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At a time when smartphones and tablets have become
the centre of our lives, there’s no doubt that a shift
of control has occurred and the consumer is now in
charge. Indeed, today’s customers expect to be able
to consume content at any time of the day, wherever
they are in the world.
For communications and media companies, this
means staying ahead of the curve by delivering exceptional customer experiences across multiple channels.
In this section you’ll find out how companies like
Cricket Australia are driving ahead by using the best
technologies available.

EXECUTIVE INSIGHT

C O M M U N I C AT I O N S

Ronan Dunne

The digital revolution has arrived and it’s being driven by mobile, says Telefonica UK
CEO Ronan Dunne. He explains how this is affecting the way businesses engage with
their customers and why he believes that connectivity is the new oxygen of modern life

T

he global economy’s future growth will
be driven by a digital revolution, and the
next wave of that digital revolution will
be powered by mobile – that was the message
delivered by the CEO of Telefonica UK (O2),
Ronan Dunne, as he addressed an audience at
the Microsoft Future Decoded event in London
in November 2014.
“Our economy is now a digital economy and
digital connectivity is becoming ubiquitous – it
is the new oxygen of modern life,” he said.
When you consider just how many of us now
own a mobile device, and how often we use it,
it’s not surprising the role that mobile is playing
in this digital revolution that Dunne mentions.
Quoting information from an Ofcom report,
Dunne said: “More people on the planet have
access to a mobile device than electricity, clean
drinking water or a toothbrush.” These devices
are also never far from our side. “The furthest
smartphone users are from their phone is usually the length of the charger cable,” he added.
What’s more, we’re also consuming and generating far more data than ever before. “More traffic was carried on the O2 4G network in its first
six months than was carried on the whole of its
data services since inception,” said the CEO. “In
fact, in the last 12 months, O2’s data traffic has
increased by 100%.”
The truth of the matter is, mobile devices and
on-the-go connectivity are now an intrinsic part
of our daily lives – at home and at work – and
they will continue to be for the foreseeable future.
Discussing the role that this shift is having on
business models today, Dunne explained that
companies need to embrace digital connectivity
and develop new ways of engaging their customers if they are to remain relevant and competitive. “Technology represents the rise of individualism and growth of consumer power and

40

w w w. o n w i n d o w s . c o m

access and accountability,” he said. “Mobile is an
accelerator of these for the future of our economy. This is the way businesses must change.”
As part of this, businesses need to accept that
the rules of engagement are now driven by consumers. “The power of communication is in the
hands of customers and citizens now, not businesses or governments,” he said, adding that personal information has the potential to become
the currency of the future if businesses make a
compelling enough case for customers to share
their information.
At the same time, Dunne said that businesses
also need to do more to engage the new generation entering our workforce, especially considering that millennials will make up 75 per cent
of the UK workforce by 2025. “Digital literacy
among our millennials is high, but in many cases

“Our economy is now a digital
economy and digital connectivity
is becoming ubiquitous”
our ambitions – reflected in our education system and by us as parents – are still analogue,” he
explained. “Many of our most digitally literate in
society are at risk of losing out as education and
attitudes of employers change too slowly, while
youth unemployment remains stubbornly high.”
According to Dunne, we need leadership,
creativity and education in order to take full
advantage of the opportunities that technology and data provide. “We are just at the start
of the digital revolution, driven by innovation
in social media, devices and operating ecosystems, where the possibilities of the technology
rather than technology itself will reshape ourselves,” he said.
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Live sport on the go
A new four-year contract will see Accenture provide enhanced digital
capabilities for Cricket Australia, allowing cricket fans to watch the sport
live on their mobile devices and much more

C

ricket Australia is the governing body
for professional and amateur cricket in
Australia. The organisation operates all of
the Australian national representative cricket sides
and is responsible for organising and hosting Test
tours and One Day Internationals with other nations, as well as scheduling home international fixtures. In charge of the sport’s regional development
across the Pacific region, Cricket Australia has a
vision for cricket to be Australia’s favourite sport.
In 2013, as part of its agreement with Accenture
to deliver live streaming and subscriber management services, Cricket Australia made it possible
for cricket fans to view matches live on their computers, smartphones and tablets using the Accenture Video Solution and digital video capabilities.
The live viewing service, made available via the
Cricket Australia Live: The Official App, debuted
just in time for the Ashes Test Series, making it
possible for cricket fans to follow the action, no
matter where they were.
“While nothing quite compares to being at a
match live, users of the Cricket Australia Live:
The Official App and the subscription streaming service are still able to catch all of the cricket action wherever they may be,” says Cricket
Australia’s executive general manager of media,
communications and marketing Ben Amarfio.
Cricket Australia selected Accenture because
it offers integrated digital solutions based on its
Accenture Video Solution software products and
specialised managed services like its Live Events
and Sports solution, and Accenture 
Mobility
services. The entire solution, which is being
hosted on the Microsoft Azure cloud for Cricket
Australia, offers broad capabilities, including live
adaptive streaming, event monitoring, and IPbased video acquisition and transmission.
“In today’s digital era, consumers feels more
empowered, both in terms of what they expect
to consume and how they choose to consume
it,” says Russell Smyth, Accenture Australia
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c ommunications, media and technology lead.
“Designed with fans in mind, this innovative
service will allow Cricket Australia subscribers to enjoy high-quality streaming on their
computers, smartphones and tablets.”
Today, Cricket Australia is continuing its drive to
provide enhanced digital experiences directly to
cricket fans, ensuring they can follow the action no
matter where they are around the world. As part
of this, earlier in 2014, the organisation named
Accenture its official digital technology partner,
which means that over the next four years, the two
companies will work together to further transform
Cricket Australia’s digital capabilities.
Work will include mobile application development, web portal implementation, analytics,
social media, and content management and

