tools gain a chance to develop 
practices that keep pace with 
market demands.

• Greater profit: Deloitte re-
ported that digitally mature en-
terprises see industry-leading 
revenue growth and profit mar-
gins – demonstrating the power 
of digital transformation as a 
true differentiator.

With the notable benefits of 
digital transformation, it’s easy 
to see that it’s an essential ele-
ment of meeting the demands of 
today’s economic climate.

Companies with the most 
successful transformations have 
gone well beyond simply im-
plementing new technologies. 

They’ve also adopted a different mind-
set about what digital transformation 
actually means. These companies see 
it as a long-term process that involves 
each person at the company – not just 
the primary decision-makers. 

Digital transformation is 
a mindset, not a magic trick
Though digitising processes and sys-
tems is certainly an essential element 
of modernising a business, it doesn’t 
solve the whole problem. The core 
technology purchase is only the first 
step. The real work of digital transfor-
mation is its full implementation, user 
buy-in and training, and subsequent 
application integrations. 

This process involves a critical mind-
set shift that business leaders need to 

D igital transfor-
mation has be-
come a popular 
tech trend. Busi-
nesses aiming to 
succeed in to-

day’s digital economy are shifting 
manual, analogue processes and 
systems, and transforming them 
with modern technology. While 
the goal of streamlining and up-
dating systems and tools may be 
what attracts decision makers to 
digital transformation initially, 
many don’t consider the deeper 
level of investment required to 
create a truly connected business. 

Instead, they have been led to 
believe that digital transforma-
tion is a magic trick where they 
simply wave a digital wand to 
change a process or two. Poof! 
Their business is revolutionised. 

Though the digital aspect is an 
important part of transformation, 
businesses that view digitisation as a 
one-step process miss several com-
ponents that are required to make the 
transition truly successful.

Benefits of digital 
transformation
Digital transformation isn’t just about 
modernising tools and processes, it’s 
about gaining an edge in the market-
place. A report from Gartner notes 
that two-thirds of business leaders say 
they need to digitise to stay competi-
tive. Below are some of the broader 
business outcomes that digital trans-
formation can support.
• Increased efficiency: digital ap-

proaches such as automating business 
processes reduce redundancy and in-
crease efficiency across a company 
– helping workers tackle tasks accu-
rately and rapidly.

• Deeper insights: in addition to im-
proving manual tasks, digital transfor-
mation also provides business leaders 
with invaluable insights through real-
time data from across the company 
that might otherwise be siloed. This 
gives companies comprehensive, ac-
tionable information, which helps 
serve existing customers and advance 
business objectives. 

• Greater innovation and agility: digi-
tal transformation allows companies 
to let go of slow, outdated legacy sys-

B Y  J O N  R O S K I L L

Digital transformation 
is not a magic wand

IT’S A POWERFUL WAY TO REIMAGINE BUSINESS



63v i s i t  u s    E R P. T O D AY

adopt to reap the benefits of their new 
technology investments. They must 
understand that digital transformation 
should be considered a way of life – not 
a one-and-done system upgrade. 

As an MIT Sloan Management Review 
and Deloitte’s global study showed, 
digital transformation isn’t really about 
technology. It’s about how companies 
integrate technologies to understand 
and transform the way they work. In 
other words, the transformation is on-
going, well after new tools have been 
introduced. According to McKinsey & 
Company, 70 percent of digital trans-
formations don’t achieve their desired 
goals. In order to ensure a transfor-
mation is successful, it’s important to 
think about it as a continuous process, 
not a one-time change that occurs over 
a single weekend. 

The human component of the shift 
cannot be underestimated either. Ac-
cording to a Gartner survey, the top 
internal roadblock to a business’s suc-
cessful digital transformation is to 
overcome ‘culture challenges to accept 
change.’ All employees, from the front-
line to the C-suite, must understand the 
reasoning behind transformation and 
how it will improve their roles within 
the company. In other words, the trans-
formation won’t be as successful if the 
people affected by the changes don’t 
understand the ‘why’ that’s driving it. 
As the Harvard Business Review stated, 
“To harness people’s full, lasting com-
mitment, they must feel a deep desire, 
and even responsibility, to change.”

Culture and technology are one in 
the same in digital transformation. A 
company’s workforce must play an ac-
tive role in driving progress and inno-
vation after new technologies are rolled 
out. Everyone must see the transforma-
tion as an ongoing, systematic solution 
that drives greater transparency, agil-
ity, and growth. Achieving these goals 
is no easy feat, but there are a few best 
practices that can help business lead-
ers set themselves up for success as 
they plan their digital transformations. 

Ensuring success with 
digital transformations
Taking a phased approach to digital 
transformation is one of the surest 

• Preview the changes ahead: ex-
plain that beyond using new tools or 
processes, digital transformation will 
change the way a company manages 
data, how it sets and reaches goals, 
and ultimately how decisions are 
made. Establish that the transforma-
tion will usher in a new approach to 
work, individually and collectively. 

• Synchronise records, data sources, 
and systems: the goal of digital trans-
formation is to streamline operations 
and communications. If an organisa-
tion comes through the process with 
data silos intact, then it has missed 
one of the larger benefits of the pro-
cess.

• Make consistent enhancements: 
technology is always evolving, mean-
ing IT leaders must regularly integrate 
new capabilities to future-proof the 
company. After initial implementa-
tion, the company may also learn what 
they want to tweak or adapt to better 
suit their needs. Having flexibility to 
do so will ensure the transformation 
is customised to the company’s evolv-
ing needs.

The idea of an overnight, effort-
less digital transformation does not 
exist. To truly transform, companies 
must consider the process as a shift 
in the way the company works. To do 
that, the transformation will require a 
whole-hearted approach that drives 
interest and buy-in for the project at 
every level. 

Leadership support from the out-
set will provide the foundation and 
vision for the work ahead, while ob-
taining input from employees who 
will be using the new systems and 
technologies can inform the changes 
as well as how and when implementa-
tion unfolds. This will impact how well 
the new approach is adopted and how 
it drives employee satisfaction at the 
same time. Companies that see digital 
transformation as an ongoing process 
of reimagining their business will reap 
its full benefits and be well positioned 
to succeed in the marketplaces of to-
morrow. 

Jon Roskill is CEO at Acumatica

paths to success. The future effective-
ness of the project often hinges on 
the stages before the transformation 
begins, which include winning buy-in 
from key leaders and creating a clear 
plan to communicate the changes 
ahead. In addition, transforming the 
business in phases can be helpful. For 
example, the company could start with 
updating financial systems, then move 
to other areas, such as distribution, 
once the first is well underway. The 
following can be used as a high-level 
guide for ensuring effective transfor-
mations.

• Win executive buy-in first: without a 
C-suite champion for the changes, the 
project might wither on the vine or 
lack the support and visibility needed 
to pull it off.

• Gain broader leadership support: 
although leaders sign off on the funds 
to initiate the project, true digital trans-
formation won’t happen without the 
drive and excitement from leadership 
throughout the entire organisation. 

• Prepare the path with a culture 
of change: internal communication 
around digital transformation is criti-
cal. Be sure to secure the perspective 
of employees on the front lines and 
share the vision and goals of the 
changes. In addition, discuss how 
the changes will benefit the organisa-
tion as well as deliver on specific em-
ployee needs.

IN ORDER TO 
ENSURE A 

TRANSFORMATION 
IS SUCCESSFUL, 
IT’S IMPORTANT 

TO THINK ABOUT 
IT AS A 

CONTINUOUS 
PROCESS
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Over the past year, we have all been 
forced to embrace new technologies 
– hands up if you had not used Zoom 
before March last year – and exploit its 
capabilities to the full. An impromptu 
meeting, called at short notice, with 
everyone able to see and share the 
same information on the screen in 
front of them is now taken for granted. 
Contrast that with attempting to corral 
and then squeeze twenty people into a 
ten-person meeting room (if you can 
find one available) and have everyone 
peer at a laptop screen or projector.

So, if we fast forward to where we are 
today, the argument that there is lack of 
productivity with remote working sim-
ply isn’t borne out by the evidence, as 
demonstrated by the significant num-
ber of programmes delivered through-

out the pandemic. I’m sure many programmes 
have had their ‘moments’, however it has proven 
that with willingness, sponsorship and a good 
quality workforce, these programmes can be 
delivered with equally good efficiency and with 
much lower costs, both from a bottom line but 
also from an environmental perspective. This 
is factoring more and more in the customers’ 
psyche, ensuring efficiency in all aspects of de-
livery, including the often unnecessary travel as-
sociated with hundreds of resources all over the 
country like driving, flying, boarding a train just 
to sit at a desk on the customer’s site for eight 
hours a day, repeated five times a week!

There are great benefits for our employees too; 
there have been many studies to suggest that ef-
ficiency in delivery, when people have the flex-
ibility to work remotely, increases significantly. 
The days of default requests of resources to be 

S
o, what have we learned 
from this pandemic in our 
modern era of programme 
delivery?

Whilst many areas of our 
business world have felt a significant 
impact, those in the ERP and digital 
transformation sector have certainly 
managed to adapt and in many cases 
improve their efficiencies in delivering 
significant programmes remotely.

In many cases, having a cloud plat-
form was a necessity for organisations 
both in the public and private sector to 
operate with a flexible, remote work-
force. Hence prioritising a cloud ERP 
implementation in the stack of busi-
ness transformation projects became 
the number one requirement.

So, let’s reflect back to before the 
pandemic. In many of the larger delivery pro-
grammes, most of the top tier consultancies op-
erated with a significant on-site presence. This 
was often used to justify the significant costs 
and expenses. In fact, this was not only recom-
mended by the consultancies, but it also became 
the norm for customers to demand this from all 
parties involved in the delivery. 

Add to this the misconception that ideas can 
only be fostered and shared effectively when 
people are in the same room and you can see 
why this often led to a sense of comfort while 
resources were on-site and a fear that if people 
were working remotely, no progress was being 
made. We all have seen this in the past, with 
requests to have resources onsite with no real 
business need other than to satisfy the percep-
tion that ‘if they’re not here, they’re not being 
productive’. 

In many 
larger delivery 
programmes, 

most of 
the top tier 

consultancies 
operated with 

a significant 
on-site 

presence

Why is a remote 
delivery model

B Y  S T E V E  P U L L E E

BETTER THAN BOOTS ON THE GROUND?



65v i s i t  u s    E R P. T O D AY

the ground five days 
a week in order to be 
successful. There will 
always be aspects and 
phases of programme 

delivery where face-
to-face contact is highly 

advantageous to provide 
efficient outcomes, but 

surely these can be defined 
from the start and planned 

accordingly? 
There will always be people who 

prefer to either work on-site and/
or have their suppliers working on-site. 

Conversely, there will be those that embrace the 
completely remote working model having seen 
that succeed. In reality, I see the new normal 
being a hybrid approach, where the majority of 
on-site activity will take place only in the early 
stages of a project, where face-to-face interac-
tions to build relationships and agree the key 
components and project phases will be advan-
tageous.  

It’s certainly a positive thing to control these 
critical phases with in-person workshops and 
face-to-face sessions. The ‘quick question’ or 
the ‘not sure I fully understand’ scenario in 
these early project phases tends to play out 
better face-to-face, reading body language and 
having personable conversations to ensure cus-
tomers and project stakeholders are completely 
comfortable with what the project is aiming to 
achieve. This is undoubtedly beneficial. A more 
remote working model following on when re-
lationships are in place will likely become the 
industry accepted way that we deliver successful 
programmes. 

The key ingredients to any successful pro-
gramme still override whether resources are 
needed on the ground or based remotely. These 
comprise of good customer sponsorship, clear 
governance and planning, a robust, achievable 
business case and a knowledgeable, dedicated 
team. 

on-site every day of the 
week look to be a thing 
of the past. 

Due to the COVID-19 
pandemic forcing the 
entire population to 
start working differently, 
we have all had to adapt 
and overcome obstacles 
with no real option other 
than to deliver remotely. Or-
ganisations have more trust and 
can see the evidence that shows 
that projects still get delivered when 
you are not on site… and often with a hap-
pier workforce!

A
s we (at time of going to print) ap-
proach the pivotal June date when 
we will be allowed to return to 
the office, there is a groundswell 
of opinion that remote working 

will remain a viable option for a large number 
of companies. Indeed, many companies have 
stated that working from home, either full-time 
or for a significant part of the working week, will 
become the norm. A recent BBC poll of 50 of the 
UK’s largest employers found that 43 of them do 
not plan to insist on staff returning to the office 
full-time. If remote working had caused detri-
mental impact on business, then I very much 
doubt that so many would hold this opinion.

Mandatory working from home has certainly 
not resulted in a reduction in the appetite of 
organisations to initiate ERP implementations, 
quite the opposite in fact, with the increase in 
requests for cloud data migration services over 
the last year showing that the move to cloud 
ERP is thriving, despite the inability to work in 
the traditional manner.

So, have we redefined programme 
delivery for the future? 
Not completely, although it does dispel some 
of the myths for expensive resources to be on 

Working  
from home  

has certainly 
not resulted in 
a reduction in 
the appetite of 
organisations 
to initiate ERP 

implementations
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in response to HR’s de-
mand for tools that give 
them the ability to rap-
idly adapt to ever-chang-
i ng  w o rk f o rc e  n e e d s 
and to provide highly personalised  
and relevant employee experiences.

Microsoft’s entry into 
the HR market has the 
potential for massive 
disruption

It’s hard to think of a technology ven-
dor that isn’t impacted by this year’s 
introduction of  Microsoft Viva, an 
employee experience platform that 
integrates with Microsoft 365 and  
Microsoft Teams and  brings together 
communications, knowledge, learn-
ing, resources and insights. Learning 

Technology has kept many businesses 
running throughout the rollercoaster 
ride that has made up the last 16 or 
so months. Technology has helped 
employees stay productive and con-
nected regardless of their working 
locations. Technology is currently be-
ing used to create safe workplaces and 
support returning to work processes. 
To address critical hiring needs, tech-
nology is also being used to revamp 
recruiting and onboarding.  

In addition to reinforcing our reli-
ance on technology, this last year has 
also shown the importance of tearing 
down functional siloes and working 
across the enterprise to take full ad-
vantage of technology innovations 
and investments, to provide more ho-
listic employee experiences and to use 
comprehensive analytics to guide and 
expedite workforce-related decisions.  

HR tech vendors are 
moving from systems 
of record to 
systems of design

The last year has proven the impor-
tance of adaptable technology. Com-
panies have had to come up with 
solutions to unanticipated needs in 
days or weeks, not months or even 
years.  HR organisations, in particular, 
have faced unprecedented challenges. 
Those solutions that are easy to imple-
ment, customise and use have been 
big winners. In fact, HR investments 
are rapidly moving away from systems 
of record (think learning management 
systems and human resource manage-
ment systems) to systems of design. 
New offerings from Microsoft (Viva), 
ServiceNow (Quebec release), Work-
day, Oracle, and SuccessFactors are 

The key 
HR solutions 
enterprises 
need to consider
Global HR analyst Josh Bersin 
says the HR tech market has never 
been more diverse and exciting
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platform vendors will have no choice 
but to integrate with Viva Learning 
and Microsoft Teams. Content compa-
nies are building Viva-enabled search 
and discovery. Communication, pro-
ductivity, and wellbeing tools are de-
veloping plug-ins. 

Microsoft Viva is meant to solidify 
Teams as a central hub for work, tak-
ing on communication and collabo-
ration rivals such as Zoom, Slack and 
Google while expanding its produc-
tivity technologies further beyond the 
core Microsoft Office suite.

Microsoft has about a 47.5 percent 
market share worldwide for office 
productivity software, so this is a new 

and identify employees with skills to 
take on new projects or new jobs.  

The learning experience platform 
(LXP) market is now the most im-
portant design centre for corporate 
training, and every LXP has its own 
built-in skills engine. Many companies 
are looking for integrated skills tech-
nology, enabling newer vendors like 
Gloat, Hitch, Eightfold, Fuel50, Work-
day, and others to disrupt the market.

We’ve talked with leaders from 
companies such as SAP, Pepsi, Allianz, 
Standard Chartered, NetApp, Veri-
zon, Citibank, and P&G – all of which 
are piloting skills taxonomies and tal-
ent marketplace platforms. With the 

offering that can’t be ignored by the 
business world; it promises to have a 
massive impact on the HR tech market.  

Skills engines  
and internal talent 
marketplaces are 
rapidly being adopted

Coming out of nowhere, these tech-
nologies are now available from most 
ERP and HCM vendors as well as new 
market entrants. These solutions look 
to identify and catalogue employee 
skills, help employees grow their ca-
reers and look for new opportunities, 
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sized vendors are revolutionising the 
world of employee voice. For instance, 
Microsoft Viva Topics can identify ex-
perts in the company from their docu-
ments and activities, and Microsoft 
Viva Insights can help managers see 
when employees are over-worked. We 
now have an entire industry of survey 
feedback, listening and crowdsourcing 
tools in the market, many of which are 
worth millions of dollars because of 
their growth. ServiceNow and Oracle 
are also getting into this space.
While most companies now have HR 
data lakes and data warehouses for 
storing people-related data, there is 
now a need to store data from employee 
feedback and experiences. Vendors like 
Medallia and Visier are working on this, 

and ultimately this feedback data will 
be as well organised similarly to CRM 
customer data. (Workday Prism Analyt-
ics is one solution.) There is a scramble 
for the front-end tools market, as survey 
vendors grow and expand. Microsoft 
could make a big move with Glint here, 
but players such as Qualtrics, Medallia, 
and Workday will ensure there is more 
disruption to come.

The corporate learning 
market continues to grow

The pandemic and its after effects con-
tinue to fuel the $240bn market for 
employee development. Content com-
panies like Skillsoft, LinkedIn Learning, 
Udemy, O’Reilly, and Pluralsight are 
growing at double-digit rates. Degreed 
and EdCast are taking over as centre 
stage systems for employee learning, 
with LMS platforms being pushed to the 
back office. The mid-market LMS mar-
ket is growing rapidly again, as vendors 
like Fuse Universal, Docebo, Totara, 
and many others continue to grow.

But the big story is learning in the 

flow of work. Nearly every learning 
tech vendor now offers skills-based 
learning, recommended content and 
soon-to-come integration with Micro-
soft Teams. In the not-too-distant fu-
ture, we’ll see streams of learning in the 
flow of collaboration, communication 
and project management. BetterUp, 
the AI-based coaching platform cur-
rently valued at around $1.7bn, is also 
looking to get into this space.

Other areas to watch

Also likely to impact the HR tech mar-
ket is the emergence of graph database 
technology (Neo4j is a hot company); 
the increasing use of organisational 
network analysis tools; and the de-
mand for dedicated DEI analytics tools. 
For instance, NASA has built an entire 
skills-analysis system for its 15,000-
plus engineers and scientists based on 
a graph database. In doing so, it discov-
ered big skill gaps that could hinder its 
mission to explore Mars.

Wellbeing-related solutions like 
Castlight, Limeade, Virgin Pulse, 
and meQuilibrium continue to grow. 
But a new, more integrated model 
for managing health and wellbeing 
is coming.  League, a platform ven-
dor positioned as ‘a health operating 
system’, has built a solution focussed 
on managing all aspects of health and 
wellbeing. League, which is partnering 
with Workday, could start to redefine 
this fast-growing market.

In summary, innovations in HR tech 
will allow companies to reinvent and 
radically improve the employee experi-
ences, boost employee productivity and 
collaboration, and offer more mean-
ingful and business-aligned employee 
development. But, gone are the days 
when HR tech was the concern only of 
the HR organisation; these benefits can 
only be achieved through strong cross-
functional partnerships.  

Josh Bersin is an internationally recog-
nised analyst, educator, and thought 
leader in the global talent market. He 
is the CEO and founder of joshbersin.
com and founder and dean of the Josh 
Bersin Academy. 

talent shortages we’ve recently been 
seeing, implementing these solutions 
is becoming critical.

ServiceNow, employee 
portals and service-
delivery platforms are 
white-hot 

As we enter a world of hybrid work, 
companies need systems to schedule 
desks, monitor safe workplaces and 
manage travel, location and system 
access (the average large company 
has around 120 employee apps). Em-
ployees want self-service tools and 
workflow management platforms for 
their day-to-day routine and career 

journeys. The ERP vendors have not 
focussed in this area until recently 
(Ultimate acquired PeopleDoc in 
2018), opening the door to Service-
Now, Microsoft Viva, and solutions 
such as Embark from Willis Towers 
Watson. Oracle is also looking to be a 
big player in this space.

ServiceNow is becoming a platform 
for citizen developers with function-
ality that enables teams to build em-
ployee apps without learning how to 
code. One reason I think ServiceNow 
is so disruptive is due to its strong ties 
to IT. We are now in a world where 
HR tech, work tech and messaging 
and communication tech are all inte-
grated. That means no one should buy 
HR tech without partnering with IT.

Employee listening 
tools are becoming 
essential to enterprise 
infrastructure

Vendors like Qualtrics, Medallia, 
Glint, Peakon (Workday), Perceptyx, 
Culture Amp, and dozens of mid-

“In the not-too-distant future, we’ll see 
streams of learning in the flow of collaboration” 
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In the last year, diversity, equity and 
inclusion (DE&I); health and wellbe-
ing; flexible working and growth were 
the key themes that have been front of 
mind not only for employees but for 
employers too. This year’s Employee 
Expectations Report offers insights into 
employee expectations around career 
growth, as well as the uncertainties 
they are faced with in light of cost-cut-
ting measures organisations have had 
to implement because of the arrival of 
the pandemic. 

These findings are taken from a re-
port that was compiled from more than 
150 million employee survey responses 
and 30 million employee comments.

1DIVERSITY, EQUITY AND IN-
CLUSION During the last year, 
even though there has been a 
massive increase of comments 
regarding race inequality, focus 

remained on gender inequality in the 
workplace as well. 

A breakdown of the comments 
reveals distinct sub-themes:
• 43 percent of comments on DE&I 
mentioned leadership or management

2020 was the most disruptive year we’ve seen in recent history 
for both organisations and their employees when the global 
spread of COVID-19 completely changed the way we live and 
work. COVID-19, together with the wave of awareness that 
flooded the globe through the Black Lives Matter campaign, 
shone a spotlight on systemic inequality.   B Y  D E B B I E  W A L T O N  

Employee 

Expectations 
rule in a post-COVID world  

• 25 percent of comments mentioned 
race or minority backgrounds, with one 
in 10 from non-minorities expressing 
resistance and their own feelings of 
discrimination
• 18 percent of comments explicitly 
mentioned gender
• 7 percent of comments mentioned 
the LGBTQ+ community.

Unfortunately, the initial enthusi-
asm for tackling employee concerns 
head on slowed to plateau during the 
second half of 2020. This served to 
highlight a failure in organisations to 
embed sustainable change in DE&I 
thinking while they instead reacted to 
public events with one-off initiatives to 
appease employees in the short-term. 
Organisations need to implement long-
term change strategies. 

How organisations can support 
meaningful change in DE&I 

• Embed accountability: without ac-
countability, successes and failures 
will fall by the wayside when priorities 
change or deadlines loom. This ac-
countability and responsibility should 
sit with the organisation’s C-suite lead-

ers; and business objectives must en-
compass DE&I goals. 
• Measure inclusion and diversity: in 
today’s economic landscape, measur-
ing inclusion and diversity goes with-
out saying and organisations should 
use demographic representation as 
measures of success. Primary focus 
should be on talent acquisition and 
the promotion process, while measur-
ing inclusivity and a sense of belonging 
are equally important. 
• Systemic change is needed and not 
just personal: processes and policies 
must be reviewed and amended to 
ensure that they are created with eve-
ryone’s success in mind. It’s important 
now that businesses are mindful of re-
moving the exclusion that forms part 
of the foundation of many systems al-
ready in place. 

2HEALTH AND WELLBEING  
In the midst of a global pan-
demic, there has never been 
more focus on health while 
employees have been faced 

with a myriad of health and wellbeing 
concerns. Data from the 2020 Peakon 
Heartbeat survey shows comments 
regarding wellbeing increased by 46 
percent. Comments related to three 
aspects of wellbeing (mental, physical 
and financial) have steadily increased 
during the first and second waves of 
the pandemic. 

Physical health may seem like a main 
concern when dealing with a highly 
contagious virus, however as the pan-
demic progressed, talk on mental and 
financial health dominated the conver-
sation during 2020. 

The compounding effects of lock-
down have left little separation be-
tween work and home which has taken 
a toll on family and work life. Studies of 
previous viral outbreaks (SARS and Eb-
ola) have shown that even if COVID-19 
were to disappear overnight, the nega-
tive psychological effects can last for up 
to three years post-pandemic. 

How organisations should support 
health and wellbeing in 2021 

• Provide accessible and affordable 
options: it’s important that employers 

A  R E P O RT  F RO M  W O R K D AY  A N D  P E A KO N  
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tive that they are offered genuine op-
portunities for growth. 

Those employers that do empower 
their people will be remembered by em-
ployees once the world returns to some 
level of pre-pandemic normalcy. Mean-
while, the companies that allow their 
people to stagnate during the pandemic 
are likely to face an exodus of talent as 
soon as new opportunities reappear.

How organisations should 
approach growth in 2021

• Develop manager coaching skills: 
the best leaders know how to empower 
their team members through mentor-
ing, but very few leaders are mentors 
inherently. Coaching enables manag-
ers and employees to work together in 
a way that produces opportunities for 
growth and career development. Now 
is the time to nurture your team – espe-
cially during a time when most promo-
tions and pay rises have been put on 
hold while the economy recovers.
• Support more virtual peer-to-peer 
learning: despite lack of promotions, or-
ganisations can still support employees’ 
skills development programmes that 
will benefit them in their future careers. 
Virtual learning while we’re all living 
online is very accessible and affordable. 
• Outline a clear post-pandemic reco-
very plan: it’s essential to provide high 
performers with a development plan as 
the world begins to return to some sense 
of normality. Failing to offer this kind of 
support will result in a massive loss of 
talent and high staff turnover which is 
very costly to any organisation. 

