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Editor’s
note

S

trategic partnerships
are critical in today’s
business environment.
The distributor is as important as
the reseller or service provider in
ensuring the consumer receives the
stock and service they demand.
It can be instrumental in
extending a sales cycle by weeks
and, in some instances, months, as
customers either sweat their assets
further or delay the purchase so
they can gain additional knowledge
of the new technology.
It’s important that partners
assist each other along this journey
as the move from a transactional
model into a contractual one is
keeping partners on their toes.
The old sales model required no
product knowledge, whereas the
newer one involves a sale that is
more complex and a longer-term
process involving collaboration
between buyer and seller.
In this new model, the
seller must first develop an
understanding of the customer’s
business industry and needs. This
allows them to craft a solution
to help an individual customer
achieve specific objectives.
Consequently, partners also need
to disrupt the industry, ensuring
customers get the solution that
will place them at the forefront of
innovation in the marketplace. This
could ensure that customers are
always one step ahead of their own
competition as well.
It is important to remember
that a vendor’s partners are also in
competition with one another in
driving business forward. In this
edition of Alpha, we recognise a
number of companies whose hard
work in 2019 paid dividends – for
them and the vendor.

The recognition given to partners
featured in this Alpha should be seen as
an encouragement to grow their specific
industry and as a validation of their
commitment to their customers.
The companies featured are
benchmarked against a comprehensive
group of distributors and teams.
Receiving an award is a tangible
demonstration that hard work pays
dividends.
This publication demonstrates the
value of partnerships in an everchanging economy.

Enjoy the read!

Simon Foulds
Editor
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Meeting challenges

HP Inc. Today
HP South Africa’s MD Elizabeth Moreno is making her mark at the company.
But what is her vision and how does it benefit partners, customers, the
country, and the continent?
By TAMSIN OXFORD
Photography: SUPPLIED

I

t’s been just over a year since
Elisabeth Moreno took the reins
at HP Inc. South Africa as its
new managing director. A highly
regarded and very experienced member
of the technology and business worlds,
Moreno’s career has included roles
as a construction entrepreneur, SME
developer for major organisations, and
leadership positions among some of the
technology industry’s most prominent
vendors.
In January 2019, she joined HP and
lead its operations across Africa. This
was not an opportunity she could
ignore.
“HP has been on the continent for
the past 30 years,” says Moreno. “What
excited me, and it’s the reason I wanted
to join HP, is that as an African, I see
that we want to create business on
this continent. But we want to do it
purposefully.”

She says Africans increasingly have access
to the technology revolutions sweeping
the world.
“Nowadays, you can sit in
Johannesburg or Cape Town and you have
access to what Americans, Europeans
and Asians have access to. People can
see these advances in global education,
healthcare and technology. They want
those services as they’re a great way to
empower themselves.”
HP committed to this vision when it
announced its plans to educate 100 000
people across Africa over three years,
through the HP Foundation’s HP LIFE
(Learning Initiative for Entrepreneurs)
programme. Also, HP SA welcomes
numerous learners to improve their
entrepreneurial and business acumen.
“Each year, we onboard between
eight and 12 learners, who we keep in
the company for two to three years. We

teach them skills in marketing, sales,
finance, HR, and technology. At the
end of their training process, we help
them find a position in our ecosystem,
among our distributors or resellers. And
we make sure that the education they
have had is beneficial for their career
development. So, these are concrete
actions we are taking every year to
contribute to the challenges that young
Africans are facing.”
Such activities speak volumes of HP’s
commitment to supporting Africa.
The continent’s potential is enormous:
by the 2030s, it will be home to 32%
of the population under the age of
30, as well as the largest working age
population. Developing that talent is
vital not only for Africa’s future, but
the future of the world. Yet HP’s efforts
can’t only be philanthropic. It must
combine these efforts with a strategy

Helping make the shift
Several reasons helped motivate
her decision. Perhaps foremost is
the staggering rate of change being
experienced by Africa, what Moreno
refers to as the demographic shift. More
than half of the continent’s population
is under the age of 20, mostly digitallynative people who want the same services
and opportunities available in other parts
of the world.
Addressing those needs is what
articulates Moreno’s vision from both
developmental and customer vantages.

Brainstorm αlpha | HP

My strategy for Africa is based on customer
experience. The right technology can help
companies create phenomenal customer experiences.
But if you don’t put the human touch behind it,
nothing can happen.”
Elizabeth Moreno
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Elizabeth Moreno, HP
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HP Neverstop Laser

World’s first
cartridge-free laser printer1
Save up to 80% on HP toner2

1. Constant toner self-reload using imaging-drum-in-place OEM toner supplies compared to majority of worldwide competing OEM monochrome laser printers <€250 Euro and MFPs priced
<€350 Euro as of Nov 15, 2018. HP internal research & Keypoint Intelligence-Buyers Lab 2018 study commissioned by HP. Market share as reported by IDC CYQ4 2018 Hardcopy Peripherals
Tracker, 2018Q4 Release. For details, see keypointintelligence.com/HPNeverstop. 2. Actual yield varies considerably based on content of printed pages and other factors. Average based
on ISO/IEC 19752 and continuous printing. For details, see hp.com/go/learnaboutsupplies. 3. Requires the HP Smart app download. For details on local printing requirements, see hp.com/
go/mobileprinting. 4. Compared to majority of OEM mobile printing apps for inkjet & laser printers & all-in-ones for home & home office, priced less than or equal to €429.99 Euro. Market
share as reported by IDC CYQ2 2018 Hardcopy Peripherals Tracker. Claim based on lab testing and research of printer manufacturer’s mobile print apps and Keypoint Intelligence - Buyers
Lab study commissioned by HP. See Sept 2018 report at keypointintelligence.com/HPSmartApp. 5. HP internal research and Keypoint Intelligence-Buyers Lab 2018 study commissioned
by HP. For details, see keypointintelligence.com/HPNeverstop. 6. Based on in box cartridge yield of HP LaserJet Pro M15 and HP LaserJet Pro MFP M28 with standard-fill HP 44A/48A Black
Original LaserJet Toner Cartridge with ISO yield of 500 pages. Actual yield varies considerably based on content of printed pages and other factors. Average based on ISO/IEC 19752 and
continuous printing. For details, see hp.com/go/learnaboutsupplies. 7. Excludes first set of ISO test pages. For details, see hp.com./go/printerclaims. 8. Mobile device needs to be connected
to Wi-Fi Direct® signal of a Wi-Fi Directsupported AiO or printer prior to printing. For details, visit hp.com/go/mobileprinting. 9. Toner reload kit is not included with the printer; please purchase
separately.
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that accelerates Africa’s prosperity. To
align development and business needs,
Moreno is driving a distinct focus for the
South African operations.

All about the customer
The industry is going through a period
of significant change. Business models
are shifting from a product and
transaction model to the development
of outcomes and solutions. This
is driving new expectations from
customers, particularly when it comes
to convenience, customisation, security
and sustainability.
HP South Africa’s leader considers
one element as a necessary value if
technological ambitions are to succeed
anywhere, not just in Africa. “My
strategy for Africa is based on customer
experience (CX). The right technology
can help companies create phenomenal
customer experiences. But if you don’t
put the human touch behind it, nothing
can happen.”
Many of the technologies deployed
today are fast becoming commodities.
HP can appreciate the dynamic better
than most other vendors. As it’s a
trailblazer in offering commodity
technologies such as high-end devices
and printing solutions.
These product categories have
ingrained the value of services in HP’s
culture. A printer is just a printer,
but a printing service saves time and
gets people closer to the results they
are moving towards. The fact that
it ‘just works’ is of immense value
to productivity. But even printers
don’t sell themselves. They require a
combination of the right products for
the market and the best services to
elevate their value.
“Today’s technology products are
sometimes considered commodities.
What is important is the service you put
behind it. The market is shifting from
transactional to relational. That’s the
reason why you have seen HP, not only
HP South Africa, but at a global level,
capitalise on the customer experience.
It’s in everything we do today.”
Moreno has put this into action,
restructuring the South African
operations to pursue the CX benchmark
and culture. But it’s not a strategy that

We rely massively on our
distributor and reseller
ecosystem to bring our products to the
market and delight our customers.”
Elizabeth Moreno

HP can embark on alone. For success, it
relies on a little help from HP’s friends.