i ntegration across all of Cricket Australia’s digital properties. Accenture Digital will also deliver
and maintain all digital assets, providing c ricket
fans with the ability to receive improved and personalised content on any device.
“Accenture will team with Cricket Australia to
deliver integrated digital business and technology
services, positioning the sport of cricket as a leader in using digital technologies to improve the fan
experience,” says Smyth. “As consumer viewing
habits continue to evolve, it is vital for all sporting
organisations to re-imagine how they can create
an incredible digital experience for their fan base.”
Amarfio hopes that this broadened partnership
will help Cricket Australia to further enhance its
digital offering, and provide its fans with more
viewing options that ever.
“We recognised that there was an appetite
among our fans for greater and improved

a ccess to cricket action, and the appointment
of A
 ccenture demonstrates our dedication to
providing a digital experience that meets this
demand,” he says. “Accenture demonstrated
its capabilities with the development and implementation of Cricket Australia’s streaming
service last season, and I am confident that
our broadened partnership will deliver worldclass digital solutions to bring our fans closer
to the cricket action on any device, anywhere
and anytime.”
Already, through the partnership, C
ricket
Australia has introduced new digital offerings,
including a redesign of its cricket news site
cricket.com.au, the creation of a new corporate
Cricket Australia website, cricketaustralia.com.au,
a redesign of the Cricket Australia Live app and
the introduction of new functionality across each
of its digital properties.
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A trusted partner
Serving companies in and around Amsterdam Airport Schiphol, telecommunications
operator Schiphol Telematics has turned to Avanade to manage its IT, helping it to reduce
costs and make functional changes quickly

S

chiphol Telematics (ST) has provided
telecom services such as tailored internet,
voice, IPTV, and network services over
its own network to businesses in and around
Amsterdam Airport Schiphol for more than 20
years. Critical airport functions reliant on ST’s
services include a number of supporting processes, such as payment services, airport operations and baggage handling systems.
Despite having a robust customer base, ST is
a relatively small company, with only about 95
full-time employees and 15 contractors. Thus, it
is constantly managing its costs and employee
footprint to maintain maximum business flexibility and agility. As one aspect of this strategy,
it relies on managed services providers for all of
its IT operations, including the Microsoft business applications its employees use.
In 2012, ST selected Avanade as the managed
services provider for its Microsoft Dynamics

users to understand and implement requested
functional changes. In addition, Avanade and
ST have bi-weekly meetings to discuss operational issues. There are further meetings every
two or three months to talk about strategic
and tactical matters.
Avanade’s impact has been most evident in
improving ST’s ability to manage functional
change requests through the skills and experience Avanade brings to the table. With Avanade
supporting it, ST can make changes faster and
complete more requested changes than it could
with its previous managed services provider,
thereby driving higher employee productivity.
This enables ST to focus on its core business
and better respond to its customers’ needs.

Importantly, ST has found Avanade to be
well-informed on the latest Microsoft software
and development plans.
“Avanade was more flexible than our previous
supplier and capable of implementing functional changes more quickly,” says Meijer. “We
were particularly impressed with how Avanade
planned to handle the business and keep in
constant touch with our internal users.”
Today, Meijer said that his company has been
able to better focus on its core business with
Avanade supporting it and achieve productivity gains while keeping its managed services provider-related costs to a minimum. With
Avanade’s expertise in application lifecycle management, ST has improved its ability to take on
and handle change requests, driving higher employee productivity and helping it achieve more
value from its relationship with Avanade.
“With Avanade, we can make any requested
functional changes four times faster than before,” says Meijer. “At any time we might have
just 50 requests outstanding, whereas before
with our previous supplier, we typically had 200
or more requests waiting to be addressed.”
This reduced change request pipeline means
that employees get access to improved func-

tionality earlier, thereby improving their productivity as they leverage improvements to applications they use every day to do their jobs
better. Avanade’s skills and expertise in application management are also enabling ST to
roll out ‘hot fixes’ for more significant issues
with applications.
As an example, Meijer cited an instance when
a significant operational change arose from a
request to improve communication between
ST and its customers. After implementation,
ST realised that it still needed to make a major change to ensure full functionality of the
change, which would take months. However,
Avanade helped ST implement a hot fix that
brought significant additional functionality to
the teams impacted by the operational change
three months earlier than expected.
IDC calculates that ST is achieving benefits
of €2.53 million per year with Avanade compared with its previous managed services provider over the projected five-year period by
not needing internal IT staff, driving productivity through improved changed management
and reducing costs. This results in a five-year
return on investment of 142% and a payback
period of 6.4 months.

“We can make any requested
functional changes four times
faster than before”
AX enterprise resource planning (ERP) system,
Microsoft SharePoint, and reporting services
for its Microsoft SQL Servers.
“We chose Avanade based on capabilities and
price,” explains Edwin Meijer, a member of ST’s
management team. “Avanade has the skills, resources and technology we need to provide superior service to our customers.”
ST’s migration to Avanade Application M
 anaged
Services took only two months, which helped
ST maintain business continuity. A foundation
of the company’s partnership with Avanade is
that two Avanade employees work onsite in ST
offices, which allows them to work and interact directly with customers and internal ST
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