IN CONCLUSION it seems obvious 
to say that employee expectations and 
experiences are enmeshed with cur-
rent global affairs and are largely influ-
enced by the moral social climate that 
surrounds us. The only way to ensure 
people are able to produce their best 
work and thrive in their career is to 
ensure that employers understand the 
full scope of their employees’ expec-
tations. Addressing ED&I, health and 
wellbeing, flexibility and growth are 
simple, morally sound ways to meet 
and exceed staff expectations thereby 
guaranteeing business success.  

How organisations should 
approach flexible working 

• Implement parent-friendly policies: 
being able to work from home doesn’t 
mean much for parents if they still 
have to adhere to strict working hours 
of 9 to 5. Organisations should imple-
ment flexible hours, compressed work 
weeks and shorter day policies as all 
of these can improve productivity and 
reduce the risk of burnout. 
• Focus on output and not hours: it 
seems a big concern for managers is 
ensuring people are working when 
they can’t physically see them. This 
can lead to an unhealthy obsession 
with the number of hours worked and 
can lead to micromanaging, which is 
stressful for both employee and em-
ployer. Studies have shown time and 
again that working long hours doesn’t 
make you more productive. Rather, 
companies need to implement more 
effective ways to measure output in the 
form of project-based work and contri-
bution to company goals. 
• Make an effort to build trust: remote 
working may not affect productivity, 
but it can affect trust between em-
ployees and employers. Uncertainty 
can also hinder trusting relationships 
in the work environment, and this 
can lead to high levels of anxiety. Or-
ganisations need to address this anxi-
ety through ongoing communication 
about goal setting and strategy.  

4GROW TH Companies 
around the world have had 
to respond to largely unsta-
ble economic conditions 
by streamlining their op-

erations. Even those industries able to 
avoid redundancies have had to im-
plement hiring and promotion freezes 
and quash learning and development 
budgets. This obviously limited growth 
opportunities and also contributed to 
a climate of uncertainty, making em-
ployees less willing to discuss growth 
with their managers. 

What is certain, however is that 
businesses cannot afford to respond 
to uncertainty by standing still. If or-
ganisations want to keep their people 
engaged and productive, it’s impera-

provide affordable wellness options to 
their employees. 
• Offer a holistic solution: during the 
past year we have been in a constant 
state of change and organisations need 
to adjust resources according to those 
changes. It’s important that employers 
offer a wide variety of options to their 
staff to support them on their health 
and wellness journeys. For example, 
initiatives should include access to 
mental health support, fitness, nutri-
tion and more as part of their employ-
ment contracts. 
• Create a culture of wellbeing to 
increase productivity: it’s important 
for employers to provide wellness of-
ferings, certainly, but it’s just as im-
portant to embed health and wellness 
into the culture of the organisation. 
Overall health and wellbeing directly 
contributes to staff productivity, which 
emphasises the importance of an or-
ganisation’s investment into the well-
ness of their staff. 

3FLEXIBLE WORKING  Flex-
ible working has become the 
latest buzz phrase in the last 
year with large consultan-
cies already announcing the 

change in their work policies to incor-
porate flexible working opportunities 
for their staff. The implementations of 
worldwide lockdowns meant that or-
ganisations had to quickly shift office-
bound workforces to work-from-home 
workforces in a matter of days. This led 
to the proportion of employee com-
ments concerning flexible work in 2020 
increasing by 125 percent compared to 
the previous year.

The comments covered a wide range 
of topics, from how to maintain a 
healthy work-life balance, to concerns 
about how companies were monitor-
ing employees. But across all respond-
ent replies, there was one theme that 
stood out from the rest and that was 
increased caring responsibilities. Both 
men and women talked about the in-
crease of caring responsibilities as a 
result of the pandemic which included 
comments about parenting, childcare 
while working from home with schools 
closed and looking after elderly rela-
tives, partners or spouses. 
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Leadership has never been an easy task and in times of turmoil, mankind 
always looks to strong leadership for guidance. One can argue that apart 
from more localised natural disasters such as tsunamis or earthquakes, 
the COVID-19 pandemic has put the world’s leadership to its biggest 
test, certainly since World War II. Never have people been faced with 
such impactful changes to the three fundamental spheres of interaction, 
which are: family, work and social. These spheres need leaders to function 
well, but leaders have been affected by the pandemic too and have been 
challenged by its changes as much as their teams. These, however, can be 
small changes, like a family deciding what colour to paint the living room 
(there can very well be passionate debates on this), a people leader deciding 
who works when and for how long (this decision is not to be taken lightly 
as it impacts many lives) or a decision on how to spend the surplus budget of a social club (believe 
it or not, clubs have disintegrated during these debates). There is no change that is too small to be 
trivial and meaningless. Because humans think differently to each other, this could easily mean they 
don’t agree with the leader’s decision and therefore challenge them on just about any topic at hand. 
It’s imperative therefore that the leader in question focusses on the one constant: the bigger picture.

 B Y  H O L G E R  M U E L L E R

leadership
The state of

in 2021



76 E R P  T O D AY    |   Q 2  2 0 2 1

COVID-19 has shown leaders 
the bigger picture and as 
such disrupted the social 
fabric of the three basic 

spheres of interaction – family, work 
and social. 

Human shortcomings 
limit modern leadership

If we boil it down, humans can be 
described as walking, mostly water-
based, fast 3D processing computers. 
Our ability to process our environ-
ments in combination with our brain, 
has put homo sapiens on the apex of 
current evolution on planet earth. 

But with our 3D processing capabil-
ities, we still lack the ability to think of 
our world as a multi-threaded, multi-
person, highly situational operating 
model of the real world. People can-
not fathom what their closest partners 
are doing once they leave the line of 
sight. We lack the ability, despite our 
phenomenal brain capacities, to im-
agine where another person is, what 
they experience and what they feel 
in the very same moment. In person 
however, when a person is in our line 
of sight, we are very good at this, or 
at least can be very good at this if we 
want to be. 

We are also very aware of our need 
for self-preservation, which still 
prompts the fight v flight reaction when 
we process some information, even 
though for all practical purposes, nei-
ther of those reactions are applicable in 
all but the most extreme cicumstances. 
In daily life situations, we need to mod-
erate our primal reactions often.

Moreover, we have numerous per-
sonality profiles and depending on 
the topic at hand, we tend to simplify 
them into two categories: extroverts 
and introverts. Explicit ways of com-
munication rule most of our interac-
tions, favouring the extroverts, and 
often ignoring and overlooking the 
introverted members of an interac-
tion sphere. 

Finally, especially in challenging 
times, we have the ingrained desire 
and wish to look for the ‘strong’ leader. 
Luckily in 2021 we are past gender 
stereotypes (wait – really?) looking for 
that leader. It simply is our program-
ming from the most defining years of 
homo sapien development, where the 
small hordes needed leadership to 
survive. Like it or not the desire for the 
strong leadership is most prevalent in 
tumultuous times like ours. 

What are the key change 
drivers for 2021 and beyond?
Remember when the biggest chal-
lenge of leadership was the multi-gen-
erational workforce co-existing in the 
same office? Longer working careers is 
just a mathematical coincidence when 
we have three or four generations in 
the same workforce. Instead, we talk 
about resilience as we realise that 
families and work – and hopefully so-
cial aspects too – need to keep going, 
no matter what, and have to become 
more resilient. 

So, what has changed? And what is 
testing leaders right now?

• People and families are stru-
ggling: most people work to live and 
their family is the ultimate priority, 
not work. With families battling to 
meet material challenges, quaran-
tines, home schooling and more, 
people are struggling, and successful 
leaders need to recognise that.  

• Working from home has chan-
ged the workplace fundamentally:
work used to be this quasi-ceremo-
nial process of commuting, working, 
meals and returning home, maybe via 
a pub. This ritual has imploded and no 
longer exists for most people. Leaders 
see their proven leadership skills be-
come obsolete in a day and it takes 
months to come up with new and suc-
cessful leadership skills and strategies.  

• The social fabric is brittle – and 
definitely different: humans need per-
sonal and social interactions to thrive. 
These have never changed so dramati-
cally and abruptly as during the last 15 
months. 

• Business processes have chan-
ged: enterprises needed to reinvent 
themselves and find new ways to op-
erate. Leaders often had to implement 
new processes at a massive rate of 
change, but often had to lead the ex-
perimentation of new ways to operate. 

• New tools have become essen-
tial: all physically interactional spheres 
have changed, moving to digital and re-
mote, bringing along a new set of tools 
to master. Equally, new business pro-
cesses require a period of un-learning, 
re-learning and new learning. 

• Work/life balance has shifted: 
with work being only a few steps away, 
uncertainty on enterprise and per-
sonal prospects, people have moved 
towards working longer, putting their 
work/life balance out of sync. Main-
taining this long-term will only drain 
their energy reserves in all spheres of 
their lives. 

Fig 2 / The key changes of 2020+
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take to deal with new situations. They 
can be taken in various combinations 
to tackle a leadership challenge (in al-
phabetical order): 

1Adopt: leaders will identify a new 
challenge and adopt new ways to 

understand it and master it. For ex-
ample, use new tools to build relation-
ships with the team (e.g. Slack, Teams 
etc.) and adopt new problem-solving 
techniques (e.g. using Slido for polling 
of a remote team). 

2Coach: leaders will coach their peo-
ple as needed. For instance, leaders 

will coach team members on new pro-
cesses and new tools, both being a role 
model and a bettermaker. 

3Foster: leaders will foster the situ-
ation of their people, for example 

to the struggles families go through or 
foster the work/life balance challenges 
of team members when it comes to 
how problems are solved. 

4 Innovate: leaders will serve as 
innovators, for instance, how to 

build relationships in times where 
traditional social fabric is failing, e.g. 
as people cannot physically attend 
a sports event, watch it together as a 
team via video conferencing apps.

5Lead: to lead is evidently the core 
action of a leader that most promi-

nently must be displayed during times 
of workplace change. A leader should 
be both a role model in the way he/
she builds relationships as well as how 
problems should be solved. 

6Reflect: leaders need to reflect on 
the situation their team members 

find themselves in, for example when 
it comes to struggles in the family life 
of a team member, or when it comes 
to understanding how the brittle social 
fabric affects the ability of their people 
to be part of problem solving. 

7Respect: leaders need to respect 
their team members. For exam-

ple, when it comes to understanding 
their views for work/life balance when 
building relationships and their brittle 
social fabric when it comes to the role 
of bettermaker.  (Fig 3)

The takeaways
Leaders of today face their biggest 
challenges on how to lead their peo-
ple due to the changes the global pan-
demic has brought about. They need 
to lead their teams through challeng-
ing and daunting times, with no hesi-
tation and a steadfast approach that 
gives their people a sense of success 
at work; all the while satisfying their 
primal need for a strong leader in tu-
multuous times. But leaders by them-
selves are challenged by the changes 
the pandemic has brought along as 
well. They therefore need to process 
and reflect these first in order to be-
come and remain the successful lead-
ers that enterprises need to find the 
path to enterprise acceleration in 
these unprecedented times. There are 
many reasons why enterprises need to 
treat their leaders in middle manage-
ment better than ever before. 

The pandemic challenges 
shift the universal leadership 

characteristics

There are many leadership skills and 
traits which can be combined into 
four universal leadership characteris-
tics, defining leaders as:

• Leaders as role models: good 
leaders are honest, show integrity, are 
confident, have expertise, are reliable 
and stable, demonstrate accountability, 
are motivated, positive, excel at work-
ing with people and lead their teams 
with inspiration and by example.

• Leaders as relationship builders: 
the better leaders build relationships 
with their team members through ef-
fective listening, empathy for their 
situation, respect for their feelings, 
are self-aware and generously show 
gratitude. 

• Leaders as creative problem sol-
vers: successful leaders find new and 
better solutions where their people get 
stuck, even if it requires taking a risk, 
but they will manage to deliver suc-
cess with their people.

• Leaders as bettermakers: truly 
great leaders make the people in their 
teams better. They are great delega-
tors, foster creativity and act as team 
builders and mentors. (Table 1)

There are seven actions leaders can 
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Fig 3 / The seven universal leader actions
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We look at how HR can support 
and enable the transition to remote 

working and a distributed workforce

COVID-19 has in many ways irrevocably 
changed the way we work. Almost over-
night, organisations were forced to es-
tablish a new remote workforce. Kitchen 
tables became desks, and in-person meet-
ings were replaced by video calls.

Now, more than a year later, most organisations accept 
that remote working is here to stay in some form. In fact, 
according to a Gartner survey in 2020, 82 percent of com-
panies said say they intend to allow employees to work re-
motely some of the time going forward.

Human Resources (HR) departments have been given the 
enormous task of supporting this new way of working. Here 
we look at the key challenges that HR teams have faced dur-
ing the pandemic and at the technologies and services that 
have underpinned the shift to remote working.

BIGGEST WORK SHIFT IN A GENERATION
Microsoft CEO Satya Nadella, recently said that “hybrid 
work represents the biggest shift to how we work in our 
generation.”

He cited Microsoft research that says 73 percent of work-
ers want flexible remote work options to continue, while 
more than 65 percent are craving more in-person time with 
their teams. To prepare, 66 percent of business decision 
makers are considering redesigning physical spaces to bet-
ter accommodate hybrid work environments.

HYBRID
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uations, while paying close attention to life 
balance and mental wellbeing.

“We have encouraged open dialogue be-
tween people leaders and employees at all 
levels, offering flexibility around people’s 
working patterns to help them manage 
their personal situations,” she says.

Mantel says ongoing communication is 
imperative in understanding what support 
our employees need, when they need it and 
how it should be delivered. 

“Throughout the pandemic, we have 
focussed on understanding how all our 
employees are feeling through regular em-
ployee surveys to gauge sentiment, check-
ins and monthly all-company update calls 
with the leadership team. This has helped 
us quickly unearth any concerns and ena-
bled us to communicate and make deci-
sions that are empathetic to everyone’s 
personal circumstances.”

RECRUITMENT
Another area where HR has been forced to 
adapt to new processes is hiring and on-
boarding new employees.

“Recruitment has changed massively in 
the last year. With the introduction of video 
interviews, the time to hire has dropped 
considerably, and in a period when busi-
nesses are in desperate need of the skills to 
help them bounce back, I think they could 
remain a feature of the hiring landscape,” 
says Zoë Morris, president at IT recruit-
ment firm, Frank Recruitment Group.

“That means the way you recruit needs 
to be smarter. Your preference may be to 
interview someone in person, but they’re 
likely to be much more in demand now and 
waiting until they’re available to come to 
you could mean missing out on the best 
candidate.”

However, Morris says this is only half the 
battle. “Once you get quality professionals 
through your door, you need to focus on 
what makes them stay. In a post-pandemic 
world where the footfall into city centres 
may not be as great as it once was, that goes 
way beyond the perks you can offer such 
as on-site food or discounts on gyms or car 
parking,” she explains.

Frank Recruitment itself has 1,800 em-
ployees, and Morris said, like SAP, the issue 
that quickly came to the forefront and has 

Some large employers, such as JP Mor-
gan, have said they intend to bring most 
employees back to the office soon. While 
others – most notably the big tech firms like 
Amazon, Facebook and PwC at a UK level 
– are envisioning a world of hybrid work-
ing. As such, they have opted for a much 
slower return to the office with far greater 
flexibility for employees to choose when 
and how they work.

Prasun Shah, partner, human sciences 
and future of work technology leader at 
PwC UK, says it has been easier for tech 
firms to pivot to ‘the new normal’ than oth-
ers with more traditional operating models. 
They were already using technology to ena-
ble a hybrid operating model that included 
remote working, collaboration at scale, and 
the use of location-agnostic talent. 

“Whilst the initial focus has been on 
the operating model and location choices, 
increasingly we are seeing technology or-
ganisations take the lead on employee 
wellbeing and the creation of a preference-
based model,” he said.

Indeed, organisations now need to adapt 
employee-led ways of working. According 
to recent research from Topia, a software 
vendor that specialises in managing mo-
bile workforces, 91 percent of employees 
now say they should be able to work from 
anywhere so long as their work gets done. 
The ability to work remotely is now also 
the second-highest-rated feature that at-
tracts employees to a company, behind 
only high pay.

“COVID has created a big shift in how 
work gets done and organisations are now 
forced to adapt to this shift – either em-
brace it or risk potential consequences, 
such as employee attrition,” says Steve 
Black, co-founder and chief strategy of-
ficer at Topia.

CHALLENGES FOR HR
Nevertheless, these seismic changes to the 
way we work have seen HR venture into un-
chartered territory in some cases. Certainly, 
they are facing some significant challenges 
when it comes to supporting employees in 
the new working environment.

Jasmin Mantel, HR director at SAP UK 
says the company has tried to enable and 
support everyone with their individual sit-

“We are seeing 
technology 

organisations 
take the lead 
on employee 

wellbeing and 
the creation of 
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based model”
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adapt to the changing environment. In ad-
dition, learning new things and skills keeps 
you motivated. Post-pandemic learning will 
continue to be a critical strategy to help em-
ployees reskill and upskill and for organisa-
tions to retain talent but also to strive and 
be successful.

And of course, technology has a huge 
impact on employee experience. People 
need intuitive technology that allows them 
to easily find what they need, be produc-
tive and collaborate with others. 

NO ‘ONE-SIZE-FITS-ALL’ APPROACH
However, in terms of big moves that sup-
port and enable the transition to remote 
working and a distributed workforce, there 
appears to be a clear realisation that this is 
not a one-size-fits-all approach.

“Choices and individual preferences will 
play a key role,” says Shah, especially in 
relation to tech firms. These, he says, have 
been used to a culture of employee activism 
and citizen-led design.

“This will turn into a competitive ad-
vantage as the use of data and behavioural 
science can play a key role in helping de-
sign this hybrid work paradox by taking an 
outside-in lens. Digitisation, big data, the 
use of behavioural science, and a culture 
of rapid experimentation (fail fast) are all 
critical to designing for a distributed work-
force, and technology organisations are re-
ally well placed to drive this.”

This is evidently the case with PwC, with 
the firm recently announcing organisation-
wide changes to allow greater flexibility for 
post-pandemic working for its 22,000 em-
ployees.

More companies are likely to follow 
PwC’s lead. McKinsey notes that more 
than 20 percent of the workforce could 
work remotely three to five days a week as 
effectively as they could if working from 
an office. If remote work took hold at that 
level, that would mean three to four times 
as many people working from home than 
before the pandemic.

This means HR will need to adapt to 
these changes, embracing technology, and 
ensure that employees are still best placed 
to do their jobs – regardless of their location 
or circumstances – in the new hybrid world 
of work. 

remained front and centre throughout the 
last year, is employee wellbeing.

“At first, it was a case of supporting staff 
at what was a worrying time for a lot of 
people on a very personal level. Different 
restrictions came in that affected people’s 
lives in a number of ways and it was impor-
tant for us to be as empathetic to individual 
circumstances that came up.

“Those situations also forced employees 
to take a step back and re-evaluate what 
was most important to them. For many, 
the extra time spent at home and the flex-
ibility it allows to achieve a better work-life 
balance was precious. Moving forward, we 
want to continue this and have introduced 
a number of initiatives to ensure our staff 
are happy and engaged,” she says.

LESSON LEARNED
So are there any lessons learned by HR 
teams that can be carried over, beyond 
the extent of lockdown, to deliver a bet-
ter way for employees to feel valued and 
productive?

Mantel believes that whether employees 
are working remotely, on site, or a combi-
nation of both, delivering experiences that 
keep them engaged is critically important.

“A hybrid workplace model challenges 
HR teams to not only keep people con-
nected, engaged, empowered and healthy, 
but also  analyse  data-driven insights 
to understand and improve the work-
force culture,  to  deliver  business out-
comes  and  employee experiences that 
matter,” she says.

“With the hybrid work model here to stay, 
it is increasingly important that employees 
feel connected, informed and with access 
to the tools and resources they need to be 
productive from any device or location.”

Mantel believes there are several key les-
sons HR has learned that should be applied 
well beyond the pandemic.

Hu m a n  c o n n e c t i o n   a n d  e m p a -
thy  are  more important than ever, she 
says. Fostering a caring culture in which 
people can stay healthy and balanced is 
important to make employees feel valued 
and helps drive business success. 

Continuous learning is essential to help 
people acquire new skills, understand con-
stantly changing regulations and be agile to 
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For a long time enterprise leaders have been postulating an enterprise model where people 
make a difference and are at the centre of the value creation of the enterprise. The core 
belief is simple: a more human-centric enterprise will make people happier, and happier 
people make happier customers. Happier customers buy more, spend more, return often 
and so on. This in itself makes the enterprise more successful, allows it to listen and invest 
more in its people. The logic is convincing, it is a flywheel trend that can be started and 
keeps going.  So why are so few enterprises becoming more human-centric? 
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The universal 
enterprise model

In order to understand how enter-
prises operate, let us look at a uni-
versal model that is common for all 
enterprises. At its core, enterprises fall 
into three different functional chains 
with the value chain pertinent to the 
enterprise being the defining one. 

• The core of the enterprise: the 
value chain. This is where the key 
ideas are and where the magic hap-
pens. The enterprise creates some-
thing that its customers value from the 
supply that it has procured to create 
the value. 

• The supply chain defines the 
possible: the procurement of neces-
sary materials defines the potential of 
the value creation. Timeliness, qual-
ity, cost etc all determine the space in 
which the enterprise can create value.  

• The demand chain is where suc-
cess is determined: getting customers 
to use and pay appropriately for the 
output of the value creation process 
creates the financial room in which 
an enterprise needs to operate.

In the mainly capitalistic world that 
enterprises operate in, they need to 
create profits in order to invest further 
in the capabilities of their value chain 
to build up a separate value chain and 
a diversification strategy. 

At the centre of each value chain 
though, are people who make deci-
sions that affect the value chain, who 
operate the key steps in the value 
chain and who enable the success of 
the supply and demand chain. Peo-
ple are central to the success of any 
enterprise. Why have enterprises not 
become more human-centric?

Why enterprises 
keep failing

There are numerous reasons why 
it is hard for enterprises to become 
human-centric. Here are the most 
prominent reasons for failure:

• Shareholder value as the only 
management goal: the optimisation 
of enterprise outcomes does not have 
to, but typically does stand in the way 
of creating a more human-centric en-
terprise. ‘Hitting the numbers’ is more 
important than ‘caring for people’.

• Atomic chain optimisation in 
functional silos: all too often corpo-
rate leaders tend to optimise their 
area of responsibility, often creating 
unfavourable human outcomes for the 
other value chain operators. ‘We sold 
less to give our people a better work/
life balance’ is unheard of in busi-
nesses today. 

• Human ingenuity and adapta-
bility ‘will sort it out’: humans are 
incredibly smart and adaptable. Lead-
ers typically leave it to middle and 
low-level managers to sort things out. 
Leaders fail to realise that they set the 

framework for lower-level managers 
determining the degree of humanity 
in their teams. 

• The failure of talent manage-
ment: the human capital management 
(HCM) category that was supposed to 
deliver better people outcomes has 
over promised and under delivered. If 
performance management is broken, 
talent management is broken. 

• The fear of investment failure 
when it comes to your people: peo-
ple are expensive. People are fickle. 
Investing in people has uncertain 
outcomes and requires intestinal for-
titude from leaders. But if buying a 
machine has a higher chance of de-
livering a return on investment than 
an investment into human centricity, 
many leaders will unfortunately lose 
good people. 

A little help 
from a pandemic

Often portrayed as a joke, but realis-
tically, COVID-19 has done more for 
digital transformation than many years 
of strategic projects. Enterprises have 
been largely able to deliver and grow, 
despite shut down offices. Anybody 
remembering the work-from-home 
debate from a few years back, knows 
that there is now a clear outcome. And 
while we may debate if working from 
home is more human than working 
in an office, we certainly know that 
the commute is not human at all. The 
pandemic has also forced enterprises 
to rethink their value chain and with 

The Universal Enterprise Model
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Create a human-centric 
operating platform
Infrastructure, tools, processes and re-
numeration need to be changed from 
the shareholder model to a human-
centric model. Smart CxOs will be able 
to align both, and thus ensure the nec-
essary shareholder buy-in and backing 
for a more human-centric enterprise. 

How to 
make it work

Change is always hard, and it almost 
always involves risk, making it even 
harder. So, for change agents who 
want to transform their enterprise to 
become more human-centric, it is key 
to argue along well understood costs 
that can be used to convince the nu-
meric minds that are likely to question 
the move. 

The number one people cost, which 
is hard to plan and affects the bottom 
line, is the cost of attrition. Not only 
is there a cost for talent acquisition by 
itself, but there are follow up costs in 
the sense that teams with new mem-
bers need time to get up to speed. 
Being able to reduce attrition with 
a more human-centric enterprise is 
likely the biggest tangible financial 
number to justify a portion of those 
savings to establish a more human-
centric enterprise. 

More challenging are the attempts 
to put a growth number to being a 
more customer-centric enterprise, that 
focusses on the customer as a human 

being and creates better customer 
experiences. But it can be done, oth-
erwise we would not see investments 
into customer relationship manage-
ment (CRM). And on the supply value 
chain, more human-centricity will 
help to make the supply chain more 
resilient, with suppliers and the enter-
prise supply chain delivering on better 
supply chain outcomes. 

The takeaways

The pandemic has forced enterprises 
to rethink all its three key value 
chains. Smart enterprises have rede-
signed them to become more human-
centric and are benefitting from this 
by more satisfied and loyal custom-
ers, more motivated and dedicated 
suppliers, and most importantly, have 
boosted employee morale and reten-
tion with more human-centric oper-
ating platforms, and by empowering 
people leaders to lead their teams in a 
more human way to better outcomes. 
For enterprises that do not see the 
signs, and who do not want to be the 
drivers and disruptors through adop-
tion of a more human-centric enter-
prise, there is always the option to be 
forced by competition to get there, 
while labouring through higher at-
trition and fear of overall enterprise 
disruption. There are exciting times 
ahead for people across all industries 
and the pandemic has paved the way 
for a far more human-centric way of 
working.   

that their supply and demand chains. 
Successful enterprises have done that 
with a focus on more human out-
comes, starting with their customers, 
focussing on the quality of the working 
conditions of their people, and lastly 
also considering the supply side of 
human experience. It’s necessary to 
rethink all processes of the enterprise 
due to the pandemic, and it’s been a 
massive opportunity to redesign the 
operation of the enterprise in a way 
that delivers more human outcomes 
along all its functional chains. 