Empowering HP’s partners
The role of partners in the technology
channel cannot be overstated. As
technology has grown more service
reliant and customer experiences shifted
towards the centre of conversations,
partners are the ideal vehicles to
deliver that value. This dynamic is not
an arrangement exclusive to HP, but
commonplace among all leading vendors
that realise the transformation of
partners is as critical as delivering value
to customers.
The numbers speak for themselves:
since 2016, HP channel revenue has
grown by over $10 billion, and globally
nearly 90% of HP business is now driven
through the channel. “Because of this,
our commitment to our network of
resellers and distributors has never been
stronger, and the opportunity to shape
the tech sector together, never greater,”
points out Moreno.
Not only are the changes around
technology consumption pushing
change onto partner business models,
but the requirement for better service
needs nuance and context between the
customer and provider. While HP is
instrumental in offering the best suited
services and solutions, it’s the partners
that do the most in aligning those
with customer requirements. Hence
it’s not surprising that Moreno has
made partners key to her strategy for
customer experiences.
“Technology is moving so fast. Every
day, you have a new product, new

features, new capabilities. It’s absolutely
fundamental for a company like HP
to engage with our partners. We rely
massively on our distributor and reseller
ecosystem to bring our products to the
market and delight our customers. It’s
critical and fundamental to give them the
right training and understanding of these
new capabilities.”
Partners are the bridge between the
technology world and humans. This
synergy is also the linchpin to help HP
maintain its market positions.
Says Moreno: “Our partners help us
occupy leading positions in both the Print
Series and print categories. But if we don’t
give our partners and distributors the
right knowledge, the right understanding
of these services, we would lose our
power. So we train, educate and support
them in their selling process. Their
success means our success.”

Exciting times
Supporting partners, pursuing customer
service, and improving the prospects
of fellow Africans are just a few aspects
of Moreno’s philosophy. She also raises
her hope of protecting women through
technology, promoting the power of
education, and concerns for the growing
threats posed by global warming and
environmental degradation.
Moreno doesn’t see customer centricity
as just about generating value with paying
clients, but also creating sustainability
and value in the communities and the
countries where HP operates.
“We live in amazing times,” she says.
“We are building something together for
the future.”

HP | Brainstorm αlpha
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Partner programme

The power of partnerships
As a global organisation, HP relies heavily on its partners to deliver its
solutions, skills and services into the market. It is for this reason that HP’s
Partner First Programme is so crucial.
By RODNEY WEIDEMANN
Photography: SUPPLIED

H

Michael van Lier, HP
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P is very clear as to the
importance of its partners and
the critical role they play in the
business, with the multinational
striving to enable partner success by being
first in driving growth and profitability,
first in speed and agility, and first in
simple and consistent operations.
Moreover, when working with an
HP partner, customers know they will
benefit from high-quality planning,
deployment, maintenance and support,
backed by HP’s world-class products
and solutions. Michael van Lier, HP
channel manager, points out that
the company’s partners also carry
certifications across HP’s product
portfolio, while many also hold specific
product and solution specialisations.
“Our partners are at the centre of
everything we do — after all, their
success is the basis of our own, and it’s
this attitude that is reflected in our HP
Partner First Programme. The focus
of this programme is to drive growth,
develop new business and align with
strategic priorities,” he explains.
“Partner First focuses on being
first in sales, speed and solutions,
as well as offering a comprehensive
framework that encompasses a broad
range of partner motions. As an HP
Partner Specialist, our partners have
the flexibility to participate in the
programme track that best suits their
current business needs, while at the
same time exploring new avenues
for future growth. These solution
tracks enable partners to gain new
competencies and drive growth in key
solution areas aligned with HP strategic
objectives — namely Vertical Solutions,

9
Managed Print and Services — and
key product specialisations, such as
Workstations and Graphics.”

The right tools
Van Lier points out that HP’s partners are
certified and promoted by the business,
and offer end customers in depth
knowledge and experience. They also
have the skills and expertise to offer the
best IT experience, something that helps
provide them with a competitive edge.
“Of course, every partner needs the
right tools to succeed. This is why HP has
put together an array of resources that
can help market our partners’ businesses,
while at the same time creating new leads
and generating new sales.
“With marketing services and funding
such as Market Development Funds
(MDF), partners can extend their reach
and drive new business. MDF also assists
our smaller proximity partners to gain
access to greater market capacity by
leveraging on HP’s marketing resources
in partnership with our marketing
services agencies. Moreover, the HP
Global Partner Locator and HP Partner
First Insignias also enable partners to
create greater visibility.”
For those who want to dive
deeper, he continues, HP Partner
First Specialisations offer partners
a competitive edge through the
ability to highlight their specific
areas of expertise. This allows them
to differentiate their offerings and
increase profitability, as well as provide
additional value to customers.
Once a partner has become a specialist
partner, suggests Van Lier, they will be
able to distinguish themselves as experts
by certifying individual employees,
attending focused HP training events and
satisfying HP revenue requirements.
“When it comes to partner training,
HP provides a streamlined approach to
this, with content focused not only on
what to sell, but also how to sell it. Our
goal is ultimately to ensure that partners
have everything they need to navigate
the changing market and successfully
offer the HP portfolio. To this end, the
HP University provides them with one
go to location where they can receive
guidance on which trainings are
applicable to them, based on their role
and focus area.

When it comes to partner training, HP
provides a streamlined approach to this,
with content focused not only on what to sell, but
also how to sell it.”
Michael van Lier

“Also, this training can be delivered
in a variety of formats, including selfpaced online, classroom and virtual
classroom. Certifications can be attained
across the HP product and solution
portfolios for both sales and technical
roles, although offerings may differ by
region.”

Transforming to digital
With digitisation on everyone’s lips,
it’s no surprise to learn that digital
transformation is a key focus for HP. As
we move into the future, suggests Van
Lier, we will close the gap between what
3D printing and digital manufacturing
hardware is capable of, and what the
software ecosystem can support.
“Moreover, 3D possibilities that
are powered by print innovations will
disrupt the contractual copier business
and transform the graphics industry.
HP will, therefore, equip our partners
with the capabilities that will not only
enable this transformation, but also
allow the shift from the transactional
market to the contractual market, with
a plethora of services to enrich the
overall HP experience. Advancements
in software and data management will
drive improved system management

and impart quality, leading to better
customer outcomes.”
Given the shift in the technology
landscape, he suggests that partners
will continue to attract and serve new
kinds of customers. Therefore, HP’s
programmes also need to facilitate a solid
relationship between its partners and its
enterprise division, in order to deliver
end to end customer ownership.
“Companies within the industry are
already creating API hooks to build
a fluid ecosystem for customers and
partners, one that includes purpose built
individualised products. In addition,
manufacturers will be able to leverage
personalised biometric data for mass
customisation, unlocking new value
such as the traceability of parts through
the supply chain, virtual inventory
and spare parts management, and even
distributed manufacturing closer to the
end customer.
“There is no doubt that the technology
evolution will continue to occur ever more
quickly, and given the already radical
transformation of the industry, it remains
pivotal for HP to adapt, disrupt and
transform in a manner that will ensure
mutually beneficial results for both HP
and our partners,” he concludes.

Added marketing value
The core of HP’s Partner Programme lies in providing partners with access to enhanced
content services, such as online content and so called ‘Below-the-Fold-Content’. This
is paid for by HP and free-for-use by partners. This type of content also includes rich
content, which can be images, videos, photo galleries, data sheets and much more.
HP also offers its partners the syndicated HP Brand Showcase, a kind of microsite
with HP premium and contextual content for a more informative representation of HP
and its portfolio. This syndicated marketing content can easily be implemented, even
across multiple companies within a partner group, and in complete independence from
the existence of an online shop. This allows partners to easily display HP products,
services and solutions in a customised manner on their websites.
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The channel

Products for the channel
A strategically driven roadmap that powers PCs and printers to the
forefront of the channel in 2020.
By TAMSIN OXFORD
Photography: KAROLINA KOMENDERA

We don’t just
focus on providing
a straightforward
hardware solution, we
focus on creating
answers to business
problems.”
John Geypen

John Geypen, HP

H

P has always put the channel
at the centre of its strategy,
recognising the value that
channel partners bring to the
business and the potential that can be
unlocked through collaboration. As every
organisation around the world faces
the tides of change and the ripples of
disruption, HP has worked with its teams
and partners to build solid foundations
that will allow the company to thrive.