Four strategies 
to become 

human-centric
Here are the top four strategies for an 
enterprise, from a team and enter-
prise, as well as an internal and exter-
nal perspective:

Deliver more human outcomes
With a human-centric approach, 
teams can be more successful. Focus 
on what makes customer experience 
and outcomes better, enable people 
to foster and deliver better outcomes 
in the value creation and give people 
leaders the leeway to create more of a 
human supply chain. 

Reimagine processes with 
a human first mentality 
On an enterprise level, more human-
centric processes need to be created 
and implemented which can only 
happen with a shift towards human-
centricity for the overall enterprise 
goals and values. 

Empower people leaders 
to deliver more humanity
Make it clear to people leaders that 
they have the tools and freedom to 
experiment, validate and implement 
more human-centric processes for 
their teams. Team goals need to reflect 
the more human-centric goals and 
people leaders need to be empowered 
to lead the change one team at a time, 
and thus the whole enterprise. 
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The ERP industry can no longer 
overlook the potential of the mid-market

The mid-market could be forgiven if it suffers from middle child syndrome.  

Underserved and ignored by the industry for years, mid-market firms have  

historically been forced to compromise when it comes to sourcing ERP software.

is now
fertile 

ground 

Why the



BONNIE_01.indd   90BONNIE_01.indd   90 08/02/2021   20:1708/02/2021   20:17



BONNIE_01.indd   91BONNIE_01.indd   91 08/02/2021   20:1708/02/2021   20:17



|   E N T E R P R I S E  A P P L I C A T I O N S   | 

M I D - M A R K E T

90 E R P  T O D AY    |   Q 2  2 0 2 1

portant to ERP providers is that over 
time the large enterprise market has 
become fairly static. Most of those or-
ganisations standardised on the stack 
of a major vendor and once commit-
ted, would very rarely change, notes 
Wright.

“The mid-market has seen a large 
volume of new projects and therefore 
new client acquisitions for the vendors 
and most have amended their strat-
egy to engage with this segment of the 
market. The mid-market ERP space 

mid-market companies expect to be 
thriving by the end of 2021, accord-
ing to research by accountancy and 
advisory firm, BDO. Moreover, 59 per-
cent plan to increase IT spending, and  
54 percent plan to invest specifically 
in new finance and accounting tech-
nology.

“Middle market companies will 
prioritise technology in 2021 as they 
ensure their ability to meet changing 
demands, bolster security and safely 
enable work-from-anywhere eligible 
employees,” notes BDO.

The good news is that mid-
market businesses usually 
mean high growth businesses 
that are still able to experi-
ment and innovate at a faster 
pace than a lot of their enter-
prise contemporaries.

“Mid-market firms – espe-
cially those in sectors such as 
manufacturing or food and 
beverage – are always looking to 
find the next source of competi-
tive advantage and to disrupt 
the market,” says Lewis. “This 
means that they are fantastic 
partners for vendors, both com-
mercially and in terms of input 
into the software.”

Another reason why the 
mid-market should be im-

Phil Lewis, VP of solution consulting 
at ERP vendor Infor describes those 
customers as being caught between a 
rock and a hard place.

“The common problem is that nei-
ther of these options enable growth 
– the specialised systems hit issues 
of scale and the monoliths become 
so customised that any upgrades be-
come unwieldy IT projects in their 
own right,” he says. “Both approaches 
are also expensive as businesses must 
track down ever-decreasing numbers 
of specialists that can manage the 
systems, and all too often the slower 
pace of change means missed oppor-
tunities.”

Steven Wright, chief commercial 
officer at specialist systems integrator, 
Sapphire Systems agrees, noting that 
what “mid-market companies ended 
up with was a relatively poor time to 
value and a modified solution which 
did not provide much agility and be-
came expensive to maintain and up-
grade. This means that the solution 
quickly became out of step with the 
changing needs of the business.”

Mid-market: a fertile ground
Failing to recognise the importance of 
the mid-market means ERP vendors 
will miss out on valuable revenues. 
Almost two-thirds (62 percent) of 

Mid-market firms – especially those 
 in sectors such as food & beverage  
– are always  looking to find  
the next competitive advantage

H
aving outgrown their small systems, mid-market firms were 
faced with few choices. They could opt for a highly specialised 
solution from a niche vendor, or they had to invest in large 
corporate ERP systems. This might involve reverse engineer-
ing systems to fit, or spending huge amounts of money for 
functionality they didn’t need.  

PHIL 
LEWIS 
 / INFOR
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is very interesting as it is comprised 
of steady growth and high growth 
businesses, divestments from large 
enterprises and subsidiaries of large 
enterprises, all of which have unique 
characteristics but the one thing that 
they share is the need for rapid time 
to value, high agility and scalability.”

Wright says that vendors now realise 
that the mid-market is fertile ground 
for net new names. It is therefore es-
sential to cultivate a partner network 
that can offer the value, scale and 
transformational experience required 
at the appropriate level of investment.

Blurred lines
One thing worth noting is that what 
defines the mid-market is now some-
what blurred. Often when we talk 
about the mid-market, we mean com-
panies which are fast growing, or have 
established themselves fully and have 
ambitions to expand.

“Turnover and employee numbers, 
which define the segment, no longer 
reflect the type of ERP capabilities 
which are likely to support their jour-
ney,” says Dan Clibbens, operations 
director at cloud-based finance soft-
ware provider, Percipient.

“In reclassifying what the mid-mar-
ket actually means, scale for growth, 
and flexibility to adapt to new op-
portunities are paramount. The new 
breed of cloud ERP systems deliver 
the capabilities for the modern enter-
prise, offering quick deployments, of-
ten in weeks rather than months, and 
easy integration with other systems to 
maximise visibility, insights and quick 
decision-making. Crucially these sys-
tems mean that there is no longer a 
compromise to be made on cost or 
being overburdened with complexity.”

 Clibbens points to the fact that the 
younger generation have been brought 
up “on a diet of technology that simply 
works”. Therefore, systems which don’t 
reflect this expectation simply won’t 
be tolerated and will quickly become 
redundant.

 “Dedicated cloud-native systems, 
which are intuitive and designed with 

flexibility and agility at the forefront, 
have finally reached the mid-market, 
and proving to be game changers in 
both the perception and the value of 
ERP,” he says.  

Intelligent buying
There are other trends within the 
mid-market. Chris Richards, regional 
president UK&I, at ERP vendor Unit4 
believes we’re now seeing more in-
telligent buyers who expect greater 
things from their ERP systems. At the 
same time, there are additional de-
cision-makers involved in choosing 
which system to purchase.

“Traditionally, it might have been left 
to the MD or finance director to buy the 
software and other functions would 
just have to rub along with whatever 
decision was made. Now we’re see-

Mid-market is fertile ground 
for net new names. 

It is therefore essential to cultivate a 
partner network that can offer the value

ing disciplines, such as HR, 
having more of a voice,” she 
says.

Richards says this is good, 
because it shows mid-mar-
ket organisations are matur-
ing in their understanding 
and application of ERP sys-
tems.

“For example, there’s a 
clear recognition that mid-
market organisations need 
to do more to engage their 
employees to offer them dif-
ferent experiences. This is 
symbolised by the change 
in job title for many HRDs 
as they become more peo-
ple-focussed and there’s a 
clear push to improve HR 
systems as mid-market 
companies feel they are be-
hind larger enterprises in 
enhancing user experiences 
to attract and retain top tal-

ent. Consequently, they are becoming 
more involved in decision making. 
HRDs want ERP systems to enable 
them to be more agile and help them 
to communicate better with employ-
ees while offering staff the flexibility of 
self-service.”

We’re also seeing increased demand 
for more integrated single platforms as 
organisations understand that having 
integrated finance and employee data 
is critical to making important deci-
sions for the business.

As such, Richards says we’re see-
ing a move away from the individual 
best-of-breed applications to more 
consolidated platforms to avoid the 
cost and complexity of running mul-
tiple systems.

Even at a high-level, mid-market 
businesses are looking to leave be-

DAN CLIBBENS
/ PERCIPIENT



and knowledge to provide a range of 
industry and process best practice to 
make core adoption easy and instantly 
impactful,” he says.

The role of the system integrator is 
then to add to the core through per-
sonalisation, automation, insight and 
enhanced user experience. This, says 
Wright, provides “a constant path for 
improvement and enhancement with 
minimal disruption and incremental 
cost. A great partner will manage your 
digital transformation and ensure adop-

tion and value at each point in 
your technical evolvement.”

However, Richards warns 
that if your ERP vendor’s herit-
age is large enterprise software 
applications, there is a danger 
they will treat all customers 
the same. This has historically 
manifested itself as the bigger 
vendors selling ‘lite’ versions 
of their products to the mid-
market with scaled back func-
tionality. However, this sends 
an awkward message to cus-

your ERP system and integrate inno-
vation that will give the customer the 
future-proofing they need to respond 
to changing market opportunities.”

Even though it is easier for the pur-
poses of discussions like this to refer to 
‘the mid-market’, it is important not to 
put all firms in the same basket. There 
is no ‘one-size-fits-all’ approach. How-
ever, it is becoming clearer that invest-
ment in digital transformation over 
the past several years is now paying 
off, and mid-market customers want 
to focus on sustaining agile growth.

Eighty six percent of UK mid-tier 
businesses are looking to recruit more 
staff over the next six months, with 
more than half (54 percent) planning 
permanent appointments. The com-
panies will be increasingly focussed 
on workforce optimisation, flexibility 
and efficiency. From automating back-
office finance processes to elevating 
customer service to building more 
agility into workflows – the ERP indus-
try can no longer afford to ignore the 
mid-market. 

hind an on-premise, legacy mindset 
and continue their journey to the 
cloud. This now extends beyond con-
versations of cost savings, to automat-
ing existing processes and uncover 
new revenue opportunities.

Personalised for the mid-market
So how can ERP providers best serve 
their customers in the mid-market 
moving forward?

The simple answer, says Wright, is 
by listening and providing a person-
alised application of technology and 
services to identify and achieve rev-
enue and cost improvements.

“This probably boils down to ma-
jor authors concentrating on the core 
ERP solution, using their experience 

If your ERP vendor’s heritage is large enterprise 
software applications, there’s a danger 
they will treat all customers the same

Reclassifying what the mid-
market actually means, 
scale for growth, and flexibility to adapt 
to new opportunities are paramount
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tomers that they don’t really have a 
voice unless they can find the budget 
and resources to purchase the full 
enterprise version of the vendor’s 
products.

She observes that just because 
mid-market firms may not have 
deep pockets, “it doesn’t mean they 
don’t expect to have the functional-
ity for their specific business needs.”

“Ultimately, as a vendor you have 
to be honest with customers that 
they have to go on a journey with you 
to reap the benefits of innovation. If 
you have these standardised founda-
tions, it will be much easier to extend 
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A  B L U E P R I N T  F O R

D esigning a blueprint for a successful enterprise is no simple 
task. It’s not that the issues are complex in their own right, but 
simply that most businesses have years of inherent complex-
ity woven into their fabric.

The principles of success would be simple to adopt if it 
wasn’t for the decades of unsustainable practices, narrow-

minded thinking and a lack of diversity.
Fairness and equality would be the standard if it were not for a long history of 

bias and prejudice. Experience would be embedded in internal and external culture 
had we realised its importance before it became a buzz word. Trust, openness and 
transparency would be foundational pillars of all business interactions. And, sustain-
ability and environmental consciousness would be commonplace had economics not 
outweighed protecting our planet for far too long.

Over the course of the next 14 pages, five of our expert contributors set out why all 
businesses should consider embedding these fundamental tenets within their organ-
isation with a final commentary on ‘mindset’ as the foundational pillar on which all 
business decisions rest.

As we move forward into a new era of commerce – in a post-pandemic world with 
all the battles scars of lockdown behind us – it will become clear that although some 
habits are hard to change, and we are already slipping back into old ways – some 
changes will endure.

Those changes that stick will see a new breed of enterprise thrive. Whether you are 
a retailer, manufacturer, service provider or utilities company  - the successful will 
share some common DNA. That DNA will be rooted in fairness, experience, sustain-
ability, trust, and above all else, a mindset that is open to the art of the possible.

OF COMMERCE

A New
Era
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in work habits and preferences is the norm. The 
technology enables us to always operate both 
efficiently and effectively but in a way where we 
control delivery of the work. Consequently, the 
technology is pro-active as it comes to us, rather 
than we go to it to execute a transaction.

• Immersive experiences driven by digital 
workflows: our experiences will be immersive 
underpinned by digital workflows that spread 
across an organisation’s entire enterprise, no 
longer pigeon-holing the user into legacy ERP 
functional silos. Things that were once seen as 
gimmicks will be mainstream as chat bots and 
self-directed workflows are standard and ex-
pected. User interface of choice will be a com-

bination of voice and retina, facilitating the practical 
use of virtual reality through glasses creating immersive 
experiences in the moment.

• Holistic experiences incorporating macro events: 
Macro-economic events in a fast changing world can 
have real impact so being constantly informed of real-
time events that are relevant to me at work will ensure 
the business remains relevant in an operating context. 

Double trouble 
this issue so I thought 
I would pull in some 
additional expertise. 
Please welcome Libby 
Mason, a recognised 
organisation and 
change management 
expert as co-author 
of my column.

L
et’s imagine we live in a world where 
we have an unlimited budget and the 
world is our oyster. So what would 
the gold standard in employee expe-
rience technology look like?

 
The algorithm of business – experience
economy nirvana
Achieving the gold standard in the experience 
economy is truly mastering the equation of fully 
integrated and seamless business execution 
through the eyes of the user. Technology evolu-
tion means that this panacea is within reach al-
lowing organisations to drive experiences that 
are multi-dimensional and changing constantly 
over time. Our future digital nirvana equation 
will comprise the following variables:

• Pro-active technology individually personalised to 
me: the technology will serve us. Technology will know 
the individual, not only in regard to our role within the 
workplace but also how we are best engaged based upon 
our needs, our work pattern, job location and behav-
iours. Individual personalisation that intelligently con-
nects data across different systems, recording patterns 

Reaching 
for Gold

B Y  M A R K  S W E E N Y  A N D  L I B B Y  M A S O N

IN EMPLOYEE EXPERIENCE TECHNOLOGY

There 
will always 
be a point 
where we 

don’t want 
to interact 

with a 
machine 

A BLUEPRINT
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activities which can be gamified to increase awareness 
around the impact of physical activity on wellbeing.  

The human dimension – great technology 
is only one half of the equation
There is a strong psychological human behavioural and 
cognitive element to the employee experience nirvana. It 
is this that needs to be understood as part of any design.

People want to be connected with a purpose and 
companies need to find new ways to engage their work-
force, communicating and engaging with that purpose 
and freeing people up to deliver it. Empowerment is the 
name of the game. 

Those that embrace this mindset will come out ahead 
in the competition for talent as job seekers and employ-
ees become more demanding about not just their role 
but the experience they have at work. Benefits include, 
but are not limited to:  

• Increased brand loyalty: a positive experience sup-
ported by the right technology creates a positive connec-
tion with the organisation and its stakeholders, creating 
an environment for more meaningful engagement. 

• Increased productivity: giving time back by the ap-
plication pushing the relevant information, event or 
required action to the individual at the point in time 
thereby delivering enhanced service.

• An informed workforce: ensuring the workforce is 
constantly made aware of external events that are rel-
evant and accurate to their role making the organisation 
more effective. 

• Promote inclusion and democratise happiness:  
shared experiences encourage participation in the or-
ganisation and help build and maintain company cul-

Any business that loses relevance to its marketplace can 
become lost. Experiences are now so much more than 
just what is going on at a micro-level within the organi-
sation. 

• Enhanced decision-making: advanced features that 
support decision-making by AI, machine learning and 
predictive analytics into understanding and present-
ing scenarios, rather than simply presenting a flat set of 
choices, will be the norm.   

• Immediate access to human contact if needed: the 
ability to reach out immediately and contact face-to-face 
human assistance via video, as part of any transaction 
whether it is to collaborate or just request further assis-
tance or guidance will be normal. There will always be a 
point where we do not want to interact with a machine 
or something impersonating a machine.

• Ability to feedback so the organisation can continua-
lly learn and evolve: everything needs a feedback loop 
that can be executed quickly. Being able to measure 
constantly, gain insight through analysis if something 
isn’t working ready for experience and process correc-
tion is a fundamental pillar in reaching for gold.

• Enhanced capabilities monitoring personal health at 
work: even gold standard experience-driven technology 
is not a silver bullet for addressing workplace wellbeing, 
however the technology will be able to detect patterns 
of behaviour and enable value added strategies to help 
support a pro-active approach. For example, the ability 
to restrict contact out of working hours, monitoring and 
flagging line managers when our behaviours through our 
digital responses become erratic, or diverting workloads 
seamlessly. Connecting to personal devices like smart 
watches also allows for engagement around fitness and 
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tantly how do they sustain it? The foundation is their 
culture of empowering their employees and ensuring 
they are equipped with the right skills to deliver excel-
lence. Its investment in the customer facing technology 
MyMagic+ ensures their customers have a seamless ex-
perience when engaging with them. No doubt how they 
continue to evolve with their employees in the same 
way will remain a core focus.

Organisations who get it wrong 
We won’t name and shame anyone here but 
the consistent theme we saw in studies around 
employee experience is a failure to address the 
culture and behaviours of leadership in imple-
menting new ways of working. CX and EX plat-
forms and strategies become enablers, but in the 
absence of visible leadership commitment and an 
organisational culture that values and leverages 
the benefits of these strategies they will fall flat.  

Achieving gold
The bottom line in achieving the gold standard 
is the combination of both human and machine. 
We can have great technology at our fingertips 
but if we have not got the human side of the busi-
ness operation right the experiences become 

meaningless. 
The technology experiences we create can contribute 

to driving positive social behaviours, but it is still up to 
us as humans to remember that it is always the people 
who are the heart of any business and not the machine. 
Walt Disney once said, “You can dream, create, design, 
and build the most wonderful place in the world… but 
it requires people to make the dream a reality.” 

Mark Sweeny, founder de Novo Solutions
Libby Mason, founder Alluvion Consulting

ture; removes access barriers and promotes equality, 
builds engagement with everyone being equal and 
part of something through shared experiences; pro-
vides a platform to demonstrate that the organisa-
tion cares about the individual by enabling them with 
the right technological tools.

• Human psychology and providing real-time fee-
dback on the organisation: amplifies the employee’s 
voice so they can be heard; facilitates an ability to 
determine an employee’s value of connection to 
the organisation through measuring their active 
participation. 

• Enhances skills and improving employee im-
pact: employees can shape the direction of the 
company and their role in it, creating enhanced 
career pathways and ability to invest in new skills 
and roles which are shaped by the demand of em-
ployees, they are closest to the customer or citizen 
which they serve and they often have a better un-
derstanding of what is required.

Who is leading the way?
Done correctly, gold standard successful organi-
sations focus on business outcomes; break down 
delivery silos; create positive employee experiences 
free from frustration and perceived bureaucracy and 
consider human behaviours alongside technology fit, 
all with the goal of delivering exemplary customer ex-
perience. No-one has reached nirvana today, but there 
are organisations that excel around the different vari-
ables. 

From the human perspective one company stands 
head and shoulders above the rest – Disney. Disney 
exists to deliver fantastic customer service every mo-
ment of the day. How do they do this and more impor-

Employees 
can shape the 

direction of 
the company 
and their role 
in it, creating 

enhanced 
career 

pathways
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thrive in the digital economy’.
Today, it is unrealistic to expect an 

enterprise leader to know about all 
things at all times; therefore, enter-
prise leadership requires you to pull 
together an aligned team of individu-
als that can help to shape and inform 
effective decision making. They must 
also be willing to listen and learn from 
their teams and create an environment 
where ideas can be put forward.

To achieve this, organisations need 
to foster a culture that ensures mis-
takes and knowledge gaps are seen as 
‘learning opportunities rather than a 
cause for embarrassment or punish-
ment’ (Gino & Statts 2015). A failure to 
do so fosters a ‘fixed mindset’ rather 
than a ‘growth mindset’ (Haslin 2012) 
and this could be a derivative of foster-

ing unethical behaviours that have a detrimental 
impact on the wider enterprise.

With the emergence of algorithmic led de-
cision-making tools that use AI or immutable 
work-flow management platforms that use 
blockchain and smart contracts, enterprise lead-
ers should be mindful that internal behaviours 
might be inadvertently hardcoded into the way 
these technologies are designed to function 
across the organisation.

For value-led organisations, consideration 
must be given as to whether these algorithmic be-
haviours represent those values, whilst an enter-
prise leader must also ensure the same standards 
are applied in ways that allow them to maintain 
these values across products and services. ‘This 
can only be achieved through strong internal 
governance’ (Tiell 2019). Organisations are now 
beginning to see the impact of getting it wrong.

T
he pandemic has been the 
catalyst for the rapid ac-
celeration of digitalisation 
for almost every business, 
in every industry sector 

around the world. Whilst this explosion 
of new digital products and services 
has demonstrated value to businesses 
and society as a whole, enterprise lead-
ers should be mindful of underestimat-
ing just how fragile people’s trust in the 
digital world actually is.

This article will discuss the current 
state of trust in the digital world and 
offer some key considerations that en-
terprise leaders need to think about if 
they are to meet the new standards of 
openness, transparency, control and 
trust that society now expects from the 
organisations they engage with.

For this article, ‘trust’ is defined as having 
the firm belief in the integrity, ability, reliabil-
ity or character of a person or thing (Mayer et 
al 2005). An enterprise leader is defined as an 
executive ‘who is successful at serving the needs 
of the enterprise and does so at the expense of 
personal success’ (Ready & Peebles 2015). The 
Digital World refers to the availability and use 
of digital tools to communicate via the internet, 
digital devices and other technologies.

Any aspiring or current enterprise leader 
should be mindful that in order to effectively 
build trust into their digital products they must 
fully understand the digital world they compete 
in. Research from Douglas et al (2020) found 
that 82 percent of people they surveyed believed 
leaders in the digital world need to be ‘digitally 
savvy’ yet less than 10 percent felt that their or-
ganisations ‘have leaders with the right skills to 

Today, it is 
unrealistic 

to expect an 
enterprise 
leader to 

know about 
all things at 

all times
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size-fits-all, as ‘Trust varies depending on 
your perspective, priorities and local context’ 
(Chakravtori et al 2021). Therefore, understand-
ing the geography of digital trust across your 
enterprise is essential if you want to raise the 
standards of trust and sustain them, particularly 
for global organisations and those that use al-
gorithmic decision-making tools and platforms.

Furthermore, distrust in technology and how 
data is being shared and used is a feeling that 
might also be a concern of your workforce as 
much as your customers. According to PwC’s 
Hopes and Fears report (2021), six-out-ten peo-
ple worry that automation is putting jobs at risk, 
whilst 39 percent fear their jobs will be obsolete 
in five years. This is exacerbated by how tech-

nology is being applied by organisations that are coming 
to terms with how best to manage their predominantly 
remote workforce.

The introduction of productivity measuring appli-
cations that are used to track the performance of the 
individual within the privacy of their own home, for ex-
ample, may serve to undermine trust or exacerbate fear 
the workforce might already have. According to Seidman 
(2020) ‘trust is the only legal performance-enhancing 
drug. Whenever there is more trust in a company, coun-
try or community, good things happen.’ An enterprise 
that implements excessive work monitoring ‘risks break-
ing that contract of trust, leading to a disengaged work-
force, focussed on meeting the desired statistics’ rather 
than the things that really matter (Shield 2020). 

Wayne Lloyd, CEO, Smarter Contracts

The 2021 Edelman Trust Barometer Report 
highlighted that society’s trust in technology 
has been declining around the world, hitting all-
time lows in 17 of 27 countries, with the UK, US, 
Canada and China seeing double-digit declines.

This also correlates with a lack of trust 
over how organisations manage and process 
data. In 2020 the privacy-based search engine  
DuckDuckGo registered more than 100 mil-
lion searches in a single day for the first time 
in its history, whilst the privacy-enhancing 
Brave browser doubled its number of monthly 
active users in a single year, from 11.6 million 
to 25.4 million. Tens of millions more moved 
over to Signal and Telegram and away from 
WhatsApp, over concerns its users had about 
how their data might be used. This fundamental shift 
in consumer behaviours towards wanting to use service 
providers that prioritise privacy should be at the fore-
front of the decisions of every enterprise leader. If they 
are not, they place the future of the organisations they 
represent at risk.

Enterprise leaders must be willing to gain a deep un-
derstanding of why their people do or do not trust the dig-
ital world that they are asking them to participate in and 
accept that these metrics of trust will continually change. 
Integrating next generation trust tools that allow the en-
terprise to capture this information in real-time, across all 
areas of their business, will ensure this can be a proactive 
process instead of one which is reactive. Organisations 
cannot wait to be told that they have broken someone’s 
trust – they must continually look to manage it.

It must also be considered that trust is not a one-
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innovation and create an overall more 
satisfied workforce. 

“There is no quick fix for achieving 
equality in the workplace but there are 
plenty of good practices that can con-
tribute to moving the needle,” says Jo-
hannes Smits, director of PwC. “Firstly, 
organisations need to understand 
where the pipeline for diverse talent is 
leaking or blocked.”

So how can we re-imagine a fairer 
world of working? Let’s find solutions 
to common concerns both established 
companies and start-ups have tried 
when it comes to tackling the task of di-
versity and inclusion in the workplace, 
and set out a roadmap for a fair future 
of work. 

 
Solution 1: 

Accountability against inequality 
The black lives matter protests in 2020 were in-
strumental in creating more open conversations 
around the subject of race including how we can 
create more equal opportunities for people of 
colour within the workplace. However, it is easy 
to make hollow statements and not back them 
up with direct action. Some companies even 
go as far as stating that they have already ar-
rived and the way they are operating has always 
worked for them. In the experience of the team 
at Gapsquare, the belief that the job is done is 
often a sign that you haven’t yet started. 