Brainstorm αlpha | HP

Change is less a threat and more of
an impetus, which HP has leveraged
to develop a channel programme
strengthening the company’s ability
to support partners and build deeper
customer relationships.
“Our key strategy is to disrupt the
market and ensure that our customers
always get solutions that sit at the
forefront of innovation in the market,”
says Richard Stainforth, office print

solutions category manager at HP
Southern Africa. “On the consumer
front, our technology is revolutionary.
We’re the only vendor to have launched a
laser jet printer with a refillable cartridge.
The printer has a cartridge that sits on
top of the device and refills the canister
automatically.”
For Stainforth, one of the biggest
strengths of HP’s channel policy lies
in how the company is pushing the
boundaries in different sectors to ensure
that customers are always one step ahead.
From printing innovation to longer
warranties to value propositions that take
market need and customer demand into
account, HP is constantly looking for new
ways to deliver to customers and create
stickiness in the channel.
“Our focus is more around what the
product can do for you, the security
that it offers, the design that it brings,
and the ways in which it can deliver
on the mandates of collaboration and
connectivity and mobility,” says John
Geypen, category manager for managed
computing at HP Southern Africa.
“We don’t just focus on providing a
straightforward hardware solution, we
focus on creating answers to business
problems. In addition, we support the

11
channel through a clearly defined PC
segmentation and specialisation policy
that positions solutions within specific
verticals and sectors, such as education
and business.”
For the HP PC channel, Geypen believes
the company stands out because its
solutions are designed with the customers
in mind and because it has a wide reseller
base that understands the market and
customer needs. HP has recognised that
the channel needs solutions that are not
only available and relevant, but that come
in at the right price.
“We listen to what the channel and
the end-user are saying and we’ve
developed multiple solutions to meet
these varied requirements,” adds
Geypen. “IT managers want devices
that are robust and allow for seamless
upgrading and easy support; users
may want thin and light devices that
allow them the flexibility to work
from anywhere. We have adapted our
portfolio to meet these different needs
without compromising on performance,
security or ease of use.”
The PC portfolio at HP continues
to focus on the trends of slim, light,
powerful and mobile. As the technology
has evolved so have the solutions, no
longer is it a compromise between
thin or powerful or connected; now,
the laptops available in the market are
thin, powerful and connected. And
they have built in features that provide
the channel with a superb offering to
take to different markets and that meet
multiple end user needs.
The print market is equally robust.
HP has paid attention to the growing
demand for cost effective, reliable
and robust print solutions that can be
leveraged into multiple markets and
channels. To this end, the solutions are
designed to reduce costs within specific
industry use cases to allow for deeper
channel engagement and customer
satisfaction.
“We recognised that the industry
wants print solutions that are always on
and utterly reliable,” says Stainforth.
“If systems go down, customers lose
money so we’ve ensured that our
channel and solutions are geared for
always on support and service. The HP
Print Premier Partner Programme was
designed to meet these specific needs,

Richard Stainforth, HP

ensuring that we always have the right
skills to work in specific sectors. We
provide training to our partners so that
they can deliver the right service to their
customers. We believe it’s critical to
ensure that the customer is up 24/7 and
that the channel has the right tools to
make this happen.”
The theme that dominates the HP
printer and PC channel strategy is the
customer. Whether the market is looking
for a print solution or a PC solution, HP
has ensured that cost, reliability, skills,
and futureproof technology sit at the
heart of its offering.
“We deliver high end devices at a low
price point that matches an organisation’s

requirement and need for stability
and longevity,” says Stainforth. “Our
devices are long-life, reduce total cost of
ownership, and are designed to use less
power to minimise carbon footprints and
costs. We’re focused on security, the cost of
printing, the environment and a portfolio
that ensures our channel has access to
solutions that their customers can trust.”
Geypen agrees: “We provide the
channel with access to devices that meet
a huge variety of different customer
needs and markets. From LTE to multiple
operating systems to recycled laptop
materials to next generation technology,
we ensure our channel has what it needs
to thrive.”

HP | Brainstorm αlpha

ADVERTORIAL

AXIZ AND HP
DELIVER A WINNING
PARTNERSHIP
Axiz’ new general manager for HP Inc, Annelee Le Grange, is excited about the Axiz
and HP partnership and continued journey for mutual success.

H

aving worked in the IT industry
for the past 25 years, Le Grange
explains that in her career,
she has been a techie,a sales
professional and is now once
again, assuming a leadership role..
“In addition to the above, before joining
Axiz, I also gained vast experience during
10 years of management consulting.
My role here was to focus on sales
transformation, rectifying revenues
streams and improving business
processes, much of which also applies to
my new position,” she says.
“It is really great being involved at
Axiz, as the leadership team is fantastic
and they genuinely give you the freedom
to play to your strengths here. Perhaps
the biggest reason I chose to join Axiz is
that it has something I consider critical
in an effective workplace environment,
namely a strong corporate culture. What
sets this company apart is the fact that,
despite many of its people having been
with the business for a long time, there
remains a palpable excitement about
being here.”
She adds that her new role is
something of a learning curve, as despite
her IT experience, she has not previously
worked in the distribution arena.

“Nonetheless, I’m well aware of Axiz’
proud legacy in this respect, and will
need to ensure we honour this while
changing our approach to suit the fact
that most clients today are buying
differently and even looking at value in an
entirely different way.”
“To this end, our HP business unit has
just undertaken a restructuring and Axiz
as a whole is aligning closely behind HP
as a business organisation. Bearing in
mind that HP Inc is one of our top revenue
generators within the business, this
strategy is unsurprising. Our relationship
goes back two decades and this approach
is designed to position ourselves in such
a way as to not only support HP’s own
new market strategies, but also to position
ourselves to drive these to our resellers
and their end-customers.”
According to Le Grange, the company
has realised that in the current digital
world, success can only be built on new
ways of thinking. After all, she says, the
market is changing rapidly and if both
Axiz and HP are to remain relevant, it’s
vital they understand the changes
occurring in customer behaviour and
buying patterns, in order to be able to
support them through these changes
and beyond.

“We’re rapidly heading towards the
point where the realisation occurs that
customers are seeking digital strategies
and we must come to the party if we
are to assist the customers properly.
Of course, at the same time, we need
to be aware that assisting customers
can’t be done with a one-size-fits-all
solution. Our approach is to work closely
with customers in order to first figure
out what they aim to achieve through
digital enhancement and how they plan
to obtain value through it. Only once you
know what exactly you want to achieve
with it, should you implement a digital
strategy,” she continues.
“Fortunately, diving into digitisation
in this manner is no problem for me, as I
have a passion for machine learning and
artificial intelligence, and recognise the
growth within this sector. In fact, I believe
that if we, as an enterprise, don’t embrace
the fact that clients are already beginning
to run these projects, we won’t be in a
position to provide them with the solutions
they require, when these are needed.
“As one of the top HP distributors in SA
and Africa, our aim is to be in a position
to not only take orders, but to completely
fulfil these from start to finish – in
conjunction with our resellers who offer

www.axiz.com | 011 237 7000

Annelee
Le Grange,
GM ,HP Inc
at Axiz.

the value-adds like support and managed
services. To this end, we will be driving
a more focused approach in regard to
the HP resellers we work with, ensuring
that they too continuously develop their
services. For us, this is key, because
customers are demanding this type
of end-to-end service already, so our
resellers have to be among the best.”
It must be remembered that
distribution is a tough business, with
customers seeking both the lowest
prices and the best service, but for Le
Grange, providing this is merely a ticket

to the game. Taking things to the next
level means empowering your partners
to become organisations capable of
servicing the strategic and future
direction of their end-customers – this
is why Axiz considers it so important
to properly understand its resellers’
businesses.
“For us, having the ability to service
different markets with various products
is necessary, not only due to the principle
that no one size fits all, but also because
— as we align our business alongside HP’s
own strategy — we want to back them up

in their drive into new African markets. We
already have a vast footprint in Africa,
and will thus be well positioned to grow
our business as we drive this strategy
forward alongside HP.
“Axiz combines its local ability with
HP’s international know-how to deliver
the best possible products, solutions
and service to its channel and their
end-customers, and I certainly believe
that the combination of our footprints,
strategies and skills is what, ultimately,
delivers what is truly a winning
partnership,” she concludes. n

www.axiz.com | 011 237 7000

14

HP Partner Awards

Winning with digital
commodities
PCs and printing are not dead. Datacentrix could see their place in the digital
transformation value chain - and won four HP awards as a result.
By JAMES FRANCIS
Photography: SUPPLIED

I

t was a hat trick plus one for
Datacentrix as it won three partner
awards, as well as Executive of the
Year. The last was awarded to James Scott,
GM, Technology at Datacentrix, a cherry
on top of the other wins: PC Platinum
Partner of the Year 2019, Print Platinum
Partner of the Year 2019, and Printing
Services Sales Partner of the Year 2019.
How did Datacentrix accomplish
this sweep, which is judged based on
criteria such as financial and market
performance? Scott credits his team
and the Datacentrix’s forward-looking
strategy, yet he also acknowledged a little
bit of luck.
“We’re HP’s top partner in South
Africa. We started focusing heavily on
the PC and printing businesses around
the same time as HP introduced several
excellent products and services in both.
So several forces came together. We know
how to give the market what it needs, we
are very close to HP’s ecosystem, and we
could offer great HP solutions.”