One company which is doing the very oppo-
site of this is Hilton Hotels and Resorts, recently 
ranked number one on The Top 50 Companies 
for Diversity list and has been featured on the 
list for the seventh year running. 

Showing an ongoing commitment to going 

I
t has been just over a year since 
the global pandemic began and 
the nature of the workplace as 
we knew it has shifted rapidly. 
Many of us have had to adjust 

to remote working. Gone are the days 
of commutes and water cooler con-
versation, now all we have to do is roll 
out of bed and switch on our laptops 
if we are amongst those who are able 
to work from home. Starting new roles 
remotely has become the norm, rather 
than an exception. 

While it has certainly been a chal-
lenge, for both businesses and em-
ployees, it is uplifting news to hear that 
we can return to the office soon. The 
pandemic has also given us a unique 
opportunity to re-evaluate how we 
operate so that we can shape a new 
future of working, one that champions equity 
and inclusion. What would the nature of a busi-
ness look like if we were building it from scratch, 
post-pandemic? 

At Gapsquare, equality is our main motiva-
tor rather than a mere box-ticking exercise. We 
provide innovative solutions through our analyt-
ics software, consultancy and research to help 
companies create fairer workplaces and work to-
wards eradicating pay gaps caused by structural 
inequalities. Our vision of the future of working 
is one where work is inclusive, where pay meets 
value and diverse talent thrives. 

We already know that 69 percent of millennials 
and Gen Z are more likely to stay for five years or 
more if working for an employer that recognises 
the value of diversity. Numerous studies have 
proven over and over again that diverse work-
places outperform their competitors, encourage 

The future of 
working is one 
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where pay 
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be seen as a business priority and implemented into 
business goals accordingly. For businesses just starting 
out, the earlier this is implemented, the easier it will be 
in the long run and the benefits will be obvious. The sta-
tistics speak for themselves, as research shows that all 
companies with 30 percent or more women in executive 
roles outperformed those with smaller percentages or 
no women executives at all. 

Solution 3: 
Flexible working options  
Flexible working is the future. It encompasses a variety 
of options that are particularly helpful for those with 
childcare or caring responsibilities, such as blended 
working, compressed hours, part-time hours and term-
time working arrangements. 

A 2013 study found that 72 percent of workers re-
ported that productivity is a direct result of flexibility, 
amongst other benefits such as higher quality decision 

making and utilising time more effectively. This 
is likely linked to the mutual trust built between 
employers and employees and a greater sense 
of autonomy felt by employees which leads to a 
more satisfied workforce all round. 

The pandemic has shown an increase in the 
popularity of flexible working. Our reports show 
that 73 percent of fathers said they would like 
the option to work flexibly post-pandemic. This 
in itself suggests a cultural shift in the conver-
sation surrounding flexible working, which has 
been previously discussed largely on the basis of 
gender. Those who refuse to adapt will increas-
ingly seem outdated and also miss out on the 
benefits of flexible work options. 

We see companies returning to the office 
every day, despite the general consensus that 
adapting hours and having at home working as 
an option is an effective and productive strategy.

Solution 4: 
Acknowledging intersectionality 
When it comes to dealing with disability pay gaps and 
employment gaps in the workplace, companies have got 

above and beyond for D&I, they recently announced set 
goals to improve gender and ethnic diversity in leader-
ship roles, as part of their post-pandemic recovery. 

Hilton plans to achieve gender parity in leadership 
roles around the world by 2027 and have 25 percent 
ethnic diversity in US leadership roles within the same 
time frame. The company will hold itself accountable 
with a public dashboard updated annually to report on 
hiring, as well as tying executive compensation to how 
much progress is being made. 

They believe that by fostering diversity, they can pro-
vide more meaningful experiences for guests and create 
a positive impact on communities. This hands-on ap-
proach is what is needed when it comes to tackling the 
ethnicity pay gap and creating a fairer world of work for 
our diverse teams. 

Solution 2: 
Equality integrated into policy 
These days we’d like to believe we are all equal. 
After all, women and people of colour can gain 
meaningful employment these days, seem-
ingly without any overt barriers. However, this 
doesn’t mean that barriers don’t exist within the 
workplace itself, even manifesting as early on as 
the hiring process. 

Tackling structural inequality requires con-
stant commitment to improving the workforce 
and remaining adaptable to the challenges that 
come along with trying to achieve this goal. 

Research reveals that nearly 80 percent of 
global organisations do not prioritise female 
advancement in the workplace and do not have 
any formal policy in place to support this, de-
spite studies proving time and time again the 
benefits of women in leadership positions. 

To achieve true equality, Smits firstly suggests 
businesses conduct “thorough data analysis, in 
the moment and over time. Secondly, have an open dia-
logue with staff to understand how people experience 
fairness, belonging and trust when working in your or-
ganisation.”

In addition, gender and other forms of equality must 
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vast range of disabilities and how they are de-
fined but employers are more than up to the 
challenge. 

Examples to look at for those just starting out: 
companies like HSBC which have built ‘ability’, one 
of its eight global networks focussed on D&I in the 
workplace, Uber which has done similar work and 
our clients Accenture, which has championed dis-
ability data collection and developed this research 
on embracing disabled employees in the US.

To quote our partner Lord Shinkwin, a strong 
advocate for disability D&I in the workplace, 
“We’ve had mandatory gender pay gap report-
ing since 2017. It is the law for organisations to 
report where they are on this under threat of 
sanction. So why can’t there be a read-across 
for disability?”  

We are passionate that the journey to fair and thriving 
workplaces should be simple and stress-free. That’s why 
we enable companies with fair pay and inclusion data 
analytics. The pandemic has given us an incredible op-
portunity to re-write the script for the future of working 
– it is up to us to take it. 

“Define your vision complete with objectives for 
which you will hold your leaders accountable,” Smits 
lastly recommends, “Finally, build your D&I roadmap 
with clearly defined initiatives and allocate the re-
sources that are required to succeed. Then comes the 
hardest part – execution. But there will be progress.”

If you don’t, you might find your company is left way, 
way behind. 

Dr Zara Nanu is CEO of Gapsquare

away with side-stepping the issue up until re-
cently. With working from home now the norm 
as a result of the pandemic, and previously 
closed doors opening for some with mobility is-
sues in particular, the conversation about how to 
accommodate employees with disabilities has 
once again been raised to ensure a fairer future 
of work.

Those with disabilities benefit from working 
from home for a myriad of reasons, such as dif-
ficulty with the daily commute, as well as office 
environments often lacking the adaptations and 
accessibility needed for those with physical dis-
abilities and neurodiverse individuals. 

A survey carried out by UNISON, found that 
73 percent of disabled staff felt they were more 
productive or as productive work ing from home  
compared to when in the office. 54 percent felt they 
would benefit from working from home in the future.  

Technology has allowed both non-disabled and disa-
bled individuals to carry out their jobs remotely – better 
still, they have permitted us to do so socially, equally, 
and with adjustments to different types of workstyles 
and locations. We can’t underestimate how revolution-
ary this has been, and should continue to be.

Whilst it is true that ending disability-based pay in-
equity and lack of workforce opportunities can require 
more in-depth knowledge of your employees’ experi-
ences than tackling gender or ethnicity, it’s completely 
doable and highly valuable. Around 15 percent of the 
world’s population have a disability – depending on 
how you measure this, the number could be signifi-
cantly higher. The data can be challenging, due to the 
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The impact on operations
So, given this growing interest and im-
perative, what changes do businesses 
need to make to their operating models 
and ERP systems?

The short answer is ‘a lot’ because 
sustainability impacts every area of 
operations. 

Yet many businesses are not yet 
able to monitor, measure and man-
age the sort of non-financial factors 
that are critical to their sustainability 
performance. One example is the sup-
ply chain. Typically run on the basis 
of cost and time optimisation, supply 
chains now need to incorporate new 
measures, checks and balances that 
provide clarity around factors such as 
human rights and environmental per-
formance. Without these measures, 

organisations leave themselves exposed to – and held 
responsible for – the actions of third parties. 

So, the carrot for these changes is better risk manage-
ment and a stronger story for customers and investors 
in a world where stricter legislation on everything from 
wildlife crime to human rights abuse will make it not only 
a ‘nice to have’ but a business necessity. At a fundamental 
level, companies risk – literally or effectively – losing their 
licence to operate. If that sounds overly dramatic there 
are plenty of cases where it has already happened – from 
energy companies who damage the environment, to re-
tailers selling clothes made by child labour, or gambling 
companies which fail to protect the vulnerable.

Here we see the fallacy that there is a trade-off between 
doing good and delivering good business performance. 

W
hile 2020 will al-
ways be the year of 
the pandemic, 2021 
may yet be remem-
bered as the tipping 

point in corporate and global action 
on sustainability. In recent months, we 
have seen an unprecedented amount 
of activity on climate change as gov-
ernments jostle to demonstrate leader-
ship and a host of corporates announce 
their pledges to achieve ‘net zero’ in the 
lead up to COP26 in Glasgow. Multiple 
stakeholders are now pushing organi-
sations to care more about sustainabil-
ity: pressure from young people – who 
move to hold companies accountable 
for their impacts; from regulators – who 
seek to expand reporting on sustainabil-
ity performance; and from institutional 
investors and the banks – who are ‘baking in’ environ-
mental, social and governance (ESG) factors into their 
valuation and investment models.

This represents the culmination of growing support for 
embedding sustainability or ESG into business activities 
and an increasing focus on the importance of creating 
long-term value. At the risk of hyperbole, this trajectory 
appears to be unstoppable. Many predicted that the 
economic pressures caused by the COVID-19 pandemic 
would slow down the sustainability agenda, but the op-
posite appears to be true.

On a more direct level, the realisation that factors, 
from environmental pollution to human rights abuses, 
can topple CEOs and dramatically impact on share price 
has woken up even the least progressive leaders. 

� e New 
Blueprint

B Y  M A T T H E W  B E L L

WHY GREEN IS

From pandemic reset to green revolution, sustainability is growing 
in importance and deserves its place at the heart of your operations. 

But how do you go about that?

A BLUEPRINT
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In short, if you’re going to change your prac-
tices to reduce emissions, shake up your supply 
chain to promote sustainable behaviours and re-
focus your internal reporting to reflect new pri-
orities, it’s likely that your ERP system will need 
a few tweaks at the very least.

Designing from scratch versus retrofit
Tempting though it is to take up the ERP Today 
editor’s invitation to create a blueprint for a new 
fictional organisation, I’m going to show you 
one that Elon Musk made earlier.

What I believe all his companies have in com-
mon is that they’re trying to solve a complex 
problem facing humanity, whilst also capitalising 
on the inevitable business opportunity. In Tesla’s 
case, it’s to accelerate the world’s transition to 
sustainable energy, addressing the automotive 
sector’s need to decarbonise quickly.

What’s interesting here is that, until relatively recently, 
its business model was doubted by investors and became 
a target for short-sellers, many of whom preferred to back 
legacy auto companies developing their own plans for the 
future of mobility.

That picture has now changed. Not only have investors 
been forced to reconsider their positions, recognising that 
national governments are phasing out combustion vehi-

In fact, they closely align around a common goal 
of long-term value creation. 

Rewiring ERPs for sustainability 
By now it should be clear that if your operating 
model, and indeed ERP system, is built purely 
around financial profit and loss, it will need 
some rewiring to adjust to this new world.

One significant challenge still facing many 
companies is their ability to monitor and meas-
ure the aspects most critical to their sustainabil-
ity performance. Such gaps in understanding 
leave them ill-equipped to make informed deci-
sions that will steward their companies towards 
long-term performance. Changes in what data 
is captured, as well as how it is interpreted and 
communicated, will be needed to drive decision 
making and satisfy the needs of all stakeholders, 
including investors.

New KPIs are going to be needed to help direct your 
efforts. They will not only need to target new non-finan-
cial metrics but will also be tilted towards driving long-
term value. Once you begin to think it through, virtually 
every aspect of the modern enterprise becomes im-
pacted. Is, for example, your senior management team 
being properly incentivised? Or do their targets need to 
incorporate sustainability outcomes?

Many 
businesses 

are not yet able 
to monitor, 

measure 
and manage 

the sort of 
non-� nancial 

factors that are 
critical to their 
sustainability

|   E X P E RT  O P I N I O N   |

095-EXPERTS.indd   105095-EXPERTS.indd   105 09/06/2021   17:1809/06/2021   17:18



106 E R P  T O D AY    |   Q 2  2 0 2 1

|   E X P E RT  O P I N I O N   |

the previous survey conducted two years earlier. 
Moreover, many of those who currently use an 
informal approach, plan to move to a more rigor-
ous regime (39 percent).

In the report, one institutional investor, Vin-
cent Triesschijn from ABN AMRO, sums up the 
views of many investors: “It is our conviction 
that companies that perform well on ESG are 
generally less risky, better positioned for the 
long term and possibly better prepared for un-
certainty.”

Seizing the opportunity ahead
But there’s one other huge incentive. As ERP 
Today readers will know only too well, climate 
change is not the only challenge businesses 
face in an increasingly disruptive world. Yet, 

with a great deal of information readily available it 
could be argued that climate change presents a better 
understood set of challenges and opportunities than, 
say, the future of digital innovation or even mobility in 
a post-fossil fuel world.

Yet we are already seeing huge ‘bets’ placed in those 
areas while many businesses wait for greater clarity be-
fore investing in decarbonisation. This creates a great 
opportunity for first movers. By seizing it, supported by 
governments and investors ready to help, companies 
can create value to all their stakeholders. For those who 
don’t take the opportunity, the speed and volume with 
which investment is shifting away from high carbon ac-
tivities means that capital may be very hard to come by.

To be on the right side of that line, make sure that 
sustainability is a part of your business and not apart 
from it. 

Matthew is a partner at EY, leading its climate change and 
sustainability practice across the UK&I. All views are his 
own.

cles, but that some legacy companies are now 
paying Tesla for ‘vehicle regulatory credits’ – to 
meet electric vehicle targets and regulations.

The moral of the story is that if you’re de-
signing something from scratch, you have the 
advantage of aligning everything towards your 
sustainability goals from day one. But even if 
you’re going for a retro fit, like the legacy auto 
industry which has made huge progress in reduc-
ing emissions and adapting to electrification, you 
can still make it work. 

The future is green
As we emerge from the pandemic, ESG issues are 
not going away and are likely to remain essential 
to resilience and long-term recovery.

Government responses to COVID-19 in many 
countries include large stimulus packages tied to ‘green 
outcomes’, with specific focus on accelerating the transi-
tion to a zero-carbon economy.

There have also been other, more targeted, government 
interventions. The European Commission’s €750bn fund 
to help the bloc recover from the pandemic came with 
a requirement that 25 percent be set aside for climate 
change mitigation.

Another example is the ‘Build Back Better’ movement, 
which saw a coalition of CEOs publish an open letter call-
ing for the creation of a post-COVID-19 global economy 
that boosts society, the planet and shareholders for future 
generations. The CEOs want to promote ‘purpose-first’ 
businesses as a fourth sector of the economy to join the 
existing public, private and non-profit sectors.

The growing significance of ESG issues to investors can 
be seen in the 2020 EY Climate Change and Sustainability 
Services (CCaSS) Institutional Investor survey. The sur-
vey found that, of the 98 percent of investors surveyed 
who assess ESG, 72 percent carry out a structured review 
of ESG performance, compared with just 32 percent in 
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cesses and technology – and replace 
any mediocrity. This is a key tool to 
strike down slow corporate processes 
that hold back progress in business 
operations and the technology that 
underpins it. 

Agility
No business leaders including big cor-
porate ones can opt out of an agile fu-
ture. And frankly, it’s about time! 

Nespresso was a skunkworks project 
at Nestlé, so it’s not only small busi-
nesses that innovate fast, however, this 
is often the exception and not the rule. 
The pace of embracing innovation is a 
challenge in every large enterprise I’ve 
encountered.

Is it mindset? Is it accepting dated 
processes for decision making? In 

some cases, yes, it is. It’s a mixture of compla-
cency, for example: ‘it will never catch on’, or ‘we 
don’t need this to be successful’; legacy tech be-
ing costly and time consuming to replace and a 
‘better the devil you know’ attitude often wins. 
Equally, there is an understandable need for 
standardisation and risk management in cor-
porate enterprises. Running 1,000 pilots adds 
complexity to big corporates needing to man-
age consistent service and risk, in particular, 
reputation around investing in something that 
could fail. That, to my mind, is still a mindset 
issue because it can be just as damaging not to 
try that innovative, new technology as it is to try 
it and fail. 

Communication 
It is vital to be able to present well, be structured 
in the way you work and be analytical in the way 

T
here are thousands of 
books, podcasts, blogs 
and coaches dedicated to 
the mindset that business 
leaders need in order to 

succeed. But is there a set of common 
skills that leaders must embrace, re-
gardless of size and scale, in order to 
succeed both personally and for the 
organisation around them? 

Here is my mindset cheat sheet that 
combines all the advice I have as-
sembled and why these skills ensure 
businesses maintain the competitive 
advantage. Regardless of the size of the 
organisation, these four pillars are the 
common ground that I believe equal 
success: excellence, agility, communi-
cation and courage.

Excellence
In my experience, success comes from an ob-
session with excellence. This obsession must 
start at the top of an organisation and embed 
that behaviour firmly in company culture. Tom 
Peters, one of my favourite business manage-
ment thought leaders and bestselling authors, 
talks about this in his recent book Extreme Hu-
manism. (I don’t want to brag but I even have a 
signed copy of this, his nineteenth publication!)

Peters has interacted with thousands of organi-
sations and individuals over 43 years and believes 
that excellence is not just a message or way of do-
ing some things but rather the way of doing eve-
rything. Service is key: service to one’s teammates 
and colleagues, service to one’s customers and 
vendors and service to our communities. 

With a drive for excellence comes the compel-
ling need to question everything – people, pro-
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teams and many more resources at their dis-
posal, so success is rarely on the shoulders of 
just one person. The pressure is different, and 
the different mindsets are different as a result. 

Conclusion
Clearly there is no one-size-fits-all in business, 
with the mindset required of a FTSE 100 CEO 
different to that of the mindset of a scale-up 
leader. But to my mind, regardless of the size of 
the business, there is a blueprint to the perfect 
mindset and that lies firmly in the characteris-
tics of striving for excellence, being agile, being 
a great communicator and being courageous. 
These identifying characteristics can be ap-
plied across geographies, industries and differ-
ent scales of organisations. They should form 

the foundations of any business that wishes to succeed 
and are unlikely to be absent in any successful stat-ups 
or scale-ups. Yes, there will be exceptions – many large 
enterprises display none of the attributes on my list and 
yet are hugely successful. But, they became successful in 
an era when there was far less of a focus on the kind of 
differentiators that stand one new business apart from 
another. Could those global entities stand toe-to-toe 
with a modern, more nimble competitor if they didn’t 
have decades of success behind them. Perhaps not. 
Whilst defining a blueprint for success that cuts across 
all types of businesses maybe a challenge too far, it is 
almost certain that those which do succeed will share 
some common DNA. Establishing the right mindset is 
the first piece of that puzzle and one that all business 
leaders should consider if they hope to prosper in the 
new era of commerce.

Emma Sinclair MBE, co-founder of EnterpriseAlumni

you think. Leaders need to be able to commu-
nicate to employees, customers, the media and 
investors. Einstein-esque visionaries in any size 
organisation often lack commercial flair and 
communication skills that isolate them from 
those they need to effectively communicate 
with. So not only is the ability to communicate 
well essential, but so is the desire to be com-
municative essential. 

Courage
Continuous learning, and applying that knowl-
edge to courageous decision making, can com-
bat the laborious processes that often slow 
organisations down. As is perpetually discussed, 
large enterprises often have challenges with em-
bracing agile technology, whether that’s because 
of a fixed mindset that ignores new ways of working, or 
slow and laborious processes making progress glacial. 
Too often, enterprises buy tech from the mega vendors 
because they are pre-conditioned to do so. Again, is this 
a mindset issue?

What about the differences in mindset between leaders 
of different sized organisations? Is identifying those dif-
ferences seen as important when laying out a blueprint 
for success? Melissa Morris, CEO of Lantum, a workforce 
management platform used across thousands of NHS or-
ganisations from large hospitals to integrated care sys-
tems, believes scaleup leaders have a lived reality that 
lends itself to having a different type of drive. Founders 
and CEOs of scaleups have to be paranoid given that they 
are competing with a vast number of incumbents. Grow-
ing a company is often akin to the David vs Goliath sce-
nario, where founder CEOs have a very a big incentive to 
make the business work, often with their whole identity 
tied up in the success of a business, Morris told me. 

On the other hand, large organisations have execu-
tive and non-executive boards, experienced leadership 
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H
istorically ERP vendors 
sold licences and left 
their partners to worry 
about the success, or 

otherwise, of the implementation 
thereof. In the old world, when pro-
jects took years to complete and value 
was an immeasurable notion, the re-
lationship between vendor, partner 
and customer was disconnected and 
the idea of an equitable collaboration 
with accountability between all par-
ties was inchoate, at best.
Customers bought a product from a 
vendor and a partner implemented 
that product, tailored to the custom-
er’s specific needs. When things went 
wrong the customer was caught in the 
middle of a dynamic which benefitted 
the vendor and partner far more than 
it did the buyer. Projects were con-
ceived and built around the need for 
technical upgrades and were rarely 
seated on a business case that clearly 
defined what, how and when, the pro-
ject would deliver value.

That model existed for decades and 
rather suited both vendor and partner 
for obvious financial reasons. 

However, the emergence of cloud 
technologies has seen a dramatic shift 
in the expectations and tolerance lev-
els of most ERP buyers. Having been 
burned several times in the past and 
wearing all the scars to prove it, CIOs 
simply won’t abide anything short of 
demonstrable value delivered co-op-
eratively by both vendor and partner.

This shift in buyer expectations, cou-
pled with a slightly more benevolent 

E R P  T O D AY    |   Q 2  2 0 2 1

attitude from some vendors has seen 
huge strides taken to ameliorate the 
relationship between ERP purveyors 
and ERP buyers. And none more so 
than within the Oracle ecosystem.

The success of any vendor is most 
often determined by the strength and 

ORACLE'S MODERNISED 
PARTNER NETWORK

Live!

commitment of its partners and it’s 
important that this partnership is an 
equitable one from the start of the 
relationship in order to maximise the 
success of any project. 

Oracle has one of the richest pools 
of supporting partners made up of 

"WE SUPPORT 
PARTNERS WHO 

BUILD SOLUTIONS 
AND BUILD IP THAT 

SOLVES CUSTOMER 
PROBLEMS; WE ALSO 
SUPPORT PARTNERS 
WHO SELL THOSE 

SOLUTIONS"

JAVIER TORRES

Watch the full 
interview 
at erp.today/live
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going forward. That really is about put-
ting the customer first.

PE: Paul, you were involved in those 
early discussions as well. What do 
you feel the key changes in the new 
modernised partner network mean 
for customers?
PG: Symatrix has been an Oracle part-
ner now for 21 years, so we’ve seen 
the certification and the partnership 
model change quite dramatically over 
the years. I’d very much echo Andy’s 
point. What we appreciate about the 
modernised Oracle Partner Network 
(OPN) is the fact that it does put the 
customer at the centre of the jour-
ney and gives them the confidence in 
knowing the organisations that they’re 
dealing with. But more importantly, the 

models, we had to put the customer at 
the centre of it all. We took customer 
feedback into consideration and real-
ised we needed a modular approach 
about following the customer journey. 
We support partners who build solu-
tions and build IP that solves customer 
problems; we also support partners 
who sell those solutions. And then 
also we support partners who pro-
vide services either to implement or to 
manage, operate and optimise those 
solutions. During the entire journey 
we will ask for customer feedback and 
look forward to getting it. 

PE: Andy, could you tell us what 
these changes have meant to you 
as a partner, and what your invol-
vement has been from your position 
on the advisory board. 

global system integrators, independent 
consultancies, ISVs, and a whole load 
of niche players that sell, implement, 
optimise and manage its products and 
services. 

It’s recently invested heavily in 
modernising its partner network that 
is focussed on certification and cus-
tomer feedback and has put immense 
thought and effort behind supporting 
third party organisations that form 
the backbone of their customers’ suc-
cesses. They’ve moved from a prod-
uct-centric method of delivery to a 
customer-centric journey that aims to 
enhance the way they engage with their 

partners throughout their re-
lationship.  

Everything in the world is 
different and now it’s any-
body’s guess whether or not 
life will return to normal. The 
societal and financial reper-
cussions of the pandemic will 
be felt for years to come and 
it’s imperative that businesses 
focus and refocus their plans 
as the surrounding environ-
ments change and adapt. 
Oracle’s deep investment in 
their partners’ successes and 
commitment to supporting 
their customers throughout 
every step of the transforma-
tion journey is a welcome 
change to the historically 
‘hands off ’ reputation of the 
ERP community. 

Paul Esherwood spoke to 
Javier Torres, the exec re-
sponsible for Oracle partners 
in EMEA and three key part-
ners about the Oracle Part-
ner Network and its focus on 
customer-centric solutions. 

He is joined by Paul Gillott, 
chairman at Symatrix, Rich-
ard Eltham, CTO at Namos, 
Andy Bird, CEO of Inoapps.

PE: What are the key things that 
Oracle has done to modernise its 
partner network? 
JT: We modernised our partner net-
works more than a year ago and it has 
the customer at the centre. We realised 
that in the new era of cloud and SaaS 
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AB: Fortunately being a partner of the 
advisory board, we learned about the 
programme quite early through work-
shops with Javier that Paul was in-
volved in as well. We were able to give 
our input into the programme. 

One of the things I specifically like 
about the programme is the certifica-
tion. That evolved from the specialisa-
tion from the last programme, but really 
ensuring that all of the consultants’ 
applications, technology, all the way 
through the services are certified. That 
really means quite a lot to the quality of 
the services that the global partner com-
munity deliver and a way of ensuring 
that the quality is there across the board 

individuals that they’re going to be deal-
ing with on their journey are genuinely 
certified, know the product and know 
the very latest capabilities of the prod-
uct, and are therefore able to deliver the 
very best solution for the customer. So it 
really plays back to Javier’s point, which 
is putting the customer at the centre of 
the journey and ensuring that we, as 
Oracle partners, can enable and engage 
with the client on that journey and help 
them deliver success. 

PE: Andy, I know you were involved 
with those very early discussions, but 
from my understanding, Namos beat 
you to the punch and managed to 

"WHAT WE 
APPRECIATE ABOUT 
THE MODERNISED 
OPN IS THE FACT 
THAT IT DOES PUT 
THE CUSTOMER 

AT THE CENTRE OF 
THE JOURNEY"

PAUL GILLOTT
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have innovation updates at regular 
intervals. That puts more pressure on 
the partner ecosystem to ensure that 
the customers benefit from it. 
Paul, in your experience, how well-
equipped do you think the partner 
ecosystem is to manage those quar-
terly cycles of innovation updates? 
Do you think that is a challenge that 
can be met? 
PG: It’s a challenge that can be met, but 
I’d actually argue that it’s a challenge 
that has to be met. We all recognise 
that the customer has an opportunity 
to step away from the service on a typi-
cally three-yearly basis. So if we’re not 
driving value out of the service that’s 
being provided and if we’re not helping 
them drive value out of the services be-
ing provided, they have the opportunity 
to walk away and do something else. It’s 
beholden to us as Oracle partners and 
to Oracle to help the customers drive 
increasing amounts of value out of the 
service that they’re procuring.

The expression I’ve heard and I quite 
like is evergreening. It’s keeping the 

product permanently 
fresh, giving the cus-
tomer the opportunity 
to take advantage of the 
new functionality that’s 
coming out, but also 
not losing sight of the 
fact that the customer 
may have adopte d 
some manual work 
around because the so-
lution didn’t fit exactly 
what they needed at the 
time. 

PE: Andy, you’ve been 
an Oracle partner for 
15 years, do you think 
that there’s been a 
fundamental shift in 
the dynamic in the 

relationship between Oracle and its 
partners in general, aside from the 
new framework and the modernised 
partner network? Do you think part-
nerships are more equitable and re-
ally focus on that word ‘partnership’ 
rather than just being a partner?
AB: The entire outward focus of Ora-
cle has changed in the last three years 

have been working on at the advisory 
board is what to do about that across 
the EMEA region – because we can’t 
just have everybody stealing from each 
other’s resource pool. We have to find 
new ways of growing talent to meet the 
demands that are coming up. 

PE: I want to go back to the earlier 
point about putting customers at the 
centre of the journey. Do you think 
that is just a natural progression be-
cause the offering has changed? It’s 
gone from being product-orientated 
to being service-orientated and that 
just demands more customer cen-
tricity. Or do you think that custo-
mers are more demanding now and 
you’ve just got to take more notice 
of what they want? 
JT: I think customers are more de-
manding because the new technology 
allows them to be more demanding. 
We’ve moved from multi-year projects 
to deployments of big transformational 
projects in just a few months. Custom-
ers have big expectations. 

become the first certified organisa-
tion globally. 
Richard, were you involved in that 
process and what does that mean 
to you? 
RE: Very much so, Paul. Working with 
Oracle on all the partner programmes 
and the requirements needed to imple-
ment the solution is very close to us. 
We were certified on the modernised 
partner programme back in November 
2019, immediately as it came out. So 
we’ve already gone through the annual 
renewal. 

It is very customer-centric now rather 
than product-centric around speciali-
sations, and certifications. I agree with 
Andy wholeheartedly, the certifications 
are so important, and the consultants 
want to do them as well. With Oracle 
Cloud the technology is changing so 
fast, the consultants need to keep up to 
speed with their training. And one point 
of that is ensuring the certifications are 
there, but that enables the customers 
to actually recognise that you do know 
what you’re doing and you’re trusted by 
Oracle to implement their 
solutions. But there’s a 
whole raft of other things 
available with the mod-
ernised programme to 
enable that specialisation. 

Oracle sends out sur-
veys directly to your cli-
ents after every single go 
live and then annually 
after that for all man-
aged service customers. 
Customer success is key 
and what we’re all talking 
about. It’s important to 
maintain that customer 
advocacy, and that makes 
sure that you’re always on 
top of your game.

PE: Do you think there’s 
much more accountability under 
the new framework than there was 
before?
AB: We’ve all talked about certifica-
tion. One of the things that we have 
to be thinking about, especially at 
the speed of the growth that Oracle is 
achieving, is the skills gap that leaves 
behind. And one of the things that we 

"IT IS VERY 
CUSTOMER-

CENTRIC 
NOW RATHER 

THAN PRODUCT-
CENTRIC  
AROUND 

SPECIALISATIONS, 
AND 

CERTIFICATIONS". 

RICHARD ELTHAM

But for me, it’s also the speed of in-
novation, and that’s why it’s important 
for us to work closely with our partners, 
who are implementing the project and 
providing the managed services. 

PE: Those innovation cycles are an 
opportunity, but also a challenge, 
because the opportunity is there to 
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what they want first time round and en-
suring that we are even better than the 
competition.

PE: Paul, historically the relationship 
was either owned by the vendor or 
owned by the consultancy, and that 
can sometimes create some difficul-
ties. I know that the relationship is 
much more harmonised now, but do 
you see that as being a good evo-
lution for the way that vendors and 
partners work together?
PG: We use the word ‘partner,’ we use 
the word ‘partnership,’ and it’s impor-
tant that we don’t just use those words; 
we have to live by what they mean. And 
what that means is that we go hand in 
glove with Oracle, as Andy said, with 
the best solution for that particular cli-
ent; that we’re joined at the hip for that 
client – because the solutions we’re 
offering these days are increasingly 
complicated. There are an increasing 
number of additional products and ser-
vices that can sit round them and need 
to sit round the SaaS offering. There-
fore Oracle understanding the power 
of their partner network, which has the 
capability to deliver the services that 
the client needs, is really key. It’s im-
portant that we can go together to the 
customer and deliver the best solution 
to them. And as Andy said, knock the 
competition out of the park. 

PE: Javier, what’s next on the partner 
network innovation? What are you 
working on and how can we expect 
to see the OPN evolve over the next 
12 months?
JT: We’re becoming much more in-
dustry-focussed. And if you look at 
our partner network, all the customer 
expertise is around geographical loca-
tion and the specific solution. We are 
working from a go-to-market perspec-
tive, and it’s better to include the in-
dustry expertise. We find a consistent 
go-to-market per region solution and 
then target the industry. For example, if 
Andy has a specialism  in construction 
or if Paul has the expertise on financial 
services or specific sub verticals within 
public sector, those skills we can re-
ally include as part of our go-to market 
strategy and further accelerate. 

 

There is also the centre of excel-
lence course boards that we sit on 
and feedback from those boards is 
fed back into Oracle development. 
Then there is Customer Connect. 
Oracle customers and partners and 
even Oracle employees themselves 
can submit ideas on the portal to get 

voted on. Once 20 votes from differ-
ent organisations are received, it gets 
sent off to product development. So 
85 percent of new features in the SaaS 
products have actually come from 
customer ideas and requests. The 
products are always evolving based 
on what people need; it’s a very con-
nected process. 

PE: Andy, you’ve said that there have 
been great strides made over recent 
years, but that there is still work to 
do. What is that going to mean for 
partners? But more importantly what 
does that mean for customers if the 
partner network advances even fur-
ther than where it is today? 
AB: Obviously I don’t know exactly 
how things will evolve, but what I’m 
pushing for is a much closer go-to 
customer experience. Just as Javier 
said, to go back and listen to what the 
customer really wants, putting the 
right team together to get them exactly 

to customers and partners. On the 
partner journey, do I think that we are 
there yet? No, I don’t, but Oracle has 
made significant strides to get there 
and we’re on that journey to transform 
and to change. But there’s still more 
that we can do and we work with Ora-
cle and Javier to do more and to better 
ourselves for our customers 
and to better the relationship 
with Oracle. Just like with the 
software changing every 90 
days, the relationship’s going 
to evolve as the market evolves. 

PE: There is something slightly di-
fferent about the OPN and Oracle 
partners. I’m not quite sure what it is, 
but if I look at the way the ecosystems 
around the other vendors work, it 
doesn’t seem to be quite as cohesive. 
AB: As Paul said, we’ve been friends, 
competitors, and with the same major-
ity of the partners for 15 years. We also 
have good fun as well. Part of what we 
do has to be fun, and we’ve had a lot 
of fun over the years as partners. That 
helps build that relationship too. 

PE: Richard, we haven’t touched on 
the technology roadmap. In your 
capacity as a CTO, I’d like to unders-
tand how far you can influence Ora-
cle. How close can you get to that 
technology roadmap and what kind 
of influence can partners leverage? 
RE: There are a few angles. I’m on the 
Oracle CTO Partner Advisory Board 
and we meet up once a quarter to dis-
cuss roadmaps among other things. 

"WE ALSO HAVE 
GOOD FUN. PART  
OF WHAT WE DO 

HAS TO BE FUN, AND 
WE’VE HAD A LOT 
OF FUN OVER THE 

YEARS AS PARTNERS"

ANDY BIRD



|   E R P  T O D A Y  L I V E !  | 

114

GLOBAL 
CONSULTANCIES 

W
hen we hosted a similar 
session with three ERP 
vendors, it was quite 
easy to identify their 

different strategies, products and road 
maps, but of course when we’re talking 
about a service orientated offering, it is 
harder to pinpoint exactly what makes 
one provider different from another. 
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ARE THEY ALL THE SAME 
AND HOW ARE THEY MEETING THE GROWING 

DEMANDS FROM CUSTOMERS?

LUCY ROSEMONT  
Partner at EY from their consulting and technology practice

"I think there are three things that differentiate us at EY and I believe we have a unique 
proposition. Firstly, our culture and values - we are truly purpose led. Our global 
method puts humans at the centre of what we do with technology at speed and innova-
tion at scale. I’ve had really recent feedback from clients and from candidates in our re-
cruitment process who’ve said they notice a real difference in the culture and the style of 
EY. We listen and we care about our people, we care about our clients and the business 
we do together. And doing the right thing is really at the heart of how we operate at EY.

"Secondly, I’d say our position in the market is unique. We’re growing, we’re confident, 
we’re excited about the market opportunity. We’re still agile and innovative. When I 
joined our advisory practice 11 years ago we were just starting out, and during that 
time we’ve really grown. We’ve built our brand, our reputation in the market. And for 
the last five years we’ve seen a real focus and investment in technology and technology 
consulting. 

"And thirdly, we partner. ERP related work is not made successful by technologists alone. We have a relentless focus on delivering 
business value for our customers, and we recognise this is best achieved by joining up with other expertise sometimes. So, whether 
that be our business or our people consulting colleagues at EY, our tax, transactions, or our assurance colleagues, to bring the best 
of what our firm has to offer."

Brand values and culture are two obvi-
ous ways to separate one consultancy 
from its competition, but how impor-
tant are these factors when it comes to 
buying decisions? Do tech buyers re-
ally care about diversity, equality and 
sustainability or do they simply want 
to hire the outfit that can deliver the 
best results at the best price? 

ERP Today Live! hosted a session 
with three senior execs from three 
leading global consultancies to find 
out.

Each of the panellists had the op-
portunity for a short elevator pitch 
to set out their USP before answer-
ing a series of questions posed by our 
readers. Here’s what they had to say:

Live! Watch the full 
interview 
at erp.today/live
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PE: I’m not going to ask you all to 
come back on each other’s pitches, 
but I am keen for either Jemma or 
Lucy to say something about the 
difference in the European versus 
the US culture. Do you feel that’s 
something that plays with UK or Eu-
ropean customers?

LR: I don’t view EY as an American 
partnership. We’re a set of member 
firms so we have some strategy that’s 
driven at a global level, actually most 
of our global EY team, or many of them, 
sit in London. We are a truly global 
firm, but there’s no feeling that there’s 
anything from the US that’s being 
pushed or made us an American firm. 
I’m a partner of the UK practice and I 
help to run the UK business. 

JI: It surprised me to hear Duncan say 
that actually. I have a background in the 
‘big four’ as well and working in those 
partnerships definitely didn’t feel like 
working in US firms, whereas Accen-
ture, which I came to a couple of years 
ago, does. But mostly that difference is 
it’s a shareholder business, there’s a dif-
ferent global P&L focus. There’s a differ-
ent kind of vibe that way, but I’ve not 
had any clients have an allergic reaction 
to our Americanness at all. 

PE: One of the things that I hear the 
big consulting firms talking about is 
around brand values. How important 
do you think those brand values are 
when it comes to buying decisions. 
You’re unlikely to find a consultancy 
that would say, ‘We’re not inter-
ested in sustainability. We’re not 
interested in diversity.’ So given that 
everybody’s saying it, how do you 
then use it as a differentiator? 

DP: Well, first of all, you’re right. You’re 
never going to win it by saying, “We be-
lieve in sustainability’.  While you might 
rely on your competitors strangely de-
nying their American roots, for exam-
ple, no one’s going to go in saying, ‘we 
don’t believe in sustainability. We’re 
sceptical about climate change.’ You 
can’t do that. 

I think it comes down to the team 
you put in front of them, I really do. Do 
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JEMMA INGHAM 
Managing director and tech 
delivery lead at Accenture

"Our key differentiators are that we have 
the most advanced technological skills in 
the marketplace. The breadth and depth 
and global reach of our technology team 
and how we organise ourselves is quite 
unique. In terms of that innovation and 
technological advancement, we have 
over 7,000 patents and patents pending 
globally. 

"The deepest relationships with the plat-
form partners right from the top with our 
CEO Julie [Sweet] downwards, we have 
very strong relationships with those platform partners. And in certain client circum-
stances that we’ll talk about later, that really makes a big difference. 
And we think we have the breadth and depth of industry insights and how functions 
need to evolve their own purpose within every business in those industries. 

"So, we bring those three key differentiators together. Our role is to accelerate the 
path to value for clients and we do that by bringing together our intelligent plat-
forms and human ingenuity to drive that positive change."

DUNCAN PRIOR 
Head of ERP advisory  
services at Capgemini

 "Number one, and not surprising we hear, 
is people. We allow them to flourish, they 
come together, they form teams, they de-
liver value with clients and it’s creating 
that environment for people to deliver.

"Number two. We’re either unique, or 
maybe one of two at knitting together end 
to end and top to bottom. We’ve combined 
the whole services from top line advisory 
right through to transactional delivery, 
support, maintenance, and we’re delighted 
we’ve bought a 40,000 people business 

called Altran, with the full R&D scale so that the full spectrum of services with the 
business particularly focussing on adding value. 

"Thirdly, slightly tongue in cheek, but we’re European. All the other large consulting 
firms are US-based. Our reward structure is different, our work values are ever so 
slightly different and over 130,000 of our people are in Europe - it does drive a subtly 
different behaviour and I think that comes out. 

"One big difference is that we’re modest. We don’t plaster our achievements all over the 
place. We’re a little bit more understated, a little bit too much perhaps. So, people, end 
to end and top to bottom, and a certain degree of modesty - even me!"

114-CONSULTING_v2.indd   115114-CONSULTING_v2.indd   115 09/06/2021   18:1909/06/2021   18:19



G L O B A L  C O N S U LTA N C I E S

116 E R P  T O D AY    |   Q 2  2 0 2 1

JI: Yes, and also think matching your 
team and behaviours and what you’re 
suggesting as your approach to the 
size of the client and their own iden-
tity. So back to the point about being 
an American or global type firm, where 
I’ve personally had more of a challenge 
is sometimes the analyst reports say-
ing, “Well, Accenture don’t work with 
small and medium sized enterprises.” 
I’ll go into a smaller size client, and I 
don’t even know they’ve got that per-
ception before we even start to engage 
with them. 

PE: So you have to almost be a bit of 
a chameleon in a way? 

JI: Yes, and the right team that is win-
ning in one client is not necessarily the 
same team that would go and win with 
a completely different client. 

LR: I think you’re right. Also, ERP 
transformation is not an easy thing. 
There hasn’t been one in the history 
of any of our careers that’s gone to-
tally smoothly, without bumps in the 
road, without needing to pick up the 
phone and put in an emergency but-
ton or pull the team together and get 
through something tricky. And clients 
know that, they’ve been through this 
journey before. Many of them have 
done a large ERP transformation be-
fore and they want to work differently, 
and they want to work together with a 
team that’s going to be in it together 
with them – remotely or not. So they’re 
placing more value now I would say 
on what that team looks like, are they 
the right people to partner with them? 
Is that culture the right fit? Are we go-
ing to speed the path for them as we 
work as a team together on some of 
these big transformation journeys that 
they’re on?

PE: Given that all three of you are 
almost in agreement on this idea 
of marrying the team to the custo-

field the right team in terms of match-
ing their culture, matching what suits 
them from a diverse or sustainability 
perspective. 

I’d also say that we need to live our 
values. It’s not enough to have them. I 
could recite ours as well. I could recite 
the Accenture ones as well because I 
spent many years at Accenture, and 
they haven’t changed. But I would say 
that it’s really about living them and 
making sure we can look at this and 
say, yes, that is what I do every day and 
encourage our teams to do the same.

DP: Two things that are interesting at 
the moment – the environmental ele-
ment of sustainability and the personal 
impact of a better work life balance. 
We’re all so used to work from home 
now, gone are the days of consult-
ants haring down the motorway on a 

Monday morning and being away from 
home for five days a week 

It’s surprising the number of clients 
that are much more open to that con-
versation. Not only do they get to see 
a saving on expenses, but it’s a better 
message for them and they’re now 
used to that kind of working. And the 
second thing you bring in is if you’re 
working with clients in consumer 
products and so on, you will need to 
illustrate that your proposition helps 
them reduce their packaging or use 
of plastic and you’re really sensitive 
to it or recycling and stop stuff being 
scrapped. So, it does come up a lot, but 
you need to be specific and illustrate 
positively what you’re doing about it. 

I also agree with Jemma’s point; 
there are little things you can trip on 
as well if you’re not careful. 

PE: Do you think in terms of winning 
over a new customer then, the art is 
pulling out the right tools from the 
bag to marry up with that customer 
expectation because different custo-
mers will have different expectations. 

they reflect your values and diversity 
and all of the different dimensions to 
that? Are they able to get across their 
beliefs in sustainability, and so on.

PE: Jemma, what’s your view on the 
importance of brand values and how 
much they actually impact custo-
mers buying decisions?

JI: Like with Duncan, I’d say we prob-
ably all have a similar set. I had to look 
ours up. So client value creation, one 
global network, respect for the individ-
ual, best people, integrity, and steward-
ship, those six. 

PE: I think the question is though, 
who’s not going to say that? 

JI: I don’t think any of the organisa-
tions that we compete with or partner 

with would disagree with any of them. 
So, it is about the quality of the people 
in front of our clients. I think you do get 
some clients with very strong sustain-
ability views themselves who call you 
out for turning up with a pile of printed 
out proposals. You can trip up on those 
things really inadvertently. 

Similarly, you can be embarrassed by 
having a non-diverse team walking into 
a room where the client does have a 
much more diverse looking team than 
the one walking in front of them. I think 
there might be more things that really 
switch a client off in an unexpected 
way rather than the positive influences. 
I think they can trip us up. 

LR: I agree. It’s important every con-
sultancy has a set of values, and peo-
ple are going to be at the centre of 
those values. I think the best way to 
find out what it is the client wants is to 
build those long lasting relationships. 
And so the longer we spend with our 
clients, the longer we spend under-
standing their needs and their re-
quirements, the more likely we are to 

“FIRSTLY, OUR CULTURE AND VALUES - WE ARE TRULY PURPOSE LED. 
OUR GLOBAL METHOD PUTS HUMANS AT THE CENTRE OF WHAT WE DO WITH 

TECHNOLOGY AT SPEED AND INNOVATION AT SCALE.”      LUCY ROSEMONT
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years is two things. One is the hyper-
scalers, and the fact that where SAP 
have positioned themselves as well. So 
you’re trying to help the client leverage 
the advantages of the hyperscaler, and 
you’re helping the client perhaps alter 
their perceptions of SAP or Oracle that 
they’ve had over the years, because 
they’ve changed. 

The second bit I would say is, it’s not 
one partner in many of these dynam-
ics? It’s really bringing it together so 
the whole is greater than the sum of 
the parts. And it’s our job to knit that 
together. 

PE: Do you think that having the third 
dynamic of the hyperscalers has 
changed the ownership of the cus-
tomer relationship? The hyperscalers 
are driving the cloud agenda, and 
then the consultancies are predomi-

nantly driving process engineering 
and business remodelling. Do you 
think that leaves ERP vendors in a 
slightly difficult position as far as the 
customer relationship is concerned? 

DP: I’m going to say something bold. 
Process re-engineering is dead. Long 
live data, analytics and intuition. I 
think gone are the days of lots of junior 
consultants wading through ARIS dia-
grams, and this sort of thing. I mean, it 
should never have existed and I think 
this is a really rich opportunity. 

A client recently gave us a chal-
lenge to come back and explain how 
we would knit together the ERP in a 
particular hyperscaler, and we gave 
them what they felt was a good story. 
And I think again it plays to our crea-
tivity, rigour and expertise, because 
they’re looking for the flexibility of a 
hyperscaler with microservices and so 
on and integration with that core data 
and core processing and solidity of an 
ERP and it’s not like it was 10 years ago. 
Let’s cram it all in the ERP, and we end 
up with a beast that we can’t upgrade. 

up against quite often because of 
course, working for a global consul-
ting firm you will be very progressive, 
forward thinking, and very conside-
rate of all these things. Whereas a 
lot of end users, the customers you 
go into, may be far more traditional 
businesses that haven’t fully embra-
ced a lot of those values. 

DP: That’s my point. And you know 
what? Sometimes it can be rewarding, 
because at the end it all worked out. 
You’ve changed people’s perceptions 
a wee bit positively. Not overnight, but 
positively. 

PE: In terms of the technology ven-
dors that you work with, how impor-
tant are those relationships and how 
much does the strength of those re-
lationships influence a customer? 

LR: They’re immensely important. 
You’d expect me to say that! We all have 
the same alliance level relationships 
but the personal in-depth relationship 
with the vendors are very important. 
Something we found has really helped 
was the acquisition of AgilityWorks 18 
months ago. The level of personal in-
depth relationship with SAP, for exam-
ple, that they brought has really further 
enhanced that partnership.

JI: I agree. Every client I’ve talked to 
in the last couple of years has been in-
terested in how the three-way model 
works between customer, vendor and 
partner. I think where the depth and 
breadth could really help is, we have 
clients in the ERP space who are look-
ing at multi-cloud environments now. 
And so it might be our relationship 
with a partner that is a hyperscaler, 
that helps solve a particular problem, 
not simply the ERP relationship. 

DP: It’s a key factor since I’ve been in 
it and I think just to build on Jemma’s 
point, I think the change the last few 

mer where does that leave the huge 
amounts of money that are spent on 
global advertising and promoting 
these brand values? 

LR: The brand values are important. 
Our talent and the people that they’re 
bringing into this business care about 
this a lot. People look it up in advance, 
they want to understand what’s at the 
essence of what it means to be at EY. If 
we’re going to attract the top talent, we 
want the people that get that and un-
derstand it and form part of our teams 
going forward. 

DP: I think that’s a good point. A lot of 
the corporate values and branding, it 
has more of an impact on recruitment 
than anything else. 

I just want to go back on something 
else, which is the little thing about the 

corporate values, and it slightly ties 
back to the previous question. You 
mentioned being a chameleon, Paul, 
and you’re kind of right but I think 
it’s an important thing and I feel quite 
strongly about this. There is a social 
obligation on us. We know, as recent 
years have shown, values in Britain are 
divided and we’re quite a divided soci-
ety. So we’ve got to be careful because 
it’s our job to offer a safe, diverse place 
for our employees. And if that means 
working at clients that are perhaps, not 
fully on the curve on this, it is our job 
for our teams to gently challenge that 
preconception. It’s totally inappropri-
ate for us to think about some clients 
that we may see as conservative and 
say, “Oh, who do I put with this lot be-
cause they are like…” That’s absolutely 
inappropriate on so many levels. And 
part of our job is gently persuading and 
challenging that kind of behaviour oth-
erwise it damages so many things on so 
many levels. 

PE: That’s an interesting point, and 
it must be something that you come 

“ONE BIG DIFFERENCE IS THAT WE’RE MODEST. WE DON'T PLASTER OUR ACHIEVEMENTS 
ALL OVER THE PLACE. WE'RE A LITTLE BIT MORE UNDERSTATED, A LITTLE BIT TOO MUCH 

PERHAPS. BUT A CERTAIN DEGREE OF MODESTY - EVEN ME!”   DUNCAN PRIOR
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and managed well because it helps you 
deliver on expectations and great cus-
tomer service.
PE: Lucy, what’s your view on ROI ba-
sed project fees?

LR: I would say first of all, our cli-
ents' expectations have changed in 
terms of how these programmes are 
run. I think your first question was 
something about what the customer 
believes they’re going to get out of it. 
Gone are the days where we’ll do as 
Duncan said, lots of ARIS maps, a long 
list of requirements gathering, and go 
away for seven months and come back 
with ‘ready for you at UAT’. That’s not 
how it works any more. We’re far more 
likely to offer a kind of functional pro-
gramme, where we say, ‘let’s go and 
open a value case. Let’s bring the or-
ganisation together, business and IT. 

Let’s understand where there’s real 
value for this, and then prioritise what 
we want to do with you. 

Step two, we’ve focussed on where 
there’s value. Let’s go and deliver some-
thing. But we’ll show it to you as we go. 
We’ll show you and we’ll agree what’s 
right, we’ll do an out of the box, where 
we can fit the standard, so you can see 
what you’re getting. It’s just the com-
mercial aspect is, we’re all up for taking 
some level of risk reward where that’s 
a right way to do it. But I think the way 
that you chunk up these programmes 
now is really important so that there 
are fewer surprises, so that our custom-
ers can see what they’re getting along 
the way, and they can make decisions 
about their priorities that are going to 
deliver the right value for them.

PE: Duncan, penalties for not deli-
vering on the business case. Are you 
up for that?