THE PC IS BACK
PC and print seemed like dying markets
not too long ago. But in recent years,
PC fortunes have been changing. There
is a heightened focus on quality devices
suited for specific roles. This trend is
enhanced through synergy with digital
strategies: ICT‘s transformation might
be the most tectonic among background
systems, but the evolution is end-to-end.
PCs, in particular, are benefitting from
a heightened awareness among users of
what they expect.
“I believe this has changed things more
than anything else,” Scott says while
holding up his smartphone. “It has taught

The vendors that
do well in this
space, such as HP, have
created devices that
meet those
expectations.”
James Scott
James Scott, Datacentrix

people what technology can do for them.
That includes that you can’t do everything
on one device. The vendors that do well
in this space, such as HP, have created
devices that meet those expectations.”
Yet the synergy isn’t always so obvious,
which is why the right solutions provider
makes all the difference. Datacentrix is
well established across the ICT vertical,
in particular through hyper-converged
infrastructure. The company realised
that to be a true end-to-end systems
integrator, it cannot neglect devices.
Devices are also in its DNA: Datacentrix
started life selling Compaq PCs, later
acquired by HP.
Very few other providers have seen
this natural relationship between devices
and the rest of the ICT stack. Only a small
number of them can exploit it. But devices
as part of a digital strategy is a natural fit
for Datacentrix and Scott, who is a veteran
from the device distribution channel.

PRINT’S NEW PLACE
But what about print - why did it do so
well? Again, there is a benefit in focusing
on a pipeline that most of the market
has begun to ignore. Scott also points
out that the business model for printing

has matured: today, it’s often a managed
service, and more likely to belong to
facilities than the IT department.
“People don’t even wonder about what
printer they use. They just punch in their
code and get their documents. Printers
have become a part of the furniture,
which means people expect printing to
be always-on, always working, and not
cause any surprises. The average printer
does several different things and all of
those need to work like clockwork.”
It takes a brave company to motivate
success in such a heavily-commoditised
product category. HP responded with
some of the best printers the market has
seen in years, again dovetailing with
Datacentrix’s capabilities and strategy.
It could bring the best of printing to
customers, accompanied by no-nonsense
managed services that kept the systems
productive.
“Datacentrix saw a lot of potential in
end-user commodity products when
you align them with our other talents
in the digital value chain. It’s been a
great growth story and it’s amazing to
be recognised for our efforts by winning
these awards from HP.”
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Evolving office supplies
excellence
Focusing on building partnerships and growing market share with a focused
market strategy and solid business foundations.
By TAMSIN OXFORD
Photography: SUPPLIED

B

idvest Waltons is an office
supplies company that has long
been a stalwart of the South
African office supplies and stationery
landscape. The company has expanded
its foundations as a stationery supplier
to the business and consumer markets to
include office supplies and solutions from
leading vendors such as HP. Recently, the
company won the HP Supplies Platinum
Partner of the Year 2019 award, thanks to
its commitment to customers and market
growth.
“We’re a national company that services
customers across South Africa, working
with them to fulfil their IT and office
requirements,” says Dustin Stringfellow,
procurement executive at Bidvest Waltons.
“We’ve had a longstanding relationship
with HP that has grown incrementally
over the years as we’ve evolved our
offering and our product portfolio.
Initially, they formed only a small part of
our business as we were primarily focused
on stationery, but now we collaborate far
more closely to deliver customised and
relevant office solutions.”
For Bidvest Waltons, the growing
relationship with HP was a natural part
of its expansion into the office supplies
space. HP has a superb reputation in the
market and is one of the country’s most
popular printer brands. It was logical for
Bidvest Waltons to work closely with the
company as it evolved its portfolio and
leveraged its expertise.
“It’s a natural partnership that works
really well – we collaborate with them
closely,” continues Stringfellow. “They
provide us with ongoing support and
opportunities to develop our offering

and work with us to ensure that we meet
our customers’ needs. This is an important
differentiator as we believe that our
customers are critical to our growth and
success – we have to provide them with
solutions that resolve their pain points and
reduce their costs.”

HARD WORK
The award recognises the hard work that
Bidvest Waltons has put into its relationship
with HP and navigating the challenging
office supplies market. The company has
put significant effort into developing its
sales and the range of products that it has
on offer and this is reflected in its reputation
and, of course, in how successfully it fought
off stiff competition to win the award. The
Platinum tier is the highest in the HP partner
infrastructure, one that can only be achieved
by meeting specific criteria, and the award
takes this even further, recognising the hard
work, growth, product range, customer
reach and market awareness that put Bidvest
Waltons at the head of the pack.
“We didn’t win in 2018, but we did win
a few times in the years prior so we were
really committed to getting the award back
this year,” says Stringfellow. “It’s an area we
are working hard on, but it’s an extremely
competitive space. You have to show good

It’s a natural
partnership that
works really well - we
collaborate with them
closely.”
Dustin Stringfellow

Dustin Stringfellow, Bidvest Waltons

growth and work closely with HP to get
this level of recognition.”
The award saw Bidvest Waltons storm
ahead of the pack even though it was
facing impressive competition. The cost
per copy market continued to show its
muscle and this is one area that Bidvest
Waltons doesn’t focus on. The company
purely sells the toners and cartridges and
focuses less on cost per copy and more
on meeting customer needs through the
development of customised office supply
solutions. It has also worked hard, with
HP, to educate consumers on the risks
of using compatible toners – those that
are not branded, have shorter lifespans
and potentially damage equipment – and
gained traction in this space.
“We have a very mature relationship
with HP and will be working with them
even more closely throughout 2020,” says
Stringfellow. “Winning this award has
been hugely beneficial to the company,
allowing us to tell customers that we
are not only Platinum partners, but that
we have been recognised as leaders in
the market. This really does give the
business credibility and our customers the
reassurance they need.”
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ALLAN THOMPSON,
CEO at Kolok.

CONSTANT CONTACT
AND A CLOSE WORKING
RELATIONSHIP
Kolok, a division of Bidvest Paper Plus, is a
multiple winner of the HP Distributor of the Year
Award.

H

P distribution partner Kolok started
out in 1966 as Pelikan Products. After
having been acquired by Bidvest
in 1997, the company became a
fully-fledged HP distributor for the
vendor’s ink and toner cartridges in 2000.
Today, the business has distribution
centres in Bloemfontein, Cape Town,
Durban, Johannesburg, Nelspruit,
Polokwane and Port Elizabeth, as well as
a branch in Namibia, to service the SADC
region, including Botswana, Mozambique
and Zimbabwe.
Kolok has been awarded the HP
Distributor of the Year Award over three
consecutive years, a feat that its CEO,
Allan Thompson, ascribes to its growth
performance, among others, which
exceeded that of HP South Africa in 2019.
“We have a committed team and
excellent partnerships with our resellers
and vendors,” he says. “Some of these
relationships go back 35 years. We
receive full support from HP in ensuring
that all players in the business model
benefit and show growth.”
He says Kolok has an extremely close
working relationship with HP. The Kolok
sales and marketing department is in
constant contact with the HP teams
in South Africa and Europe to keep us
informed about new products coming to
market.
“We are a distributor of printing
supplies, not of hardware, and we rely on
HP to keep us informed about new printing
technologies in the marketplace.”
He describes the vendor as ‘by far the
best in terms of operations’ as deliveries
are always on time and ordered stock can
be traced via the HP portal.
“Margins are tight in the distribution
industry and stock must be turned quickly.

In fact, we aim to turn our stock 11 to 12
times a year, so we rely heavily on HP
being accurate in the supply channel –
and we have never been disappointed.”
Kolok drives marketing initiatives with
all its resellers, from large corporates to
the smallest stationery shop. Thompson
says there are well in excess of 3 000 HP
printing supplies resellers of all sizes in the
local marketplace.
With its network of distribution centres,
Kolok can deliver stock to any reseller
within 24 hours. The company, therefore,
encourages its resellers to make use of
these centres and to carry less stock.
Kolok even delivers to the reseller’s client,
on their behalf.
“This means we hold the stock on the
resellers’ behalf, saving them the cost of
stockholding. With minimal stockholding,
their delivery fleet is trimmed down. The
financial advantages are passed to the
end-user, as they receive the products at
a cost-effective price.”
He says Kolok has seen tremendous
growth as an HP distributor, with eight
distribution centres that allow it to
distribute more efficiently to its customer
base throughout southern Africa.
It is policy for HP and its distribution
channel partners to grow mutual business
opportunities for their joint clients and the
vendor welcomes input by partners like
Kolok in terms of streamlining the supply
and distribution of product to market.
Thompson offers an example: “We often
meet with HP and suggest changes
to some of their sales and marketing
programmes, either to bolster sales or to
increase the HP awareness in the market.
We work very closely with HP in this way,
on an ongoing basis.”
Kolok also provides market feedback

to HP so that the vendor can make the
right decision on how to go to market
while ensuring the best outcome for the
end-user.
“We facilitate partnerships,
opportunities and programmes with HP
and offer training, marketing, credit and
individual channel focus to our resellers.”
In the year ahead, Kolok will facilitate
solutions to help its reseller partners
maintain and grow their business, with
emphasis on eliminating unnecessary
cost.
Thompson ascribes the success of
Kolok’s renowned distribution warehouse
largely to two software solutions:
Microsoft Dynamics erp software and, on
the distribution side, Manhattan Scale,
both of which the company has used
since 2007.
“Manhattan Scale ensures that
we have the right stock at the right
warehouse, at the right time, and that
we can deliver to our customers within
24 hours,” says Thompson. The Kolok
sales team has a 24-hour live view of
the warehouse, enabling them to see
the stockholding of each of the seven
warehouses, which assists in helping to
deliver it to the client in the quickest way
possible.
To Thompson, receiving the HP
Distributor of the Year Award is recognition
of the efforts of the Kolok HP team and
national staff. On whether the company
would receive the award again in 2020, he
notes that Kolok has ‘exceptionally strong’
competition in the market.
“However, we have taken the award
home on a number of occasions and we’ll
strive to do so again. For now, we are
enjoying the win for 2019.” n

www.koloksa.co.za
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Collaborative success story
Looking ahead to a future of market growth and expansion thanks to its commitment
to market, customer and service.
By TAMSIN OXFORD
Photography: SUPPLIED