DP: Well we already do it. I think it’s 
partly because we’ve got a very healthy 
balance sheet so we’re able to model 

touched on sustainability, and eve-
ryone’s going to say, ‘Yeah, we’re in-
terested in sustainability.’ I think one 
of our core things that we’re going to 
focus on in the next… we’re focussing 
on it now in the coming months and 
years is how sustainability can be at 
the heart of your enterprise model 
and how the data and analytics and 
robustness of your financial data can 
help you make real decisions about 
what to do in sustainability for or-
ganisations.

DP: I think it’s the art of the possible. 
I think our job – be it on a small scale, 
is to illustrate the art of the possible, to 
help them imagine and visualise what 
the future can be. 

It’s the old Henry Ford syndrome. 
It’s showing them the motor car some-
times.

The following is a Q&A 
with questions submitted 
by our readers.

PE: One of the things that was re-
curring in several questions, and we 
probably had 20 people with varying  
versions of this: “should consultan-
cies be more accountable and take 
greater responsibility for projects 
that don’t deliver?” There’s a follow 
on question: “why aren’t projects 
costed on an ROI basis? If the project 
meets or exceeds expectations, then 
the consultancy gets their full fee. If it 
runs into problems and doesn’t deli-
ver value, they get penalised.” 

JI: Quite often we have clients who 
don’t quite understand their value 
case, or start coming up with one half-
way through, and then you don’t meet 
expectations. So there is effort involved 
in having a really great value case and 
tracking to it and managing to it. And 
I would say that effort pays off. And I 
think we’re all up for commercials that 
tie us to them if they are measurable 

The demand has changed and I per-
sonally find it far more rewarding than 
the old process stuff. That’s why I was 
shaking my head. 

LR: I think you’re right and our job is to 
bridge the gap. I don’t think it puts ERP 
in an awkward position. There’s still a 
clear role to play there. 

JI: I think the hyperscalers are driving 
the agenda at the moment, and they 
are doing deals that are opening clients’ 
eyes to what they could do – the art of 
the possible. I do think that’s changing 
the dynamic of where is data? Where is 
the balance of power and ownership of 
enterprise data? 

Certainly there is competition now in 
terms of analytics and the insight and 
where you’re driving that from and 
how, but the ERP platform vendors 

are not well equipped at the moment 
to compete. I think they’ve got a bit 
of a threat there that they’ve not yet… 
They don’t quite know the rules of that 
game.

PE: What do you see changing in the 
consulting landscape in the near 
term? What are the big moves that 
large consulting firms can make to 
accelerate the transition to a fully 
digital economy and to deliver on  
all of the digital projects that are  
needed in a short term window? 

JI:  I think it has to be investment in our 
talent and treating our talents. It’s not 
just about attracting and retaining that 
talent – it’s about that personal growth 
as well. 

LR: I think talent is crucial. Listening 
and putting the customer absolutely 
at the centre of what we do, whether 
that means saying no to some busi-
ness ourselves, joining up with other 
people to do it, or making sure that 
the answer is right. And I think we’ve 

“OUR KEY DIFFERENTIATORS ARE THAT WE HAVE THE MOST ADVANCED TECHNOLOGICAL 
SKILLS IN THE MARKETPLACE. THE BREADTH AND DEPTH AND GLOBAL REACH OF OUR 

TECHNOLOGY TEAM AND HOW WE ORGANISE OURSELVES IS QUITE UNIQUE.” JEMMA INGHAM
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PE: Lucy, from EY’s point of view, how 
well-equipped do you feel your firm 
is to meet the skills requirements in 
the short term?

LR: We are recruiting heavily, as I’m 
sure most are, and also investing in our 
graduate and training programmes to 
help develop our workforce of the fu-
ture. We are planning to grow a lot in 
the next three, four or five years to meet 
that skills gap. I’d echo as well that if the 
last year or so has taught us anything, 
it’s taught us that global working is less 
binary now in terms of onshore/offshore 
with a bit of near shore in the middle. It 
doesn’t work like that anymore - we’ve 
gone live with people sitting in their 
homes in India, in Manila, in the UK 
and in Spain. We have a global work-
force that can operate from anywhere, 
and we prove that we can do that with-

out all needing to be in the same place. 

PE: Duncan, finally to you: with 
your SAP hat on, there’s a real 
pinch on skills, particularly if you 
look at the timeline for delivering 
all these S4 projects, which SAP 
are insisting on. Where are you 
going to get the resources from?

DP: I agree with the previous com-
ments. I’d add just another couple. 
One is training. I think it’s very impor-
tant, training people up is a big part of 
our ethic and something in the down-
time of COVID my team worked on an 
enormous training course that’s being 
rolled out globally. 

Number two is augmented consult-
ing. Using digital databases of practice 
and ideas and so on and so forth around 
the world. We’ve done that a lot. And the 
third, actually which is just as important, 
is avoiding burnout. Our resources get 
pulled all over the place and we’ve got 
to make sure that doesn’t happen and 
that’s harder with remote working be-
cause you can’t see the signs so well.  

I’m going to keep my analogy going in 
the lava lamp - but bits will peel off and 
take shape again. 

I think demand is outstripping sup-
ply at the moment and that will con-
tinue for the next few years. So, it’s 
incumbent on us all to make sure the 
talent quality is still there. I think cli-
ents are encouraging us to partner with 
others so I think the collaboration will 
only grow, and how we manage that is 
going to be interesting, but I think the 
trend will continue and we’ve just got 
to watch as these different shapes take 
place over time.

PE: What are large consultancies 
doing to fill the skills gap? There 
aren’t enough consultants to deliver 
projects, and smaller customers 
are either left with poor quality 
resources, or none at all. Whether 

it’s SAP or Salesforce, there’s a 
huge demand for their services. I 
was talking to Salesforce just yes-
terday, and they said that their 
own ecosystem is going to create 
150,000 jobs in the next three 
years. The question is, where are 
those people going to come from? 
What are the big consulting firms 
doing to make sure that you’ve got 
the right skills to deliver for all of 
your customers’ needs? 

JI: I’d have to start with our global 
workforce strategy, that talent doesn’t 
necessarily have to all be here in the 
UK. We have brilliant delivery centres 
that I’ve worked with in India and in 
the Philippines, which is broader than 
I’ve worked before in terms of global 
teams. We invest in our teams with 
their own certifications and their own 
experiences. We’re all recruiting madly 
to try and fill that gap with our global 
teams behind us. And I would hate for 
any of our clients to think that they get 
the B team, there’s a sadness that that 
question brings actually.

it and estimate it. If I’m honest, I don’t 
see the demand for it particularly grow-
ing. I see the same pressure that Lucy 
talked to chunking things up so you 
can measure benefits on the way. 

PE: How can big consultancies 
compete with independent firms, 
many of which are sizable busines-
ses in their own right, when pure 
plays have very specific product 
knowledge, lower overheads, and 
possibly more incentive to deliver for 
their customers. 

LR: It’s a big healthy market at the 
moment and I think everybody’s got 
something to offer. We talked at the 
start about all of our unique proposi-
tions and if more of them were on this 
session they would have their own 
unique proposition too. So there’s 

space to compete. Our clients look to 
us to bring together the things I talked 
about - the tax element, transactions 
element, they’re partnering with other 
smaller firms or pure plays and that 
ability to have a multi-vendor selec-
tion process, multi-vendors working 
with our clients, I think they’re look-
ing for that as well. 

We’ve all got unique offerings and 
we’re also up for partnering with the 
right people, so it’s a busy market. 
There’s plenty out there for everybody.

PE: Duncan, do you think that the 
market’s pretty saturated at the mo-
ment? That there’s opportunity for 
everybody? Or do you think that the 
move towards consolidation and you 
guys buying up those smaller pure 
plays is going to continue?

DP: It’s a lava lamp, isn’t it? It shades 
in form; move away from the heat and 
bits spin off, new ones are formed. It’s 
a constant evolution of companies 
spinning off.  I think at the moment a 
number of large blobs are forming – 

 “OUR JOB – BE IT ON A SMALL SCALE, IS TO ILLUSTRATE THE ART OF THE POSSIBLE, TO 
HELP THEM IMAGINE AND VISUALISE WHAT THE FUTURE CAN BE. IT’S THE OLD HENRY FORD 

SYNDROME. IT’S SHOWING THEM THE MOTOR CAR SOMETIMES.” DUNCAN PRIOR
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Technology trends 
are always front 

of mind in the ERP 
industry, especially 

when technologies are 
evolving at a rate 

of knots 

The Deloitte Tech Trends Re-
port is in its twelfth year and 
looks at current, emerging 
and future technology trends. 
It’s essential reading for any 

digital leader considering it’s widely 
regarded as one of the most compre-
hensive and thorough reports of its 
kind. The production of the report is 
led from a UK perspective but is run on 
a global scale by a team of researchers 
along with input from Deloitte’s global 
digital network of clients. 

The report is a true collaboration 
between Deloitte and their clients 
based on customer case studies, early 
adoptions and meaningful conversa-
tions with their readers. This year’s re-
port focussed on nine key trends that 
the global research team deemed ones 
to watch, a summary of which can be 
read below: 

STRATEGY 
ENGINEERED 
Technology today more than ever is 
a source of new competitive advan-
tage for some organisations and, as 

automation, and AI. Organisations 
are using these tools to continually 
identify internal and external strategic 
forces, inform strategic decisions, and 
monitor outcomes. 

CORE REVIVAL 
Modernising legacy enterprise sys-
tems and migrating them to the cloud 
may help unleash an organisation’s 
digital potential. Until recently, the 
move to the cloud could also oblit-
erate the organisation’s digital trans-
formation budget. For many, the cost 
of cloud migrations and other core 
modernisation strategies can hinder 
a transformation. But this is about 
to change. Deloitte recognises as a 
growing trend that some pioneer-
ing companies are beginning to use 
clever outsourcing arrangements to 
re-engineer traditional business cases 
for core modernisation. Likewise, 
some are exploring opportunities to 
shift core assets to increasingly pow-
erful platforms, including low-code 
options. Finally, many are advancing 
their platform-first strategies by ad-
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COVID-19 has proved, a threat to the 
ongoing survival for others. Because of 
this, the line between corporate strat-
egy and technology strategy is blur-
ring.  Savvy corporate strategists are 
looking beyond their organisation’s 
current tech capabilities and competi-
tive landscape to consider a broader 
range of future possibilities about 
how technology can expand their 
operations. The complexities around 
the growing number of uncertainties 
and possibilities are often too much 
for the human brain to comprehend 
and that’s why strategists are turning 
to strategic tech platforms that are 
equipped with advanced analytics, 
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embracing more of its positive aspects, 
including the data generated by work-
ers’ tools and platforms. This will help 
organisations optimise individual and 
team performance and customise the 
ever important employee experience. 
As onsite workspaces and headquar-
ters evolve, organisations can use this 
data to create thriving, productive, and 
cost-effective offices that are seamlessly 
interwoven with the remote experience. 

BESPOKE FOR 
BILLIONS: DIGITAL 
MEETS PHYSICAL 
When we look back, 2020 will likely be 
the turning point when most of the pop-
ulation adapted to digital interactions to 
conduct their everyday lives, whether 
working from home, online schooling, 
or ordering groceries. Yet the prevalence 
of digital interactions has left many of us 
pining for the days of in-person interac-
tions. As we look to the future, we expect 
consumers will no longer be satisfied 
with distinct physical or digital brand 
experiences; they will expect a blend 
of the best of both. In the next 18 to 24 
months, we expect in-person and digital 
experiences to become more seamless 
and intertwined. 

DEI TECH: TOOLS 
FOR EQUITY 
Organisations are embracing diversity, 
equity, and inclusion as business imper-
atives, with a growing number adopting 
holistic workforce strategies that address 
biases and inequities to enhance enter-
prise and employee performance. While 
HR professionals often lead DEI strate-
gies, technology leaders play a critical 
role as a strategic partner by designing, 
developing, and executing tech-enabled 
solutions to address increasingly com-
plex DEI workforce challenges. Deloitte 
believes that over the coming months, 
we can all expect enterprises to adopt 
new tools that incorporate advanced 
analytics, automation, and AI, includ-
ing natural language processing and 
machine learning, to help inform, de-
liver, and measure the impact of DEI.  

MACHINE DATA 
REVOLUTION: FEEDING 
THE MACHINE 
With machine learning on the brink of 
overhauling enterprise operations and 
decision-making, a growing number 
of AI pioneers are realising that legacy 
data models and infrastructure could 
be a roadblock to ML success. In re-
sponse, these organisations are taking 
steps to disrupt the data management 
value chain. As part of a growing trend, 
they are deploying new technologies 
and approaches including advanced 
data capture and structuring capabili-
ties, analytics to identify connections 
among random data, and next-genera-
tion cloud-based data stores to support 
complex modelling. 

ZERO TRUST: NEVER 
TRUST, ALWAYS VERIFY 
Sophisticated cyber attacks and shift-
ing enterprise environments have 
undermined the traditional castle-
and-moat approach to cyber security. 
Zero trust is rooted in the concept 
that modern enterprise environments 
necessitate a different approach to 
security: there is no longer a defined 
perimeter inside which every user, 
workload, device, and network is in-
herently trusted. In zero trust architec-
tures, every access request should be 
validated based on all available data 
points. The automation and engineer-
ing required to properly implement 
zero trust security architectures can 
help strengthen security posture, sim-
plify security management, improve 
end-user experience, and enable mod-
ern enterprise environments. 

REBOOTING THE 
DIGITAL WORKPLACE 
As the world’s largest unplanned 
work-from-home experiment contin-
ues, many business leaders are ask-
ing: when the dust settles, will remote 
work become the rule or the exception? 
Companies may be able to overcome 
the digital workplace’s uncertainties by 

dressing technical debt in ERP systems 
and migrating non-essential capabili-
ties to other platforms. These innova-
tive approaches for squeezing more 
value from legacy core assets could 
soon become standard components 
of every CIO’s digital transformation 
strategy. 

SUPPLY UNCHAINED 
Supply chains are moving out of the 
back office and into the value-ena-
bling front lines of customer segmen-
tation and product differentiation. 
Manufacturers, retailers, distributors 
and others who are looking to the fu-
ture are exploring ways to transform 
the supply chain cost centre into a 
customer-focussed driver of value for 
the business. They are getting more 
value from the data they collect, ana-
lyse, and share across their supply 
networks and using it to make better 
decisions. The kind of disruption we 
have seen with COVID-19 could well 
become the norm. When the next 
global event hits, technology and sup-
ply chain leaders won’t be able to say 
they didn’t have time to prepare. 

ML OPS: 
INDUSTRIALISED AI 
Sophisticated machine learning 
models help companies to discover 
patterns, reveal anomalies, make pre-
dictions and decisions, and generate 
insights and are increasingly becom-
ing key drivers in an organisation’s 
performance. Enterprises are realis-
ing the need to shift from personal 
heroics to engineered performance to 
efficiently move ML models through 
the business landscape (produc-
tion to management). But, many are 
hamstrung in their efforts by clunky, 
brittle development and deployment 
processes that stifle experimenta-
tion and hinder collaboration among 
product teams, operational staff, and 
data scientists. As AI and ML mature, 
a strong dose of engineering and op-
erational discipline will help organisa-
tions overcome these hurdles. 
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 Few would disagree that change is a constant, 
whether in our professional or personal lives. For businesses 

and society to improve and evolve, change is a necessity. In the world 
of ERP and the change that it brings, a lot of us bear the scars 

from past implementations and have had valuable lessons, especially 
around change and business engagement.      B Y  R A C H E L  H E A D
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fied eight key steps for successful change, 
also known as Kotter’s eight steps.  A key 
initial step is to create a sense of urgency, 
where we must help others see the need 
for change, or in other words, showing 
them why they should care. 

Ken (my dad) and his love 
of household tech
As a kid in the 80s, some of my most 
nostalgic memories are of Friday nights 
jumping into Ken’s Citroen BX and 
heading to the local video rental shop 
with him to grab one of the latest re-
leases. This was an almost holy Friday 
night ritual for the whole family, sitting 
in the living room with our fish and chips 
and our smug grins watching the latest 
releases.

Ken was so keen to own a DVD player 
when they were released in the mid-1990s. However, as 
a family we could not afford one and had invested in so 
many VHS videos that Ken made the prudent decision to 
wait to see if DVDs were reliable and not just a ‘craze’ as 
some speculated.

Moving to DVDs remained important to Ken, and one 
day in the late 90s, my mom came home with a Heinz 57 
puppy and Ken retaliated with a DVD player. It took us time 
to build our DVD collection, but it did mean we no longer 
went to the video shop – a significant change to our Fri-
day night rituals. Nevertheless, Ken’s DVD collection was 
in pride of place on the dark mahogany display cabinet 
alongside our favourite family photos.  

Ken always had a desire and will to change to keep up 
with the latest technology, and this continues today with 
Alexa and Hive. Ken wasn’t the first to bring these new 
devices into his home, but he wasn’t far behind. He knew 
why he wanted to change and the people around him were 
able to show him what the new world was like. When he 
could afford it, he threw himself wholeheartedly into the 
latest trend. 

Ken’s response when a new system was introduced at 
work was, however, a world apart…

Ken’s struggle with new tech at work
Ken spent most of his working career as a body shop man-
ager at a Citroen garage. After he was made redundant in 
his 60s, he moved to work in Birmingham as a car insur-
ance valuator – he’d go out and assess car insurance jobs. 
He loved his job until a new mobile device and software 
was introduced.

Ken found out about the changes from a colleague. He’d 
told him that the business was implementing the new so-
lution so they could track employees and see how many 
mistakes they were making. This was not exactly the moti-
vation for change the business was aiming to create.

hen I started out in busi-
ness change and train-
ing 22 years ago, change 
was often seen as an 
additional cost when in-
vesting in new pieces of 
technology. This often 

led to the perception that change was 
not central to a programme’s success 
leading to underestimating the effort 
required to deliver the adoption prom-
ise. More recently, however, this is 
changing, in part due to lessons learnt 
but also to the increasing use of SaaS 
products which drive change and com-
pliance through unsupported products.

Still, getting change right remains a 
challenge. It is all about getting the bal-
ance between ‘turn it on, they will use it 
and there will be consequences if they 
don’t’ (enforced compliance) to ‘wow… you’ve spent mil-
lions on all this fancy engagement, education and training 
and they’re still not using it’; and there is no ‘one-size-fits-
all’ answer that guarantees success.

Understanding what success looks like 
For me, the starting point is framing the end game and 
understanding what success looks like to the organisation 
and to the individuals. For example, when I join WW, suc-
cess for me is losing a few pounds over three months and 
investing £36 pounds to get there. For others in my group, 
for their £36 investment they expect a return of several fit 
point treats and losing at least a stone.

Understanding what success looks like is the first step 
and it isn’t easy, but the real challenge lies in building 
awareness and a will to change. Dr John Kotter, an influen-
tial thought leader, in his book Leading Change, also identi-

R A C H E L  H E A D
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His return home that evening was something like this  
– “if they think they want me to carry one of those new 
devices around with me so they can track my every move 
and make me do this new training so I become a robot that 
doesn’t need to think, I will leave.” Mom’s look of horror 
said it all.

When he arrived at work next day, a post-it note on his 
desk told him he needed to attend training on the other 
side of the city with little notice. His mind was made up, 
and that same evening he wrote his resignation.

Ken’s fear
At the time, my young mind found it difficult to understand 
what was going on, other than Ken was having a difficult 
time at work. Years later I remember asking him why he 
wrote that resignation letter that evening. He admitted it 
was mainly about the surprise element, but also feeling 
like his job was being turned upside down after years of 
hard work and learning how to do it well. Being faced with 
similar challenges with my clients, I have asked him: what 
would he have wanted to happen back then? I got a single 

sentence back: “I wanted my manager to speak to me and 
tell me what was happening, and what it meant to me”. 

It sounds so simple when Ken says it, and it has really 
formed my own motto around change today. For me, it is 
about always being clear about the ‘why’ and making sure 
every individual is considered when thinking about change. 
When I mean every individual, I mean that enough care 
and thought has gone into understanding why they should 
change and what’s important to them, to see how we would 
craft a meaningful change journey that resonates. 

In my experience, no one resists change through bad 
intent. Instead, I tend to find that it is when individuals 
do not understand the ‘why’, or through fear, lack of sup-
port, change support, or because they feel excluded from 
the change. I also prefer to frame resistance as the starting 
point for engagement. After all, it gives you a view of how 
people feel and helps us understand the challenges ahead! 

Ken was experiencing many of these thoughts and emo-
tions. What would have happened if he understood the rea-
sons for him and the organisation to change?

Ken’s happy ending 
The evening after Ken wrote his letter of resignation, he 
came home with an inscrutable expression on his face. 
We all waited to see mom’s reaction while he shared what 

had happened that day – she always looked intimidating 
slicing onions with her huge knife while wearing swim-
ming goggles. 

Ken recounted his conversation with his manager that 
day.  He said his line manager was puzzled as to why this 
was all such a big deal, he went on to explain it was a 

small change and that Ken would get lots 
of support. Ken explained it wasn’t small 
to him and was fundamental to his day-
to-day. The line manager apologised and 
asked what he could do to make Ken re-
consider his resignation.

Ken needed this, he needed to know his 
manager cared. He wanted to hear from 
management, rather than feeling that the 
new insurance evaluation tool was a dark 

secret. Indeed, according to Prosci’s 2020 Best Practices 
in Change Management business leaders are the pre-
ferred senders of organisational messages. Like Ken, 70 
percent of employees prefer personal impact messages 
to come from their line managers.

Long story short, Ken did not hand his notice in that 
day because that conversation with his line manager 
spun into the ‘why’ and built his awareness and under-
standing of the change. Unknowingly that day, Ken was 
the catalyst for change. His line manager went on to brief 
the teams, quash the rumours, educate, and train.  He 
also asked Ken to join a network to help him understand 
more and he naturally started talking about it to his col-
leagues.  Ken went on to be the ‘go to’ person for the new 
insurance tool.

This is why I am passionate about change. Even though 
it takes a lot of hard work to understand, plan, execute and 
monitor readiness to successfully drive adoption, it is not a 
dark art. It starts with the skills most of us already have in 
our locker: the ability to care, listen, hear, understand, and 
have conversations. It is the ability to stand in Ken’s shoes 
and think, how would Ken feel, what would Ken want?  

Rachel Head is head of employee experience 
and inclusion, Capgemini

 

THE STARTING POINT IS FRAMING 
THE END GAME AND UNDERSTANDING 
WHAT SUCCESS LOOKS LIKE TO THE 
ORGANISATION AND TO THE INDIV IDUALS
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Although still largely in its early stages of development, quantum computing 

could represent significant advancements for the way we operate and run the 

ERP systems of the future. But before we get to a ‘superposition’ in business 

with quantum ERP, we need to figure out just exactly how we will use ‘quantum 

superposition’ to reposition our ERP position. B Y  A D R I A N  B R I D G W A T E R
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U
sing just the basic 
tools of binary, we 
have been able to 
build hugely pow-
erful and complex 
computers up to 
now. But even with 
the progress we 

have made so far, a new era of com-
puting lies in wait where the hugely 
powerful becomes the massively pow-
erful – and where the complex, be-
comes the infinite edge of reasoning. 

A QUANTUM SHIFT 
TO SUPERPOSITION
Where binary machines work with 
numbers and strings composed of 0 or 
1 values, quantum computing shuns 
bits in favour of qubits. A qubit can 
have a ‘quantum state’ (also known 
as a superposition) made up of two or 
more values simultaneously (called a 
superposition), which means that the 
scale of any computing engine built 
with a quantum foundation has expo-
nentially greater power.

To put it another way, quantum qu-
bits can be 0, or they can be 1, or they 
can be somewhere in between. Fur-
ther, their value can change depend-
ing on the direction in a computer 
system that they are viewed from. In 
the simplest terms possible, quantum 
computing allows us to create more 
numbers out of our previous pool of 

numbers - and with more numbers 
comes more power.

Although some working machines 
have been built by organisations in-
cluding IBM and D-Wave, quantum 
computing is still largely in the pro-
ject and prototyping phase. Logically 
then, quantum ERP is also still only 
at an elemental conceptual level; how 
we apply quantum mathematics to the 
types of calculations needed in a mod-
ern ERP system is yet to be deduced.

But as embryonic as quantum ERP 
is, we can still think about how we will 
use this massive surge in power and 
intelligence as we design future sys-
tem architectures today. We could be 
working with ERP financial software 

suites that run at an order of magni-
tude more quickly. More real time 
business processing could be enabled 
for ERP systems; and transactional 
and analytical data workloads will 
dovetail and speed forwards in unity.

BEYOND OUT-OF-THE BOX ERP 
The use of quantum entanglement 
could lead to massively tougher se-
curity controls, meaning customers 
could more readily and more directly 
place additional mission critical ERP 
services in public clouds served by 
quantum accelerators and toolsets. 

“Current state-of-the-art cloud-
based computing may be safe for the 
moment, but it could become infi-

nitely more vulnerable when 
more powerful quantum com-
puters take hold,” wrote SAP 

This is the foundation we use to run traditional computers. 
Built using binary code composed of just two values:  

0 or 1, patterns of binary numbers are commonly known 
as ‘bits’, which themselves form the basis of the way we 

build with data in the modern world.

B Y  A D R I A N  B R I D G W A T E R
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CURRENT STATE- 
OF-THE-ART CLOUD-
BASED COMPUTING 

MAY BE SAFE FOR 
THE MOMENT, BUT 
IT  COULD BECOME 
INFINITELY MORE 

VULNERABLE
SUSAN GALER / SAP
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multimedia spokesper-
son, Susan Galer, in a 
2020 blog posting. What 
Galer says is true, so for 
every vulnerability quan-
tum power increases, we 
must ensure that we re-
dress the balance with 
quantum-powered secu-
rity. “For example, quan-
tum-safe cryptography 
is central to preventing 
corporate data espionage 
around everything from 
proprietary ingredients 
and formulas to differ-
entiating processes and 
valued business relation-
ships,” added SAP’s Galer. 