E

sizwe Group has been in the office
supplies and ICT product space for
more than 17 years, delivering exceptional
customer service and relevant solutions to
the market. Recently, the company won
the HP PC Gold Partner of the Year 2019
Award, which has cemented its reputation
for service delivery, collaborative
relationships and focused customer
excellence.
“One of the main channels of our
business is the IT supply arm where
we offer end-to-end solutions to our
customers,” says Deon Pillay, MD, Esizwe
Group. “We work with our clients to
provide them with holistic IT solutions
that run the gamut from decommissioning
old IT equipment to supplying new
technology. HP is one of our leading
vendors, and we’re incredibly proud to
work with the company.”
In addition to providing customers
with relevant IT advice and technology
implementations, Esizwe also offers first-,
second- and third-line support to its
clients. It also has a solid foundation with
its ink and toner solutions that form a
large part of the overall business portfolio.
“We’ve done very well selling HP
supplies and wholesale solutions to the
consumer and reseller markets,” adds
Pillay. “We work with the corporate and
public sector sales as well. HP is one of our
preferred partners as the brand has been
around for over 80 years, is trusted, and
delivers good value for money. They are
leaders in the market and are the obvious
choice when it comes to quality and
reliability.”
HP has been a part of the Esizwe value
chain since the company started and this
has grown not just because of the solutions

that HP has on offer, but because of the
relationships that the company fosters.
“We’ve had account managers both
locally and abroad, and we still have
relationships with people who are based as
far away as Greece,” says Pillay. “Through
the years, they’ve supported us beyond
just products, training, accreditation and
funding, they’ve supported our business.
That’s where the relationship stems from,
not only selling products, but the support
we get from HP.”

HARD WORK
The PC Gold Partner of the Year 2019
Award given to Esizwe Technology stems
from the hard work the company has
put into its relationship with HP and its
growth in the market. Over the past 17

HP is one of our
leading vendors
and we’re incredibly
proud to work with the
company.”
Deon Pillay

years, the team has focused on driving up
its numbers with HP and on delivering
value to customers.
“I was surprised when we won this
award,” says Pillay. “We play in a very
competitive space and my counterparts
do very well in the industry. It’s a great
acknowledgment from HP that shows
how they have seen what we’ve done

Deon Pillay, Esizwe

and the focus we’ve had. It’s incredibly
motivating for my team – now we’ve won
the award once, we want to win it again.”
For the next few years, Esizwe plans on
continuing its growth and expansion into
new areas of the South African market.
The goal is to become a Platinum partner,
using the impetus of 2019’s award to
really break boundaries and achieve new
milestones.
“We are going to use this award and our
Gold status to expand our business over
the next two years,” says Pillay. “We have
branches in Johannesburg, Cape Town
and Durban and now our strategy is to
expand this presence by opening branches
in all nine provinces in South Africa, to
increase our revenue, and to leverage our
relationship and recognition from HP to
ensure our customers are given the best
possible solutions in the future.”
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Multiple award wins serve as a
major motivator
Being an award winner is always nice, but winning four separate accolades is
indicative of a business that is really being the best partner it can be.
By RODNEY WEIDEMANN
Photography: JULIAN COLE

S

o it was with Introstat, a company
that celebrated its 30th anniversary
in 2019 by picking up the HP
Partner Awards for: Supplies Platinum
Partner of the Year; Print Gold Partner
of the Year; Sustainable Impact Partner
of the Year; and Commercial Channel
Ambassador.
Speaking about the deluge of awards
his company received, Wayne Behrmann,
CEO at Introstat, points out that the
company has been doing business
with HP since its launch, adding that
today, Introstat supplies HP products
and solutions to government, large
enterprises, corporate, medium and
small businesses, as well as to the general
consumer.
“Introstat has three distribution hubs
and branches, as well as an active online
store and proudly holds a BBBEE Level
1 rating – having met the criteria of
ownership, preferential procurement,
skills transfer and development, while
additionally contributing to small
businesses and social development,” he
says.
“As a business leader, being a winner
at the HP Partner Awards is always great,
as these accolades endorse the strategies
that we have implemented, while also
giving motivation to the employees of
the organisation, since they can see their
efforts have been recognised by external
parties.”
Discussing the Supplies Platinum
Partner of the Year award, Behrmann
indicates that with only three branches
nationwide, he was ecstatic to take
the title against some opposition that
has approximately 20 times as many

Brainstorm αlpha | HP

branches. In fact, he adds, even achieving
Platinum status with HP is a feat, due
to the dollar target entry level for this
status. Nonetheless, Introstat has been a
consistent HP Platinum Partner for several
years now.
“Sustainable Impact Partner of the Year
is a new category, but one we are proud
of winning, as it covers our efforts not
just in supporting a greener planet, but,
more importantly, our commitment to
each other and our society around us. This
recognition has encouraged us to expand
our thinking and actions as to what it
means to be a sustainable impact partner.”
As for Print Gold Partner of the Year,
Behrmann is less surprised at this,
explaining that even in the company’s
earliest days, it played a role in helping HP
sell some one million laserjet printers, so
print is part of the company’s DNA.

WONDERFUL SURPRISE
“Winning the Commercial Channel
Ambassador Award was a wonderful
surprise, as this highlights our
commitment to the HP brand, as well as
the underlying ethos of our organisation.
This recognition underpins the effort and
commitment our Johannesburg branch
manager, William du Preez, has put into
the success of the HP product range
and his relationship with HP personnel.
We are proud, because at the end of the
day, success is built on relationships and
working together.”
He says that this award acknowledges
and endorses the culture of growth,
independence and accountability that
Introstat constantly seeks to instil in all
its employees. He adds that the fact that

Wayne Behrmann, Introstat

a vendor recognises this and feels the need
to award the employee directly says a lot
about the individual, as well as the culture
of the organisation.
“What I can say with confidence is
that these awards serve as a significant
motivator to all our employees, as they
ultimately serve to recognise the efforts
of all divisions and departments within
Introstat.
“Think about it: without procurement,
we would not have the correct stock to sell.
Without logistics, we would not be able
to give great customer service. Without
accounts receivable, we would have no cash
in the bank to buy more stock. Without
good HR, we would not have good people,
while without good managers, we would
not have good, driven, successful teams.
So, yes, these accolades definitively endorse
all the people and the efforts they make on
behalf of our company. Also, it’s always
nice to win awards,” he concludes.
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Working together
AE Solutions is focused on growth and supporting local enterprises in need.

S

trategic partnerships are key
to the continued success and
exceptional growth AE Solutions
has experienced in recent years. AE
Solutions is a leading ICT services
provider to small, medium and large
enterprises in the public and private
sector, and is driven by seeing these
organisations grow.
“We have a strategy in place
through which we help local and
small enterprises grow in terms of
advice, services and equipment, and
outsourcing of work. We’ve been doing
this for a number of years and will
continue to do it,” says Leyla Smook,
CEO of AE Solutions. She adds that it is

By CHANA BOUCHER

very rewarding to see others succeeding
and that there is room for many people
to grow in this diverse industry.
But growing local enterprises extends
beyond support for those already
operating. Leyla says AE Solutions also
trains interns and often employs them
afterwards.

REAPING THE REWARDS
It’s not only for the benefit of others that
AE Solutions enters into partnerships.
The company uses its affiliation with
organisations such as HP to boost its
own growth. Says Smook: “Being an HP
Silver Partner has allowed us to benefit
from special pricing, use HP marketing

tools and its logo. It puts us ahead in the
market and gives us recognition other
dealers may not have.”
AE Solutions’ efforts to push the
product and achieve well beyond its sales
targets in 2019 resulted in the company
bagging the PC Silver Partner of the Year
2019 award at the recent HP Partner
Awards.
“Winning the award gives us a huge
sense of achievement of the high level of
performance we managed to attain with
HP. We could never have done it without
our salespeople, loyal customers and
distribution partners. The award has also
put us ‘on the map’ in terms of competing
with bigger resellers,” says Smook.

Watch them grow

With plans to increase its market share, Graylink Media understands that a stable
customer base, industry and economy are crucial.
By CHANA BOUCHER

S

ustainability is a priority for
Graylink Media and extends well
beyond its own operations.
Says Denene Geldenhuys, MD of
Graylink Media: “Sustainable businesses
that consistently grow lead to job
creation, which, in turn, contributes to
economic growth.”
In line with this thinking, the
company realises the valuable
contribution it can make towards
economic growth by providing
those entering the job market with
opportunities. Graylink Media supports
small local enterprises in its own as
well as other industries financially and
through skills transfer and providing
much-needed office equipment.

“For those enterprises within our
industry, we support them through
strategic procurement in accordance
with the applicable sector code
stipulations,” Geldenhuys adds.

CLOSER TO HOME
But this mindset doesn’t only apply
externally. Graylink Media has a clear
goal to ensure that it is always in touch
with its customers and their needs.
This is so critical that Geldenhuys
believes it’s the reason Graylink Media
was awarded Print Silver Partner of the
Year at the HP Partner Awards in 2019.
“Heeding and assessing our clients’
needs compels our sales team to provide
excellent service,” she says.

Graylink Media has been a partner to
HP since its inception in 1989 and has
won awards in the past, including HP
Preferred Partner of The Year in 2009,
the Highest Growth in Personal Systems
in 2012 and PC Silver Partner of The Year
in 2018.
The latest accolade, though, says
Geldenhuys, assures customers that
Graylink Media is well-equipped and
knowledgeable in this field. “Being
the recipient of this award cements
Graylink Media’s fortitude and success
in the supply of HP products. It’s a
great indication that Graylink Media
is proficient in understanding the
requirements of our customers and
supplying solution,” she adds.
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PARTNER SUPPORT
BEYOND SUPPLYING
PRODUCT
HP Gold Partner of the Year, Esizwe Technology, started out in 2003 as an ICT supplies
business.

I

t has since diversified and, today,
the Esizwe Group offers a basket
of solutions through five divisions
– stationery, printer cartridges,
printers, desktops, laptops and
servers, as well as an office furniture
division.
The company currently employs 60
people in three branches, the head office
in Johannesburg, and branch offices in
Cape Town and Durban.
CEO Deon Pillay says a growing part of
the company’s revenue comes from its
IT hardware supplies division, a provider
of end-to-end solutions, including
technology leasing.
“This model,” says Pillay, “is soughtafter and has a presence with clients
throughout the SADC region.”
He explains that HP Gold Partners
must meet HP’s training and certification
requirements and achieve a minimum
quarterly spend threshold with HP, which
provides OEM training for the sales force
and technical staff alike, mostly via
online courses.
Winning the Gold Partner Award is
based on spend value – the total product
ordered from HP over the year.

“Achieving this level of product turnover
wasn’t easy. The competition is very tight
and our competitors have been in the
industry over many years, but we have a
truly great sales team on board.”
On its relationship with HP, Pillay says
Esizwe has been an HP reseller since its
doors opened to business.
“Back in 2003, one of the first
commodities we supplied were printer
cartridges and this still accounts for a
huge portion of our business.” Esizwe
supplies to both the end-user and
wholesale markets.
HP has played a fundamental role in
partnering with Esizwe and supporting
it through the years. This support, says
Pillay, means much more than simply
supplying product.
“Apart from sales and technical training
for which HP carries the cost, it also
provides marketing development funding
on a quarterly basis.” This funding is
reinvested into the business in the form of
empowering and incentivising the sales
staff.
Esizwe is in daily contact with HP’s
international and local account managers,
whose support Pillay commends.

“It is a well-cemented relationship and
it was fundamental of our growth and
Gold Partner status.”
He says the HP brand is more than 80
years old. The vendor holds a 65% share
in the printer and printing supplies market
and is a trusted and preferred brand.
“When we sell an HP product, 50%
of the deal is done based on its good
name. It’s easier to sell HP than any other
brand.”
In addition to its 60 employees, Esizwe
also employs 65 people in its Zachariah
Park-based furniture and seating factory.
Opened in 2009, the factory had its
genesis in frequent client requests for
office furniture. It now produces custom
furniture using 90% local content.
The factory’s employees hail from
a local informal settlement. This,
says Pillay, creates a micro economy
within the settlement. Esizwe has also
partnered with the Rebecca Pillay
Foundation, a non-profit organisation
taking care of orphans and senior
citizens in informal settlements. n
For more information, please follow the link below:

www.brainstormmag.co.za/TV

www.esizwe.co.za | 011 403 0125/6

DEON PILLAY,
CEO for Esizwe Group

www.esizwe.co.za | 011 403 0125/6
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Taming the document beast
Creating a work flow server that also copies, prints and scans
By ANDRE VAN NIEKERK
Photography: PAUL MCGAVIN

C

onsidering that the two awards are
HP Managed Print Services Partner
of the Year and HP Supplies Silver
Partner of the Year, this seems surprising.
But he goes on to explain that what SBD
does as a trusted service provider is
provide its clients with an automated,
intelligent, document workflow system,
together with in-depth business
reporting.
This doesn’t mean that SBD doesn’t
supply printers – it does, as well as
the consumables that go with printing
– but for them, the printer is not the
core business, and is no longer merely
a slave device. Rather, it becomes an
independent, technologically advanced
workflow server that can also, by the way,
copy, print and scan.
From this perspective, the printer
becomes the central technological hub
from which all aspects of printing, and
indeed document management in general,
are controlled. For Wolhuter, this is
where the strength of HP’s technology
comes to the fore, since it provides the
technological base from which this level of
management becomes possible.

to make changes,” he says. “This
means that instead of businesses
adapting to fit the technology, we
adapt the technology to suit the
businesses.”
Managing the generation and
flow of documents saves time and
money, and increases productivity.
This is true for businesses of all
sizes, not just large corporates. And
it is a desperately needed service,
says Wolhuter, one in which South
Africa lags the rest of the world. “This
is why HP’s managed print services
partner award means so much to us – it
is recognition of the importance of this
growing segment, and the important part
we’re playing in it.”
While the Supplies Silver Partner
award is also appreciated, Wolhuter
sees it as flowing from the first award.
Consumables, such as printer toner and
service parts, are an important adjunct to
the supply of printers, but like printers,
they are simply one part of the overall
service that SBD provides.

HEADING FOR HISTORY’S 		
DUSTBIN
He goes on to explain that the days
of generic systems are fast becoming
redundant. “The old model of simply
buying a copier and some off-the-shelf
software is going to be dead in the next
five years,” he predicts. The new model,
in which SBD is leading the field, is to
customise the managed print services for
each company.
“We can tailor-make applications
for our customers on the back of HP’s
technology, which gives us wide scope
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Instead of
businesses
adapting to fit the
technology, we adapt the
technology to suit the
businesses.”
Rolf Wolhuter

Rolf Wolhuter, SBD

GOING DIGITAL
While the managed print service can
handle both paper and digital document
workflows, it increasingly becomes
about managing digital workflows,
given the volume of documentation that
businesses face. For example, when an
invoice is received, it can be scanned
and the resulting digital document
closely managed throughout the digital
authorisation, signature, and payment
process, after which it is securely stored,
together with the resulting proof of
payment.
The system provides enormous
savings, and this, Wolhuter believes, helps
explain why SBD, only in its fifth year of
existence, is the fastest growing business
in this sector. As a majority black-owned
company with outstanding empowerment
credentials, in what Wolhuter says is
an unreconstructed segment of the
economy, SBD had taken on a lot of
work for government departments and
municipalities, where it has been able to
achieve savings of up to 40%.
His intense involvement is very evident.
“We live and breathe technology,” says
Wolhuter, “and we are as passionate about
the solutions we provide our clients as we
are about their bottom line.”
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Strategic alliances
for long-term
growth
Forging strong digital partnerships to foster longterm, sustainable growth in South Africa.
By TAMSIN OXFORD

I

ncredible Connection provides
customers with a variety of solutions
and support offerings designed to help
them make the most of technology. The
company recently won the prestigious HP
PC Retail Partner of the Year 2019 Award as
recognition for its ongoing commitment
to customer, relationships and innovative
retail solutions.
“We realised early on that we needed

to align our strategy with HP as one of the
biggest computing brands in the world,”
says Mark Wood, merchandising executive,
Incredible Connection. “We contacted HP
and explained what we wanted to achieve.
They were open to working together more
closely. The results have been spectacular.
It is, without a doubt, one of the strongest
and most strategic alliances we have in the
business.”

The move from a transactional
relationship to one that’s more strategic
came about as a natural evolution for
Incredible Connection. The company
wanted to evolve how it worked with
customers in a changing market by
providing modern computing solutions
and platforms that were relevant and met
changing customer needs. As a result, it
has forged alliances with Microsoft and HP
that map back to the modern computing
initiative.
“HP devices are slim, light, have great
battery power, improved graphics and high
performance,” says Wood. “We work with
leading vendors to take customers on a
journey that ensures their investments are
futureproof and capable, and deliver real
satisfaction.”
For Incredible Connection, the award has
been a significant achievement, one that
has cemented their commitment to deliver
relevant solutions to the market.
“It’s a prestigious award for us to win
and we are incredibly proud,” says Wood.
“It wasn’t easy, but we achieved it thanks
to our clearly defined strategy, close
collaboration with HP and our commitment
to growth and the customer.”