Eyeing the future then, we could be 
driven to work with far more complex 
and powerful software tools from the 
start. What we might call the ‘core 
elemental’ pieces of ERP (such as in-
ventory management, performance 
metrics, sales quoting, order fulfill-
ment dashboards etc.) will be as-
sumed to be standard out-of-the box 
functionality. In this future, ERP cus-
tomers will start to demand markedly 
more complex and more widely inte-
grated technical capabilities of their 
ERP systems. 

BASIC CLOUD IS A 
LEGACY MINDSET
VP of product management at Infor, 
Rick Rider, says that what quantum 
computing further represents is a 
continued movement away from ex-
pectation and reality of technology 
experiences as we know it. From Rid-
er’s perspective, when talking to cus-
tomers, he feels that there is a general 
consensus that moving to the cloud is 
a positive, but - for the most part - con-
versations have stayed in the ballpark 
of ‘lower TCO’ and ‘no more upgrades’. 

“However, even now that’s a legacy 
mindset. Technology will continue 
to push the envelope and it’s early 
adopters who will reap the benefits of 
being aggressive with their goals and 
expectations. The majority of ERP is 
becoming commoditised and it’s de-
velopments like quantum computing 

that sharpen this 
commoditisation 
drive by providing 

new ways to solve 
seemingly complex problems. Most 
importantly, it’s something to trust 
and not overcomplicate despite its sci-
fi appeal,” said Infor’s Rider.

“While still early on, what this 
movement highlights is that CIOs and 
CTOs can put further emphasis on 
real-time insights and can begin to 
aggressively pursue ML-based simu-
lations to create more effective or effi-
cient products. Discovering new ways 
to pivot business models and pro-
cesses to match previously unknown 
outcomes. Quantum will encourage 
and eventually demand tech leaders 
to continuously ask more of their sys-
tems, rather than facilitating the pre-
sent,” he added.

So through quantum on cloud, we 
will ultimately witness a de-
mocratisation quantum power. 
Through quantum-powered 

cloud services, every com-
pany will be potentially able 
to gain access to quantum 
computing. This could be 
the point at which quantum 
ERP flourishes and we drive 
towards massively more 
complex analytics and sce-
nario planning/modelling, 
a key benefit (and use case) 
for ERP systems.

FROM OPERATIONAL 
ERP TO ANALYTICAL ERP
There’s an additional leap 
to be made here. Given a 

quantum boost, we can move from 
operational-ERP to deeper use of an-
alytical-ERP. We will shift from using 
ERP technology to drive, manage and 
maintain operations – and we will leap 
forward and onward to wider-ranging 
and deeper level analysis to control 
and direct business decisions with 
greater accuracy and with more auto-
mation.

“The agenda ahead for the industry 
looks interesting, covering the latest 
advances in reinforced learning, deep 
learning and quantum computing. 
The advances in AI-powered language 
recognition are particularly exciting, 
but I would be more guarded about 
when we can expect to see quantum 
ERP applications. In reality we don’t 
even need to use supercomputers for 
ERP applications, because we can get 
enough processing power from the 

TECHNOLOGY WILL 
CONTINUE TO PUSH 
THE ENVELOPE AND 

IT ’S EARLY ADOPTERS 
WHO WILL REAP THE 
BENEFITS OF BEING 
AGGRESSIVE WITH 

THEIR GOALS
RICK RIDER / INFOR

THE AGENDA 
AHEAD FOR THE INDUSTRY 

LOOKS INTERESTING, 
COVERING THE 

LATEST ADVANCES IN 
REINFORCED LEARNING, 

DEEP LEARNING AND 
QUANTUM COMPUTING

CLAUS JEPSEN / UNIT4
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organisations in the logistics sec-
tor - except perhaps the largest cou-
rier/delivery groups - the high cost of 
quantum would not be justifiable, so 
there is work to do in terms of how far 
quantum cloud services can bring that 
down. 

“Another possible area (although 
it’s only a glimmer so far) is the evolu-
tion of ‘quantum-inspired computing’ 
as it’s known. This is the implemen-
tation of concepts such as quantum 
superposition either in software or in 
normal silicon - though in specialist 
chips, naturally. This might overcome 
the cost issues around niche uses such 
as quantum route optimisation, say, 
but it’s still not a general solution for 
ERP in these early days,” added Betts. 

In reality, the majority of us will 
consume quantum power as a quan-
tum cloud service. Where we draw 
the line between the speed of our web 
connections to the cloud and the raw 
backbone of quantum power that lies 
ferociously gurgling beneath has yet to 
be fully worked out. Once ERP and its 
associated business disciplines really 
start to plug in to quantum, we will 
know more.

Before we get to a super position in 
business with quantum ERP, we need 
to figure out just exactly how we will 
use quantum superposition to reposi-
tion our ERP position. 

cloud-based systems we have today 
(and are continuously improving in 
terms of performance and scalability), 
said Claus Jepsen, chief technology of-
ficer, Unit4.

J
epsen points out that, 
in practical real world 
terms, we would need 
to refactor and custom-
code our software to run 
ERP on today’s already 
present supercomputers 
– all making it difficult to 

justify the business case. This would 
most likely be the same for quantum 
computing. But he says, in the future, 
there could be a couple of scenarios 
where quantum visibly improves ERP 
in specific areas such as facilitating 
more advanced human-like problem 
solving. 

“For example, in machine learning 
where you are running massively par-
allel tasks I could envisage a scenario 
where quantum computing dramati-
cally increases the sophistication of 
the problem-solving and would lead 
to a dramatically different user expe-
rience. Quantum computing is often 
linked to the concept of artificial gen-
eral intelligence (AGI), but if we could 
make the costs reasonable it would be 
possible to envisage AGI-like interac-
tions between users and ERP applica-
tions far beyond what is feasible even 
today,” he said.

Looking ahead, Unit4’s Jepsen 
thinks that justifying the business case 
for quantum computing could make 
the argument for ‘quantum services’ 
even stronger. It would dramatically 
improve the performance of enter-
prise applications and create an infi-
nitely more scalable environment for 
users to access applications, but users 
could manage costs on a subscription 
basis.”

A TOUGH COMPUTATION 
It’s important that we’re not fooled 
into the wider vendor messages ema-
nating in this space. Every enterprise 
tech platform company will want a 
‘share of voice’ in the quantum discus-
sion and, perhaps all too often, they 

will aim to placate us, the great un-
washed, with positive platitudes and 
upbeat promises of a super-charged 
computing future. The practical real-
ity of quantum in the ERP space may 
be a far rounder peg to fit into what is 
an essentially square hole. 

“My expectation is that quantum 
computing will have little fully-de-
ployed short to medium-term impact 
on ERP. Let’s remember, qubit com-
puting is a difficult mathematical en-
gine to apply to the majority of what 
falls under the ERP umbrella today,” 
said Bryan Betts, principal analyst at 
Freeform Dynamics. 

“Further challenges exist due to 
the fact that the timescales involved 
in ERP aren’t your normal business 
IT ones i.e. ERP is embedded in or-
ganisations, it’s the foundation they 
build their operations on, so it runs 
to longer timescales – and right now, 
many organisations will already have 
their hands full migrating their ERP to 
next-gen platforms.”

Betts does see a couple of bright 
spots for a quantum ERP future. One 
is the potential uses for quantum-type 
work in areas such as route optimisa-
tion for logistics and transportation. 
This area does hold some promise, 
although it’s worth noting that this is 
only a small part of the overall ERP 
puzzle. Betts advises that for many 

LET ’S REMEMBER, 
QUBIT COMPUTING 

IS A DIFFICULT 
MATHEMATICAL 

ENGINE TO APPLY 
TO THE MAJORITY 

OF WHAT FALLS 
UNDER THE ERP 

UMBRELLA

BRYAN BETTS / FREEFORM 
DYNAMICS
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M
anufacturers, such as Rolls Royce, which 
took a reported £4bn hit in 2020, have 
long been big advocates of servitisa-
tion, a process that focusses on selling 
preferred outcomes, as opposed to in-
dividual products. It’s a model that has 

been around for a while but has only really taken off in the last 
few years. Technologies such as sensors, data collection and an-
alytics have been the catalyst for that increased adoption, with 
predictive maintenance through machine learning enabling 
service providers to set outcome targets and meet those goals, 
delivering in the case of Rolls Royce, engine up-time hours and 
not just engines.

However, for aerospace firms the 
COVID-19 pandemic has been particu-
larly difficult. Recent financial results 
from the likes of Rolls Royce, Pratt & 
Whitney and GE Aviation paint a grim 
picture but as Sumair Dutta, industry 
analyst and director of digital trans-
formation at ServiceMax points out, 
the pandemic has also proved to be a 
stress-test for servitisation models.

“When demand for travel and engine 
hours was high, this worked well,” says 
Dutta. “With COVID-driven travel re-

long game, to build business around 
lasting, mutually beneficial relation-
ships rather than just the shorter-term 
buyer-seller relationship. Any insight 
into potential risk can be managed and 
as organisations look to navigate any 
sort of recovery in the months ahead, 
this will no doubt help to strengthen 
the model.

As Sven Denecken, COO S/4HANA 
and head of product success at SAP 
SE says, more organisations should be 
looking at servitisation now to improve 
agility and develop stronger customer 
ties. Changing business models, which 
have accelerated as a result of the pan-
demic are the biggest threat to their 
business according to Denecken. 

“Servitisation can be an effective 
strategy to prevent companies and 
their products becoming a commodity 
and losing relevancy in a more service-
led economy,” he adds, claiming it can 
also help to drive differentiation in a 
competitive marketspace and make it 
more challenging for competitors to 
replicate service offerings.

Examples of this include Philips’ 
Signify, a holistic lighting solution it 
calls “light-as-a-service” which in-
cludes the conceptualisation, instal-
lation, and maintenance of a lighting 

strictions, those models have seen the 
opposite impact. While the risk trans-
fer has helped the customers, it hasn’t 
necessarily helped the aircraft engine 
manufacturers. Therefore, there is 
greater visibility into the risk associated 
with outcome-based models and safe-
guards that need to be put in place to 
allow for the management of that risk.”

For those organisations already in-
vested in servitisation models, this is 
perhaps not such a bad thing. The very 
nature of servitisation is to play the 

WHY SERVITISATION COULD BE KEY 
TO POST-PANDEMIC RECOVERY

B Y  M A R C  A M B A S N A - J O N E S

Products 

ProductsLong live
  

are dead
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provide the visibility and capability 
needed to capitalise on this untapped 
value, creating new revenue streams 
through servitisation.” 

It is the agility that is increasingly 
attractive to both service organisa-
tions and customers, especially those 
left a little exposed by the pandemic. 
The key is finding where an outcome-
based deal can work best. As Dutta 
suggests, it doesn’t have to be an all 
or nothing. Organisations can identify 
an area where servitisation may hold 
better value and less risk.

“Depending on the asset, or the 
customer preference, a traditional ser-
vice model might make more sense, 
whereas for other customers, an out-
come-based model may be preferred,” 
says Dutta. “As customers look to inject 
a little more flexibility or agility into 
their business processes and their risk 
exposure, these models do hold longer-
term promise.”

Technology change
Of course, as Elkins suggests, the un-
derlying infrastructure within an or-
ganisation could make this difficult. If 
a business really wants to benefit from 
servitisation, it may mean a complete 
re-design, in terms of how the business 
is planned, run and transformed – and 

that includes how it organ-
ises its technology too.

Denecken at SAP breaks 
it down into three key ar-
eas; system scale and per-
formance, billing system 
upgrades and intelligent 
data analytics which en-
compass areas such as IoT 
and predictive mainte-
nance. There are, he adds 
some fundamental ques-
tions to ask.

“Is the ERP system able 
to manage the significant 
increase in the amount 

system, and comes with 
guaranteed SLAs and cost 
reduction for electricity. 
Another example is Oki’s 
Managed Print Services 
and Document Solutions, 
which includes planning, 
installation, maintenance 
and operations. Custom-
ers pay for the number of 
printed pages and archived 
documents (pay-per-use).

Cultural challenges
For Dutta, the advantages 
for keeping faith with ser-
vitisation are clear, although he admits 
it may not be for everyone. He says that 
the real challenge in accepting serviti-
sation comes from within. Can organi-
sations stomach the short-term drop in 
capital revenue for a longer-term, more 
assured revenue stream? It requires, 
he adds, a very mature commercial 
mindset to accept this switch, which 
is sometimes referred to as ‘swallow-
ing the fish’ – a model that outlines the 
longer-term financial benefits of ser-
vitisation. This, of course, may fly in the 
face of more traditional sales people, 
for example, who are fed and watered 
on maximising short-term revenue.

Internal structures based on legacy 
IT and processes and a more tradi-
tional mindset towards product sales 
and customers’ relationships may not 
be the best breeding ground for serviti-
sation. But this could change. Custom-
ers may start demanding it, especially 
following the COVID-19 experience.

“For the customer, there are several 
factors that draw them to the servitisa-
tion model,” says Dutta. “There is often 
no large capital expense associated 
with the upfront purchase of equip-
ment and theoretically there is an 
easier financial relationship where you 
have an agreement on the payment per 

outcome. There-
fore, there is less 
negotiation and 
back and forth be-
tween purchasing 
and the sales or-
ganisation around 
the price of the as-

set and the subsequent price of service 
and parts. Ease of business is a major 
factor that makes the outcome-based 
model lucrative to the customer.”

It’s a view supported by Colin Elkins, 
VP, Manufacturing Industries at IFS 
who says that one of the key barriers to 
servitisation is mindset.

“There is often a ‘why change’ attitude 
from those that believe they’re making 
a healthy profit today, so why take the 
risk? This will take some time to over-
come, for the most part, because they 
haven’t yet taken the time to analyse 
and understand where their ‘moments 
of service’ are, and therefore where the 
untapped value in their business is.”

Elkins adds that in many cases, this 
is also combined with a lack of data 
needed to calculate the ‘real’ costs, 
since in a servitisation model the main-
tenance and repair costs of the product 
move from the customer to the supplier.

“Legacy IT can make this a very 
complex issue,” adds Elkins. “Organi-
sat ions  are  in-
creasingly looking 
for ‘composable’ 
or modular tech-
nology that can 
flex as their busi-
ness changes and 

Servitisation can be an effective strategy 
to prevent companies and their products 
becoming a commodity

There is greater visibility into the risk 
associated with outcome-based models 
and safe-guards that need to be put in place

SUMAIR DUTTA / SERVICEMAX

SVEN DENECKEN / SAP SE
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the planet suggested last year, the ser-
vitisation model “strongly incentivises 
the equipment owner – that is, the ser-
vice provider – to think long-term when 
designing and selecting the technology. 
By offering state-of-the-art mainte-
nance, the provider can minimise op-
erating costs, in particular energy use, 
which is the largest cost component 
over the life cycle of the equipment.”

It should, in theory, lead to better 
products and services, improved brand 
reputation and closer relationships with 
customers. Interestingly, it’s the think-
ing behind Rolls Royce’s TotalCare ser-
vitisation programme, to ‘close the loop 
on material usage’. As the poster child 
for servitisation, it will be interesting to 
watch over the coming months, to see 
how it helps the business recover and 
of course, to see whether other manu-
facturers and suppliers are inspired to 
change their approach to selling prod-
ucts. However, for the moment at least, 
servitisation is still some way off being 
the new normal. 

of data and transac-
tions that come with a 
service-based business 
model?” asks Denecken. 
“Can analysis/reporting 
be done quickly and, on 
the fly, to minimise risk 
and take action quickly 
at service level agree-
ments?” 

Denecken also talks 
about the explosion in 
invoicing volumes due to 
a service/subscription-
based model and asks 
whether current billing 
systems can cope with the need to 
scale? But for most organisations, it is 
the foray into intelligent data analytics 
that will demand significant change.

“There is a need to consume, moni-
tor, analyse and predict the large vol-
umes of IoT data from connected 
products, in order to offer a compel-
ling service-based approach and for 
the model to be commercially viable,” 
he says. “Naturally this has a significant 
impact and challenge for the IT teams 
to manage. The more customers can 
automate their business processes the 
better they are able to drive efficiency 
in their businesses. This also ties into 
the ability to offer more creative and 
differentiating services.”

Circular 
economy
From a tech point 
of view, these are 
not insurmountable 
challenges but as 
Dutta at ServiceMax 
suggests, delivering 

outcome-based services requires “a 
significant integration of incentives, 
measurements, and operating models 
across business functions, something 
that is very difficult to achieve.”

Getting the organisational mindset 
right is essential and there will always 
be those organisations where old hab-
its die hard but servitisation can give 
organisations new impetus and direc-
tion, something which many may need 
following the pandemic. This also feeds 
into thinking around sustainability, 
building more responsible business 
models, reducing waste, energy and 
carbon impact.

As a World Economic Forum report 
on how servitisation could help save 

Later this year, gov-
ernments across 
Europe and the US 
will start to implement 

regulations compelling 
manufacturers to provide 
maintenance information 
for products (at this time the 
regulations are focussed 
primarily on white goods), 
so that customers can carry 
out their own repairs.

Aimed at reducing 
landfill waste and increas-
ing the length of product 
lifecycles, the ‘right-to-
repair’ regulations will, 
for the moment at least 

be limited. As Elkins at 
IFS says, “the immediate 
impact on servitisation will 
be zero, as in a servitisa-
tion model, the suppliers 
are selling an outcome/
service not a product, so 
they are responsible for 
the equipment upkeep not 
the customer/consumer.”

However, Dutta at Ser-
viceMax points out that this 
could open up the market 
and actually help acceler-
ate a shift to outcome-
based models. He says that 
customers want to increas-
ingly pick from a range of 

service providers based on 
the cost and speed of ser-
vice and this could lead to 
a shift in mindset towards 
traditional product selling. 

“For the service provider, 
the move to an outcome-
based model theoretically 
eliminates most of the 
competition as the deliv-
ery of outcomes could be 
contractually tied to the 
exclusive service relation-
ship between the customer 
and the service provider,” 
says Dutta. “Any handling of 
the asset by non-approved 
parties would lead to a 

breach of agreement or 
penalties for the customer. 
In a way, the customer is 
now locked in with the ser-
vice provider. Where it gets 
extremely interesting is the 
impact of these servitised 
models on the areas of 
self-service and remote-
assisted support, areas that 
have seen a great deal of 
investment in the last year. 
Servitised models will also 
drive service organisations 
to formalise their network of 
‘approved’ service partners 
to ensure the efficient deliv-
ery of outcomes.” 

There is often a ‘why change’ attitude 
from those that believe they’re 
making a healthy profit 

What impact will right-to-repair legislation have on servitisation?

COLIN ELKINS / IFS

134-SERVITIZATION.indd   137134-SERVITIZATION.indd   137 09/06/2021   19:2509/06/2021   19:25



138 E R P  T O D AY    |   Q 2  2 0 2 1

I N T O  T H E  U N K N O W N

A  H O S P I T A L I T Y 

T R A N S F O R M A T I O N  J O U R N E Y 

138-HOSPITALITY.indd   138138-HOSPITALITY.indd   138 09/06/2021   19:2509/06/2021   19:25



139v i s i t  u s    E R P. T O D AY

After a year of virtually no international 

travel, the government has finally lifted 

restrictions and implemented a traffic 

light system for UK travellers to use 

at their discretion. Within hours of the 

announcement, thousands of Britons took 

to the web to book holidays to the only 

feasible ‘green list’ destination – Portugal. 

News outlets reported that 5,000 British 

travellers were leaving for Portugal every 

day, chasing the long-awaited sunshine 

and freedom to travel. But what is waiting 

for hotel guests on the other side of the 

channel remains to be seen. With the 

arrival of the pandemic and stringent 

social distancing measures still very much 

in place, hotel stays as we know it could 

well be a thing of the past. 

I N T O  T H E  U N K N O W N

B Y  D E B B I E  W A L T O N A s we emerge from the pandemic, 
we can expect that the tourism in-
dustry won’t be business as usual, 
but through a combination of re-
imagining, redeployment and re-
silience, the hospitality industry 

has been slowly working towards its anticipated reopening 
and finally welcoming guests again. 

According to Chris Stock at Percipient, remote working 
proved to highlight out-of-date finance solutions and a lack 
of high-level data that can be used to directly enhance the 
guest experience. Whilst forced closures were undoubtedly 
a massive stress for the industry and its staff, it proved to be 
the perfect time to implement new and robust ERP solutions, 
supporting a move towards paperless and automated back 
office systems in a number of Percipient’s hospitality clients. 

Hastings Hotels is one such example, but while their digi-
tal transformation wasn’t driven by the arrival of COVID-19, 
it certainly has prepared them for the reopening of the in-
dustry. At the beginning of 2020, Hastings Hotels, the largest 
independent hotel group in Northern Ireland embarked on a 
mammoth overhaul of their existing back office systems and 
processes which involved manual paper-based processes. 
Paper-based? All financial and HR systems were handwritten 
in ledgers, cheques were used to pay for all goods and ser-
vices and all procurement was done via handwritten orders! 

Hastings embarked on an in-depth review of the market 
and selected Sage Intacct because of its flexibility, ability 
to integrate with online banking, property management, 
procurement, HR/payroll systems and superior manage-
ment insights. Its ability to scale to support Hastings’ busi-
ness growth was also key to the decision. “We needed a 
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in place, what can guests expect dur-
ing their stay? 

According to Calum McIndoe, sales 
director UK&I at Infor, hotels have of-
fered guest rooms as office space and 
provided frontline workers with rooms 
to cut down on their commute times. 
But many hotels used the downtime to 
take stock of their current technology, 
explore new technology and migrate to 
the cloud. 

In October 2020, Apex Hotels in-
vested in Infor technology to create 
a standard platform across its entire 
property portfolio. The hotel group op-

erates 10 sites across the UK. The pro-
ject was delivered completely remotely, 
with no staff on site, whilst being ac-
celerated to beat deadlines before the 
property had to close temporarily un-
der UK government COVID-19 guide-
lines. The platform, which comprises 
Infor Hospitality Management Solution 

solution which would provide the 
business with access to in-depth 
management information in a timely 
and user-friendly manner, to enable 
faster, more informed decision making 
within the business, something which 
is absolutely crucial in responding to 
the challenges we face in the current 
environment. From the outset, Sage 
Intacct not only met all our core re-
quirements, but it also fulfilled all of 
our ‘nice-to-haves’ which is rare in any 
tender process,” said Peter Gibson, fi-
nance director, Hastings Hotels.

With much improved visibility and 
accessibility to better quality data and 
information, the way the hotel group 
supports its staff and serves its custom-
ers in a post-pandemic environment 
will only add to the level of service, 
manageability and profitability. 

Gibson explains: “We can slice and 
dice the data according to hotel or 
department and identify trends and 
anomalies across, say food and bev-
erage, housekeeping, spa services or 
customer service. The availability of 
these insights on an intuitive dash-
board means that minimal skills are 
needed, but that everyone has up-
to-date information from which to 
perform their role to the best of their 
abilities. Planning for the future can 
be tricky at the best of times, never 
mind in the midst of a global pan-

WE NEEDED 
A SOLUTION 

WHICH WOULD 
PROVIDE THE 

BUSINESS 
WITH ACCESS 
TO IN-DEPTH 

MANAGEMENT 
INFORMATION

PETER GIBSON
HASTINGS HOTELS

demic,  but  through 
having a clear, accurate 
picture of our current 
position, and the abil-
ity to be agile and make 
decisions quickly, we 
are confident that we’re 
in the best place to plan 
effectively.”

Digital transformations that 
change the face of hotel stays 
Digital transformations across hotel 
groups since the start of the pandemic 
have been two-fold. Hotels have iden-
tified their shortcomings in terms of 
back office functions 
when work-from-
home orders were is-
sued; and large hotel 
groups saw the need 
to prepare for reo-
pening when guests 
were allowed back, 
at limited capacity. 
Since the relaxation 
of COVID-19 restric-
tions allowing travel 
locally and abroad, 
there has been an 
uptick in the demand 
for hotel bookings.  
With social distanc-
ing rules still firmly 

Hastings Hotels in 
Northern Ireland have 

seven luxury hotels 
across the province
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(HMS) and Infor Sales and Catering, 
delivers cloud-based architecture that 
replaced a legacy system that frustrated 
the group’s plan for growth. Whilst the 
pandemic flattened the hospitality in-
dustry, it also proved perfect timing to 
stand up unique solutions in a changed 
service landscape. 

Guest and hotel staff safety needs 
to be front of mind and guest expec-
tations have obviously changed and 
will change again. These changes will 
be supported and enabled by invest-
ment in emerging technology that will 
focus on hygienic environments, cloud 
technology to standardise operations, 
as well as contactless experiences em-
powered by mobile solutions such as 
check in/out, room service, restaurant 
reservations, and others – all of which 
can be managed from guests’ mobile 
devices. 

“The entire guest journey has 
changed with a move entirely to mobile 
devices. Hotels have adopted the ‘air-
line model’, for example, where guests 
will be sent an email with a ‘please 
check in here’ format just like airlines 
do. Similarly in food and beverage, 
there’ll be no ordering from a menu. 
Because of hygiene concerns – we can’t 
all touch menus now – all ordering of 
food and drinks will be done on your 
mobile phone,” says McIndoe. 

We’re familiar with this technol-
ogy as many pubs and restaurants in 

the UK, for example 
Fuller’s chain of pubs 
and restaurants have 
already adopted contactless food and 
drinks ordering apps. What does this 
mean for staffing? It’s a concern that 
for now, while the hospitality indus-
try is slowly brought back to life, that 
government mandated reduced ca-
pacity in hotels will mean less staff is 

needed. This will un-
fortunately result in 
temporary unemploy-
ment, but McIndoe 
believes that this will 
only be a temporary 
phenomenon and that 
the tangible, face-to-
face interactions we 
know and love in the 
hospitality industry 
will most certainly re-
turn with time. 

But it can’t be de-
nied that contactless 
processes have made 
for a somewhat easier 
hotel stay for business 

travellers and are set to remain. McIn-
doe says: “Mobile check-in/check-out, 
digital keys, and the ability to order 
room service via one’s own device per-
fectly suits the thousands of business 
travellers who frequent hotels as their 
guest journey is different to those who 

are looking for that complete 
hospitality interaction.”

With guest and hotel staff 
safety in mind, Infor Hos-
pitality Cloud Solutions are 
designed to address hotel 
operational needs and while 
personalisation is important, 
it is also evolving, and guests 
are used to relying on their 
mobile devices to manage 
their personal experiences. 
According to McIndoe, hos-
pitality organisations have 
realised that personalisation 
is also about managing data 

better and turning that data into intel-
ligence to provide services that appeal 
to an individual’s unique needs. Using 
business intelligence to strengthen cus-
tomer relationships can only positively 
impact the bottom line.  

COVID-19 has dragged the hospital-
ity industry forward in terms of dig-
itisation and while the pandemic has 
had a negative effect on it in the last 
year, the changes being implemented 
now, although ever-evolving, will be 
around for some time but promise to 
bring positive experiences to the guest 
journey. 

THE ENTIRE 
GUEST JOURNEY 
HAS CHANGED 
WITH A MOVE 

ENTIRELY 
TO MOBILE 

DEVICES

CALUM MCINDOE   
INFOR

Restaurants and 
bars won’t operate 

at full capacity. 
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B Y  A D R I A N  B R I D G W A T E R

TOP TRENDS LISTS COME AND GO LIKE THE WIND. NO YEAR IS COMPLETE WITHOUT A RAFT 
OF FUTURISTS AND EVANGELISTS TRYING TO TELL US WHICH NEW BLOCKS OF TECHNOLOGY 
WE’LL NEED TO FIT INTO OUR STACKS NEXT. SO RATHER THAN PROVIDING YOU WITH A 
LIST OF USUAL SUSPECT CLICKBAIT TRENDING ITEMS (DID YOU KNOW HYBRID CLOUD 
AND OPEN SOURCE IS QUITE POPULAR?), ERP TODAY HAS SCOURED THE TECH LANDSCAPE 
FOR AN ALTERNATIVE LIST OF THE SEVEN ‘OTHER’ HOT TECHNOLOGIES EVERY GOOD IT 
PRACTITIONER SHOULD BE CONVERSANT WITH ON THE ROAD AHEAD.
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a sub-genre all of its own in IT and it is leading us to-
wards the notion of Everything-as-an-API, or EaaAPI 
if you prefer.

Key target disciplines for API elevation include pri-
vacy. The notion of Privacy-as-an-API (PaaAPI) sees 
software developers provided with a means of bolting 
on functions such as data privacy vault (that part of an 
ecommerce application where sensitive user identity, 
payment transaction and password details might be 
kept) delivered as an API. Clearly useful for fintech 
ecommerce applications, PaaAPI means software en-
gineers can focus on app functionality without having 
to worry about cumbersome and difficult-to-integrate 
security and compliance functions.

Application security tokenisation, polymorphic en-
cryption and data governance engine management 
isn’t simple at the best of times, so being able to call on 
those functionalities via an API is the tech-
nology proposition at hand here. Onward 
(or perhaps downwards) from privacy, is 
where databases go next with APIs. We can 
already use an API to request records, fields 
and values from a connected database, but 
some in the industry want to turn this idea 
on its head and talk about data as an API. It’s 
a still-nascent area for sure.

SERVERLESS   
TECHNOLOGIES

In the always-changing world of cloud 
computing, applications need to be eminently flexible. 
As workload requirements change in line with shifting 
business demands, applications need to be capable 
of moving between different cloud instances, each 
of which may be provisioned and optimised differ-
ently. One cloud might be fine-tuned for high volume 
transactional throughput with gleaming input/output 
(I/O) credentials, while another might be optimised 
for storage, memory, core processing functions or big 
data analytics.

This smorgasbord of infrastructure variety means 
that software developers need to be able to build 
cloud-native applications to work on a specific type 
of cloud backend if they want to achieve optimal per-
formance. Turning the tables on this notion is server-
less computing, a software precept where applications 
are not necessarily provisioned to work on any given 
server. In a serverless computing deployment, devel-
opers and operations teams just build an application 
‘as is’, without worrying about tuning and scaling the 

A typical ‘what’s hot’ in the technology industry list 
would of course include cloud computing, mobile 
ubiquity, big data analytics, blockchain, robotic pro-
cess automation (RPA) and perhaps the touchy-feely 
world of user experience (UX). Let’s leave all those 
items aside as we consider a slightly tangential take 
on how and where the industry is shaping itself next.

HEADLESS 
TECHNOLOGY
Headless technology is a key driver for 

the next era of systems development. Not to be con-
fused with a headless system in the traditional sense 
(that’s a computer without a monitor in some form 
of an embedded system, or a blade server in a rack), 
headless technology describes a software system 
where the front-end presentation layer is individually 
built to exist in separation away from the back-end 
data and functionality layer.

Headless software could potentially apply to a vari-
ety of use cases, but its primary application thus far is 
in the area of headless content management systems 
(CMSs). In a traditional CMS, the ‘body’ is the content 
repository, and the ‘head’ is the presentation layer, 
which is typically a web page. In a headless CMS, the 
body and head are separated until conjoined via an 
application programming interface (API) connection 
for display on any device.

Now that organisations need to deliver content on 
a wider range of surfaces, a headless approach makes 
a lot of sense. Users now want content on their smart-
phone, laptop and tablet, but they also want it on their 
smartwatch, television, on an in-store kiosk and per-
haps soon from their smart toaster too. Headless also 
has the potential to make ecommerce connections 
between omnichannel content and online stores more 
easily, the implications for ERP development are direct.

EVERYTHING-
AS-AN-API
Widely popularised and discussed, but 
oft-misunderstood, APIs are the ‘glue’ that 
joins different application components to 

other application services or operating systems. APIs 
have a required syntax and are implemented by func-
tion calls composed of verbs and nouns. API man-
agement, integration and development is becoming 
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mean a whole lot more than 
programmed alerts, auto-
filling forms and saved user 

or enterprise system preferences. Today we are tak-
ing automation from the user interface level down 
the lower substrate levels of our databases and back 
up again.

Looking at databases as a case in point, the rise 
of the autonomous database is not a database that 
automatically calculates results based upon pre-
programmed controls. We are, thankfully, past that 
point already. Instead, an autonomous database can 
perform all the self-healing mechanisms it needs in 
order to keep running 24/7 without the need for hu-
man intervention.

The use of autonomous control at the database 
level means that maintenance tasks such as patching, 
updates, upgrades, de-duplication and defragmen-
tation can all happen according to a schedule. This 
reduces the likelihood of human error and opens up 
human workflow capacity so that data engineers can 
spend more time on value-add analytics functions 
and focussing on the minutiae of difficult new inte-
gration projects and so on.

As noted, the momentum behind the notion of 
autonomous everything comes full circle. It extends 
upwards from the database back through the breadth 
of our applications layer to enable every technology 
service we use to adjust its kilter, rectify its balance 
and normalise its performance based upon defined 
and codified best practices that form its own pro-
grammatic DNA.

app to a certain heartbeat, because the backend is all 
taken care of by the cloud services provider.

The rise of serverless, which is sometimes known 
as Backend-as-a-Service (BaaS), works well in some 
cases and not in others. It is best suited to applica-
tions like single-page web applications on desktop or 
mobile that need to draw upon large-scale cloud da-
tabases and related backend infrastructure services.

AUTONOMOUS 
EVERYTHING

In technology circles, automation is evi-
dently key to the way in which applications, 

data services and higher-level platforms are develop-
ing on an annual basis. But automation has come to 
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Computational storage is still storage, but it is data 
storage that has compute CPU processing power lo-
cated more closely to it. The Storage Networking 
Industry Association (SNIA) defines computational 
storage as computing architectures that provide com-
putational storage functions (CSF) coupled to storage, 
offloading host processing or reducing data move-
ment. 

This approach is argued to be well suited to Internet 
of Things (IoT) devices and applications. If we build 
remote sensors to store data and empower them with 
the ability to perform computing functions on that data, 
then we can get even smarter results and functionality 
back from these smart devices as we build them. 

For ERP systems focussed on factory and site facil-
ity operations, this technology could provide a boost. 
But computational storage won’t suit all application 
deployment scenarios, even the ones heavily popu-
lated with remote devices. There is increased network 
complexity to architect, there’s the need to create new 
and updated API connections to some of these devices 
and there is the need to refactor existing software code 
to suit this technique.  

OBSERVABILITY
Cloud computing is responsi-
ble for a plethora of sub-genre 
trends that have shaped the 

way the IT industry has evolved over the 
last couple of decades. Because our cloud 
resources are essentially virtualised and ab-
stracted away from us, the need for observ-
ability technology has grown exponentially.

Rather more than just a sub-genre, ob-
servability encompasses everything from 
monitoring to distributed systems tracing 
and the alerts functionality needed for us-
ers to be able to monitor observability out-
puts. It is a measure of the internal state of 
the IT systems that we build based upon a 
measure of the external outputs that those 
systems generate.

Actually, emanating from control theory, 
the observability and controllability of a 
system are mathematical duals i.e., one is 
an (approximate if not sometimes exact) 
equal and opposite function of the other. 
Because cloud systems are live and typically always-
on, observability is an important means for organi-
sations to gain an understanding of the ‘in-flight’ 
requests that are happening throughout the live op-
erations of any system in question.

Observability often employs the use of log file ana-
lytics. All software creates log files in order to perform 
the functions it is programmed to execute, so being 
able to track, aggregate and analyse log files provides 
us with a clear window into the observability we need.

COMPUTATIONAL 
STORAGE

As data becomes an increasingly stra-
tegic part of the way businesses operate 

and manage their ERP systems and wider IT stacks, 
the question of how and where that data is stored of-
ten comes into question. But over and above the need 
to assess data storage security and robustness, there 
is now also a question surrounding the characteris-
tics and capabilities that any given chunk of storage 
is afforded. This is why computational storage is on 
the rise.
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Sometimes subsumed into a DevOps role but now 
increasingly demarcated as a discrete function in and 
of itself, the platform engineer’s role has been fuelled 
by the advent of microservices, containers and the 
orchestration engines we use to corral and manage 
these more precisely definable compute resources.

Among the key roles undertaken by the platform 
engineer are cloud migrations from on-premise 
‘server rooms’ to cloud service provider (CSP) data 
centres. This illustrates why platform engineers are 
not just DevOps professionals; platform engineering 
means building IT systems that will create platform-
level resources for DevOps teams to build and run 
applications and data services upon.

As the use of APIs and the wider implementation of 
infrastructure as code continues, platform engineer-
ing will continue in the essentially cloud-native form 
that it was born out of. We have perhaps gone from 
the PC is the computer, to the network is the com-
puter, then to the web and the cloud is the computer, 
before finally reaching the point where the platform 
is the network... and the computer itself is now just a 
keyboard and screen interface.

S
o, there you have a selection of killer-app 
style next-generation emerging technolo-
gies. If you want to know what’s around 
the next corner, take in all of the above and 
then grab a look at the job ads. If your boss 
sees you, tell them you’re doing R&D, they 
like that kind of thing. 

PLATFORM 
ENGINEERING
If you want to look for signs of when the 
next big thing is about to shake up our 

technology stacks and drive a new wave of so-called 
digital transformation, then look at the software en-
gineering job post boards. When you see a new job 
title that appears to describe a function and role that 
you didn’t know had been established and formalised, 
then that’s a good sign that the tech team is already 
thinking about it.

But to do this, you’ll need to look closely. Beyond 
the programmer, tester, database operations, sysad-
min and even comparatively newfangled DevOps 
roles, there is a new discipline emerging. This is not 
the stuff of UX specialists, although that role is also 
fairly fresh, if not possibly sometimes flaky at the same 
time. The rise of the ‘platform engineer’ is here.
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[e]Xperience
B Y  D E B B I E  W A L T O N

much like schools and businesses, many 
universities had to move from in-per-
son to online learning in a matter of 
days. This happened via Zoom and 
Microsoft Teams, like it did in every 

organisation in the world, including those universities that 
had not historically promoted or prioritised digital trans-
formation. But for some, however, online learning, student 
support, and cloud-based back office functions are actually 
the norm and the student learning experience was largely 
uninterrupted. 

But it’s worth defining what exactly is seen as the ‘student 
experience’ because it can be viewed in two ways. By and 
large, the student experience is campus life. It is the way 
students interact with each other, play sports, have parties 
and learn. For all intents and purposes then, the student 
experience of the last year was non-existent. However, con-
sidering that the generation of students (customers, in fact) 
live their lives through mobile devices online, a large part 
of the student experience has to be about a student’s digital 
experience. 

Undoubtedly, COVID-19 has been an accelerator for digital 
growth, but many highly ranked universities were still teach-
ing in lecture halls with digital learning a mere afterthought. 
Those universities with commitments to academia and re-
search (often top ranking HE institutions) had little commer-
cial interest in digital transformation – their commitment is to 
research, not the student experience. 

The arrival of COVID-19 though has served to accelerate the 
transformation of back office systems and purpose-designed 
curriculums in those facilities that had already begun their 
transformation implementations; and for those who have 
been caught holding the bag. It’s also cracked open the ven-
dor competition because now HE facilities are jumping on 
the transformation band wagon because of the obvious com-
mercial opportunities digital transformation can bring to the 
institution.  

But the focus here really should be on those universities 
that have taken great strides in transforming the outdated and 
clumsy systems that take manpower away from serving actual 
customers – the students. 

One such university is the University of Greenwich. Well-

in Higher 
Education 
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The
Student

Last year in March, ERP Today editor Paul Esherwood wrote a critical article on 
the dismal attempts at digital transformation in higher education (HE) facilities. 
Who was to know that a few days after that was published in ERP Today, that the 
world would be sent into varying degrees of lockdown because of the arrival of 
the COVID-19 pandemic, and that lightning fast digital transformation would 
be a necessity for most businesses across the globe?
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whereas across the pond in the United 
States there are more universities than 
you can shake a stick at. America is 
always bigger and better and while 
Barton Community College in rural 
Kansas isn’t huge (they have around 
7,000 students) their digital footprint 
is enormous! 

“We’re in the middle of nowhere 
and we really have to be creative in 
terms of how we draw in our stu-
dents!” says Michelle Kaiser, assistant 
dean of information services.

b arton Community Col-
lege is the poster child 
for digital transforma-
tion and student expe-
rience in that they were 

business as usual in the harshest of 
COVID-19 restrictions. Because of the 
layout of their state-of-the-art tech-in-
fused classrooms, in-person learning 
was able to continue throughout the 
pandemic in the active learning class-

known for being a World Heritage Site 
and housing architecture by Christo-
pher Wren, Greenwich should now 
be known for their partnership with 
Namos Solutions and implementing 
Oracle’s Human Capital Manage-
ment system in 11 months – on time 
and on budget. With 2,900 members 
of staff and 40,000 students, Green-
wich prides itself on being forward 
thinking and ambitious. As we know, 
many ERP projects have been plagued 
with high costs, missed deadlines and 
some even complete implementation 
failure. Higher education digital trans-
formations have also fallen victim to 
old school legacy leadership that have 
neither the inclination nor the know-
how to stand up technical systems. 
But  not  Greenw ich. 
They had buy-in from 
the top, where it counts, 
and believed that the 
key success factors were 
simple: a trusted imple-
mentation partner in 
Namos Solutions that 
shared the same val-
ues of professionalism 
and expertise, and a 
‘one team’ approach to 
overcoming challenges 
together. 

“Like many organisa-
tions, The University of 
Greenwich had devel-
oped their existing HR payroll system 
over a number of years. The existing 
system, Oracle E-Business Suite had a 
wealth of data, a plethora of customi-
sations and a host of dependent sys-
tems. However, unlike the maritime 
wonders that Greenwich is so associ-
ated with, this system had become a 
‘creaky ship’ under the weight of that 
history,” said Richard Clayton, Namos 
managed services director. 

w hat Greenwich re-
ally needed was a 
complete HR so-
lution that would 
provide a man-

ageable and intuitive user experience 
that would streamline and systemise 
to eliminate time-consuming manual 

processes and one that would increase 
insights into the workings of the uni-
versity and its business. The benefits 
of the project were aligned to the mis-
sion of the university, and that was 
to transform staff and student lives 
through inspired teaching and re-
search. 

By migrating its current HR systems 
to Oracle HCM Cloud, Greenwich be-
lieved it would be able to transform 
processes and in doing so, inspire 
enhanced employee and student ex-
perience and empower its human 
resources team. Slicker systems equal 
faster administration processes. 

But how do enhanced HR and pay-
roll systems better the student experi-
ence? The indirect link here is that a 

more streamlined back 
office system frees up 
the time and energy of 
support staff and allots 
more time to the service 
of their customers – the 
students – instead of 
fumbling through data 

RICHARD 
CLAYTON
NAMOS 
SOLUTIONS

They had buy-in from the top, where it counts, 
and believed that the key success factors were 
simple: a trusted implementation partner that 
shared the same values of professionalism

and manual registration, application 
and financial systems.

There is a direct link too. Sponsored 
students who work for the university 
are managed through the student 
worker/job portal and the new HR 
implementation underpins the man-
agement thereof, including UK visa 
laws. The HR system has streamlined 
this process and ensures that students 
are paid on time and that they are le-
gally allowed to live, work and study 
in the UK. 

What seems to be a major drive for 
digital transformations here in the UK 
is their commercial value – not what 
they cost, but how much revenue they 
can bring into the institution. Ven-
dors aren’t making a beeline to HE 
institutions because here there are 
only around 160 institutions to target 

rooms, and learning pods because of 
their fusion learning ideology. Barton, 
and their chosen cloud infrastructure 
partner Ellucian, based in San Fran-
cisco, has had a long-standing and 
fruitful partnership for 27 years. Ellu-
cian cloud solutions for HE introduce 
new innovations regularly and believe 
in walking side by side with their part-
ners. 

“Ellucian pulls us along in terms of 
digital innovations, but they’re also 
willing to collaborate with us. For ex-
ample, we needed to run important 
updates to the online learning portal 
and Ellucian informed us that they’d 
run the updates on a Friday afternoon. 
Based on data we have been able to 
gather from cloud analytics we were 
able to tell them that the best time to 
run updates is when students aren’t 
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online – and that’s a Saturday night 
and early hours of a Sunday morning!” 
says Kaiser. 

Barton’s custom-designed self-
service banner on their desktop and 
mobile apps epitomise the digital stu-
dent experience. The dashboard in-
cludes access to check exam and test 
results, class schedules, quick educa-
tional videos, and provides the ability 
to communicate with lecturers and 
instructors through an online portal. 

This is the kind of mutually benefi-
cial partnership that all ERP vendors 
should have with their customers. It 
will certainly contribute to the success 
of difficult and often traumatic digital 
transformations. 

Mid-market sized business 
is HE business 
Universities are commercially consid-
ered mid-market ERP enterprises and 
for this reason Unit4’s next-generation 
intelligent ERP solution that is built 
specifically for mid-market, people-
centric organisations, suits HE insti-
tutions. The complete product suite, 
including ERPx supports organisa-
tional growth and delivers automation 
and control across the entire student 
lifecycle. It’s purpose-built and ag-

ile; it’s a responsive 
cloud platform that 
promises to optimise 
the flow of informa-
tion throughout the 
institution, enabling 
staff to spend more 
t i m e  f o c u s s e d  o n 

tions that will span the 
entire institution. The 
suite will include the 
opportunity to greater 
personalise and digit-
ise student and teacher 
ser vices and what’s 
more, the entire stu-

dent lifecycle from admissions to aca-
demics and finance and billing, will be 
automated and improved. 

“Education is a right for all who seek 
to learn a new skill or specialist trade, 
and now more than ever it is impor-
tant that institutions are enabled with 
the tools they need for student suc-
cess,” said Chris Richards, regional 
president, UK&I, Unit4. “We live in a 
fast-changing world, and higher edu-
cation organisations such as GBS are 
under pressure to deliver everything 
from a seamless student experience 
to demonstrating value and provid-
ing transparency, at the same time as 
reducing administration. With a pur-
pose-built higher education solution, 
Unit4 is the ideal partner to help GBS 
transform and modernise their opera-
tions, add strength and agility to their 
planning processes and help them to 
grow and be successful.”

More good news 
There is suddenly an uptick in online 
programme management companies 
that assist universities to produce 
quality online content, help them 
take it to market and therefore in-
crease commercial potential for their 
partners. 

The arrival of COVID-19 has lit a 
fire under those HE institutions who 
are behind the curve – and there are a 
lot of them. But the intent is there and 
whether they’re only one step into the 
journey of transforming their digital 
student experiences, they’re one step 
closer to success.  

delivering high quality 
education and student 
services. 

As mentioned pre-
v i o u s l y ,  t h e r e  a r e 
universities that are aca-
demically committed 
and not commercially 
committed to the student experience. 
In a world where Generation Zs live 
almost completely digitally, one has 
to wonder if old, stuffy institutions 
whose degrees some covet are truly 
committed to education. How are 
they connecting to their students if 
they don’t give them access to a digital 
experience on campus? Global Ban-
king School (GBS) is not one of those 
schools. GBS is a higher education 
provider offering a range of industry-
focussed courses across six campuses 
in London, Manchester, Birmingham 
and Leeds. They work in partnership 
with several leading UK universities 
to deliver vocational, undergraduate, 
and postgraduate programmes. In 
April of this year GBS selected Unit4’s 
complete product suite, includ-
ing ERPx to digitally transform their 
existing solutions. 

GBS needed a new digital platform 
with industry-native functionality and 
the ability to reflect changes quickly 
and effectively to future-proof (pan-
demic-proof ) the school while cater-
ing for their expected large increase in 
students.

By implementing Unit4’s modern 
ERP and integrated systems, GBS will 
benefit from a wealth of modern, fu-
ture-proofed and purpose-built solu-

MICHELLE 
KAISER

 BARTON 
COMMUNITY 

COLLEGE

Based on data we have been able to gather from 
cloud analytics we were able to tell them that  
the best time to run updates is when students 
aren’t online – and that’s a Saturday night 

CHRIS 
RICHARDS
UNIT4

Education is a right for all who seek to learn, 
and now more than ever it is important that 
institutions are enabled with the tools they 
need for student success
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the phrase ‘Postmodern ERP’ to define this 
more flexible technology infrastructure. I 
tend to think of it like more informal din-
ing! While primarily driven by the advent of 
cloud computing, you can host postmodern 
ERP systems on-premise, in the cloud, or 
hybrid environments. It all depends on your 
organisation’s needs.

Consider whether outsourcing, insourc-
ing or shared services are best for your 
business. Do you need to hire a chef to ca-
ter at home for your big celebratory meal, 
should you go to a restaurant, or do you 
have what it takes to accept the challenge 
yourself? There are no wrong answers here, 

and neither are there when thinking about ERP. 
This will very much depend on what the busi-
ness need is and your skillset. Outsourcing to 
consolidate multitudinal low cost and low-risk 
processes, for example, can be a good thing. So 
long as your outsourcing partner offers the op-
portunity to work with capable providers that 
can deliver a tangible benefit. 

Don’t underestimate the importance of find-
ing an ERP partner that fits your company’s 
culture and strategy –  and understands the 
market in which you operate. Ask them about 
their partners so you understand the complete 
IT ecosphere in which they operate – and the 

experience they can pull in as they grow and develop. 
These days, very few people would go to a restaurant 
without reading at least a couple of online reviews. One 
can usually swat up the individual chefs at your chosen 
restaurant too – many of them have their own Instagram 
and social media channels! Take a few moments to learn 
about their signature dishes and decide if they’ll be able 
to cater for your tastes before you take that all-important 
first bite. And while we’re talking bites – remember to 
take things at your own pace. Don’t bite off more than 
you can chew and leave yourself with EPR-induced in-
digestion.  

Hugh Scantlebury, CEO and co-founder, Aqilla

I
t might sound strange at first, but I’d 
say when you’re thinking about the 
best way to integrate ERP as part of 
your business’ broader strategy, it’s 
worth taking a leaf out of a top chef’s 

recipe book. Look for an ERP solution that 
will blend with your other systems and 
complement your business’s different as-
pects. Read the menu carefully, check for 
allergens like low R&D, poor client manage-
ment and off-target KPIs. 

Like the best cooking, ERP solutions 
should deliver on fusion and balance, not 
confusion and discord! Give some thought 
to the fact that when planning to implement 
an ERP solution, just like baking a loaf of bread, 
you have to get the science and the maths right 
before you can start thinking about being crea-
tive, trying new shapes and flavours. And just 
like cooking — it’s always easier to begin cau-
tiously if you’re experimenting with different 
flavours and textures. Delia Smith’s adage about 
salt and seasoning, “you can always add more 
but can’t take it out,” holds true when we’re talk-
ing about ERP too. Be careful what you throw 
into the mix because it can be hard to untangle 
unwanted ERP technology from your wider IT 
set up if it doesn’t ultimately fit the bill. 

My advice has always been to carefully con-
sider your product and supplier in terms of their imple-
mentation methodology. Don’t try and do everything. 
Thinking again about the cookery metaphor – sometimes 
just a couple of well-chosen spices can make a dish sing. 
By contrast, throw in half your spice drawer, and you 
could end up with a very bizarre concoction. 

Don’t get side-tracked and imagine that ERP isn’t rel-
evant if you’re adopting a cloud-first strategy. ERP is as 
important today as it’s always been, but its deployment 
has evolved. While the more traditional practice of oper-
ating on-site, single, monolithic ERP platforms for several 
tasks is still very much used by large corporations, the 
last decade has seen the introduction of a more decen-
tralised approach to ERP software. Gartner first coined 

B Y  H U G H  S C A N T L E B U R Y

Don’t get 
side-tracked 
and imagine 
that ERP isn’t 

relevant if 
you’re adopting 

a cloud-first 
strategy

On Today’s Menu
MY RECIPE FOR SUCCESSFUL  

ERP AND OUTSOURCING
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Let’s make your ERP project a success.

Talk to us today
contact@egressgroup.co.uk
www.egressgroup.co.uk

Egress are leading
the way when it 

comes to data 
migration. 

We guide our clients through their 
data migration projects, no matter 

how complex. Using our repeatable 
process methodology, we get it right 

every time.
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With technology and human ingenuity, 
we can make change work for you and your business.

Let there be change

Seismic or small,
change is all around us
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