Going to print
Makro has won the HP Print Retail Partner of the Year for the second time.
By ANDRE VAN NIEKERK

“

We see the award as validation of
our commitment to our customers,” says
the company’s merchandise manager
for multimedia and office products, Ben
Poulsen, adding that he’s now aiming for
a third win.
Poulsen believes the award
demonstrates the value of partnerships,
since Makro and HP have a very close
working relationship. In particular, says
Poulsen, “through our stocking of the
HP Officejet, and, more recently, the Ink
Tank product ranges, our customers have
been able to save money with these costeffective printing solutions.”
The HP brand is particularly valued by

Makro customers, he adds, since they
see the office and print products HP
manufactures as high-quality devices
that are worth investing in.

OUT ON THE RANGE
“We provide a range of office products
and printers that are well priced and
offer great value for our customers,” says
Poulsen. This large selection ranges from
entry-level devices through to business
multifunctional devices that work on
both wired and wireless platforms. “This
helps fulfil Makro’s mission to secure
good deals for our customers so they can
run more profitable businesses.”

With Makro being a key partner of
HP, and a major retailer of HP products,
HP provides regular training for staff on
the various products carried. There are
also regular meetings between the two
companies to decide on the selection
of items that Makro will carry. “In
addition, where there are customer
problems relating to HP products,”
says Poulsen, “we work closely with
HP, where necessary, to resolve those
issues.”
Poulsen concludes by saying that at
Makro, “we work very hard at offering
the best prices and best value on our
products.”
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DEDICATED AND CUSTOMERFOCUSED, INTROSTAT TAKES FOUR
AWARDS

T

here aren’t many organisations
like Introstat that can claim not
only an unbroken 30 years in the
industry, but also a long-term
partnership with HP that weaves
its way throughout this extensive history.
Company CEO Wayne Behrmann indicates
that when he first began associating with
HP, it was in helping the multinational giant
to sell its first one million laserjet printers.
To put this into perspective, since then,
more than 240 million deskjet printers
have been sold worldwide, and these
continue to sell at a pace of more than 18
million printers per year.
“Today, Introstat supplies HP products
across a wide spectrum of customers,
which include the public sector, large
enterprises, corporate businesses,
medium and small business, as well as to
the consumer,” says Behrmann.
“Introstat has three distribution hubs
and branches, as well as an active online
store and prides itself on the fact that
it holds a B-BBEE Level 1 rating. This is
due to meeting the criteria of ownership,
preferential procurement, skills
transfer and development, as well as
contributing to small business and social
development.”
Furthermore, the business has won
a number of large projects during the
year, notably in the managed print,
infrastructure and storage arenas, along
with large contracts to supply PCs,
printers and supplies. He suggests that
the key reason Introstat was awarded
these contracts is its dedication to skills
development, customer relationships
and its strong support structure. In
addition, its people are dedicated and
customer-focused, to the extent that
Introstat regularly receives letters from
clients offering thanks and recognition
for excellent service.
“Clearly, we are doing something right,
as the multiple awards we received at
the 2019 HP Partner Awards testify to.

As a business leader, winning these
awards clearly endorses the strategies
we’ve implemented, while at the same
time motivating employees, as it shows
their efforts have been recognised by
external parties.”
At the recent HP Partner Awards,
Introstat ultimately won four separate
awards, including Supplies Platinum
Partner of the Year, Print Gold Partner of
the Year, Sustainable Impact Partner of
the Year and the Commercial Channel
Ambassador Award.
Discussing the first of these,
Behrmann says that as a business with
only three branches nationwide, it is a
good feeling to win against competition
that includes a listed organisation
with approximately 20 times as many
branches.
“While Sustainable Impact Partner is
a new category, we are especially proud
of this award, as it rewards our efforts
not only in supporting a greener planet,
but, more importantly, our commitment
to each other and society around us.
This was our first year focusing on
sustainability, and this recognition has
encouraged us to expand our thinking
and actions further, in order to be able to
contribute to the best of our ability.
“As for Print Gold Partner of the
Year, this was a nice one to win, simply
because print – as outlined above – has
always been a key part of the business,
since its earliest days, so you could say
that printers are part of our DNA.”
Finally, he adds that it was especially
pleasing for Introstat’s Johannesburg
branch manager, William du Preez, to win
the Commercial Channel Ambassador
Award. This, states Behrmann, further
highlights the company’s commitment to
the HP brand, as well as the underlying
ethos of the organisation towards the
vendor, distributor and customer.
“This recognition underpins the
effort and commitment he has put into

the success of the HP product, as well
as the relationships he has built with HP
personnel. At the end of the day, good
business is all about relationships and
working together.”
So what is the secret to Introstat’s
success? In order to be successful,
says Behrmann, one needs to build a
business on solid relationships and trust.
A key pillar to Introstat’s success is the
relationships it has built across the value
chain, from vendor to distributor and on to
the customers. He sees the relationship
that exists between each participant in
the supply chain as symbiotic, adding
that the relationship with the HP brand in
general and the multinational’s employees
have both been integral to the success of
Introstat. “We rely on HP to give us great
products to sell,” he says, “and HP relies on
us to get its product to the marketplace.
“I believe that if one plays the game
fairly and diligently, the rewards and
awards will take care of themselves.
However, the recognition from HP serves
as a motivator to all employees of the
business, and I believe these awards are
critical in ensuring that the efforts of all
our various divisions and departments are
properly recognised.
“Moreover, seeing that we have
won these awards should give clients
confidence that they’re dealing with
a company that has been externally
recognised as an achiever, and definitely
serves as a positive endorsement of
our abilities. We see further potential for
growth in 2020, since we currently serve
a relatively small amount of HP’s total
business. By leveraging these awards to
build customer confidence further, we will
be better positioned to more effectively
seize the opportunities this presents,” he
concludes. n

For more information, please follow the link below:

www.brainstormmag.co.za/TV

WAYNE BEHRMANN,
CEO, Introstat

www.introstat.co.za | 011 723 7547
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A deep commitment to
education
Changing the business model at universities is still a win-win situation.
By ANDRE VAN NIEKERK
Photography: PAUL MCGAVIN

“

We’ve won a hat trick of awards
from HP for our work in the
education sector,” says Shakeel Madni, the
sales director of Golan Traders, a company
that trades as, and is widely branded on
university campuses as, Student Edge.
“We’ve won the HP Education Partner of
the Year award for three years running, in
2017, 2018, and 2019.”
Student Edge provides HP laptop
computers as well as its own branded
bags and peripherals to students on 10
university campuses throughout South
Africa. It also provides a free helpdesk
service for students who have IT issues,
and offers repairs to laptops should this be
necessary.
When the company entered this market
in 2016, it was represented on just one
campus. At the time, it was competing
with the on-campus bookshops that were
also selling laptops. But because it’s not
the core business of book stores to sell
laptops, Student Edge saw a gap in the
market and started offering students the
support that a dedicated IT business could
offer.

RESTRICTIONS
The gap wasn’t easy to fill. Madni explains:
“Students who received bursaries from
government via the National Student
Financial Aid Scheme (NSFAS) were not
given cash to spend as they saw fit. Money
was loaded onto a card, and they could
only buy certain items from approved
merchants. With their book allowance,
they could buy a laptop, but it had to be
approved by the university, as did the
merchant selling it.”
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Winning this award
vindicates the very
considerable investment
we’ve made in the
educational side of our IT
business.”
Shakeel Madni

Once Student Edge had achieved
the appropriate accreditation from the
universities, it was allowed to set up stalls
at the universities each year during the
student registration process. Here, the
company would display various laptop
models, and a technician was on hand to
give advice. Once a student had chosen a
particular laptop, the technician would
help with its set-up, and load the software
included with the all-in-one bundle.

A WINNING PARTNERSHIP
Its presence on the various university
campuses has been made possible through
what Madni describes as its ‘fantastic’
partnership with HP. An added benefit,
says Madni, is that HP also has a very
strong educational team in South Africa.
Madni credits HP and this dedicated team
with being instrumental in helping to
grow the education business for Student
Edge.
“Winning this award,” says Madni,
“vindicates the very considerable
investment we’ve made in the educational
side of our IT business.” He attributes
these wins to two factors: this investment,
which he says HP clearly recognises, as

Shakeel Madni, Golan Traders

well as to the simple fact that Student Edge
has purchased more laptops from HP’s
educational channel than anyone else.
Recently, Student Edge has had to adjust
its business model to account for the way
government now funds students, who
simply get cash deposited into their bank
accounts.
In adjusting to this change, Student Edge
teamed up with the various on-campus
bookstores, invested heavily in each of
these by providing the bookstores with the
infrastructure through which they sell the
laptop packages. What has not changed
is that each year during registration,
there is still a technician available to assist
students, and the back-up service remains
the same. “Students trust the on-campus
bookstores, and it’s not always easy for
them to get to the large IT retailers they
are now free to buy from if they want, so
they are still buying from us,” says Madni.
“The model may have changed, but our
commitment to the education sector
remains undiminished.”
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One step ahead
A good product needs good support. BCX knows this
all too well and has used this philosophy to establish
strong partnerships with its hardware suppliers and
retail customers.

While BCX is brand-agnostic and
looks at all platforms offered by different
brands on the market, Cronje says HP
with BCX as a partner came out tops
in each scenario. He adds: “We see
ourselves as the enabler of enterprises
in South Africa in growing the point of
sales market, but there is a partnership
that is created; we work with retailers to
enable them to grow.”

FIELD SERVICES
By CHANA BOUCHER

B

CX was once again awarded the
Retail Point of Sales Partner of the
Year by HP. This marks the third
consecutive year that BCX has won the
award.
Says Pierre Cronje, senior manager:
Operational Engagement of BCX Field
Services: “At BCX, we understand the
impact our partnerships have on our

customers. We, therefore, strategically
partner with the best in the industry
to provide the best experience to our
customers.”
He adds that BCX has won the award
for three consecutive years because the
company aggressively drives hardware
refreshes and hardware deployments and
has a strong relationship with HP.

Paying it forward
DG’s entrepreneurial spirit extends well beyond
its own operations and has resulted in meaningful
partnerships in the industry.
By CHANA BOUCHER

D

igital Generation (DG) has grown
significantly since it first started
out as small company with just
seven employees. Key to this growth, says
CEO Shaun Quarmby, was the support DG
received from its clients and key partners.
“We understand that the support
received from a company’s business
network is an important element in
ensuring success,” he adds. Thanks to this
philosophy and acknowledgement of the
increasingly difficult conditions for local
enterprises, DG is committed to giving
promising new businesses a leg up.

It runs an Enterprise Development
initiative, which has resulted in its
logistics partner, Brima, thriving; has
partnered with Raizcorp to offer local
entrepreneurs business development
programmes and continuously procures
products and services from small local upand-coming businesses.

ON THE RECEIVING END
While DG provides much-needed
assistance to local enterprises, it continues
to benefit from valuable partnerships
with like-minded organisations such as

BCX’s field services looks after up to
80% of the top retail customers in South
Africa, and HP now supplies in the
region of 40 to 50% of the retail market
with point of sale hardware.
Lindsay Lloyd, specialist logistic
manager, Procurement and Warranties
at BCX, says winning the Retail Point of
Sale Partner of the Year award is always a
goal BCX works toward and it wouldn’t
be possible without the support of HP as
a partner.

HP. According to Shaun, the trust and
credibility that come with being an HP
Partner play an important role in existing
and potential new clients choosing DG.
DG strives to exceed expectations in
all areas of its business, and this was
recognised at the recent HP Partner
Awards, where it won the PC Services
Sales Partner of the Year. “Winning the
award ensures public recognition of DG
and our team’s efforts. It celebrates the
hard work that DG has put in towards
servicing our mutual clients and is
a really positive way to differentiate
ourselves from our competitors,” says
Shaun.
He believes DG’s mission to provide
customised solutions and commitment
to continuous improvement and service
delivery efficiency contributed to
winning the award. “Winning motivates
the DG team to strive for even higher
service excellence. The nomination
alone, which recognises hard work
and a job well done, impacts employee
satisfaction and talent retention.
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NOT ALL PARTNERS
ARE CREATED
EQUAL
P

artnerships are defined by
collaboration, cooperation and
mutual benefit. In the IT sector, they
are an essential part of the channel,
providing value to end-customers,
resellers and distributors alike.
However, achieving success within a
partner programme isn’t easy. It takes
time, effort, and, most importantly,
strategic planning.
Elmari Keyser, EUC product manager at
Datacentrix, points out that gaining the
benefits of a channel partner programme
takes a big investment of time, effort
and resources. A solid value proposition
automatically gives you an edge, she
says, but there is a reason that these
programmes have more partners in the
lower tiers than the higher ones.
“There are very few platinum HP
partners because achieving this status
requires dedication and investment.
Partner status is based on a number
of factors, including certification, and
resellers have to be prepared to put in the
work to gain – and maintain – platinum
partner standing,” Keyser says.

ELMARI KEYSER,
EUC Product Manager

We don’t just drop product. We are
able to leverage our partnership
with HP to have different
conversations with customers,
helping them get the most out of their
investments.”

“This is why we are very proud of our
many years as an HP Platinum Partner. It
echoes our commitment to HP as a brand,
as well as our commitment to offering our
customers as much value as possible.”
She adds that this is something
customers should keep in mind when
choosing their suppliers. “It’s not always
about the price. Customers might pay
less in certain circumstances, but do
they get the after-sales service they
need? Do they have access to technology
evangelists and insights into future
product releases? The higher tier a
partner is, the more experience they have,
the more knowledge they have, and, as a
result, the more value they add.”
This value comes from a number of
different areas. From access to product
roadmaps, to value-added services and
the provision of a help desk, customers
can be assured that they get the
products, support and service they need,
when they need it.
“As a platinum partner, we have
close engagement with HP, allowing us
to provide quicker turnaround times for
queries and escalations, and so on. This is
because we work so closely together that
we can immediately reach the right people
for any situation, whenever it’s necessary.
We see ourselves as an extension of each
other, and are part of a lot of HP initiatives
and programmes,” Keyser says.
“The obvious benefit to this is the
service we are able to provide to our

customers. We don’t just drop product.
We are able to leverage our partnership
with HP to have different conversations
with customers, helping them get the
most out of their investments. For
example, we will advise customers to
wait before making a purchase if we
know a new product is being released.
We are able to provide our customers
with alternative technology options.”
She adds that Datacentrix offers a
one-stop-shop throughout the entire
lifecycle of the product, with the
company’s advisory services being
one of the main reasons for a growing
and loyal customer base. “We are very
excited to be part of the HP Desktopas-a-Service (DaaS) programme. It’s a
different way of doing business – one
that is proving popular with customers.
DaaS combines hardware leasing and
end-to-end lifecycle services into a
single, per-device, monthly contract.
It includes full asset management,
managed services, and a range of
technology refresh options. Under the
DaaS model, enterprises scale the
number of devices up or down to meet
the demands of the business, and
refresh technology over time and based
on employees’ requirements.”
Keyser says that the HP partner
programme has become a powerful
force in driving the growth of leadingedge solutions into the South African
market, and Datacentrix is proud to offer

www.datacentrix.co.za | 087 741 7406 | ekeyser@datacentrix.co.za

an unmatched combination of product
and solution enablement to assist
clients in meeting their needs, now and
in the future.
She points out that today’s
business leaders are looking for
full-service solutions and are putting
together the resources and teams
to make it happen. Forrester reports
that 65% of technology decisions are
influenced and/or made by line-ofbusiness executives, and that 29%
of these technology decisions have
no involvement whatsoever by the IT
department.
The line-of-business executives are
building the solution without internal
help and, in many cases, are using
external talent to advise on things
like security, backup, compliance,
disaster recovery, etc. Working with
a completely different buyer, with
different preferences, motivations,
requirements, and levels of influence
has profoundly challenged those in the
channel that haven’t adapted, Keyser
says.
“We’re having conversations
with customers about security and
environmental sustainability, not
feeds and speeds. We’re talking to
them about where the technology is
heading, not just today’s specs. This is
where the industry should be heading,
and we’re proud to be leading the
way.” n
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Consistent customer
excellence
EOH pays attention to customer service and
engagement to build long-term relationships.
By TAMSIN OXFORD

E

OH has worked closely with HP for
over 10 years, providing customer
service and support that’s focused
on exceeding expectations. The company
won the HP PC Channel Services Delivery
Partner of the Year 2019 Award for the
fourth year running, an achievement
that cements its reputation as a reliable
services delivery platform.
“We’ve worked closely with HP for
many years, and this has allowed us
to develop a strong relationship in the

partnership built around service and
clients and delivering the right support
on time.
“We manage the hardware warranty
calls for HP clients and our own clients,”
says Lipman. “We are the first port of call
in the event of a hardware failure and my
team is on standby to immediately provide
support. We have service engineers
trained to physically repair HP PCs and
desktops, plus we have support staff on
call to provide hands-on guidance in realtime.”

PERSONAL RELATIONSHIPS
sales and services environment,” says
Roland Lipman, operations manager:
Technology Solutions at EOH. “We’ve
worked with them to resolve problems,
streamline the systems we use, and
provide customers with the best possible
service.”
For Lipman, the relationship with
HP provides the company with a
lot of insight into how to constantly
reshape and manage customer service
excellence. It is, in every respect, a

The award recognises how much effort
EOH has put into its personal relationships
with both HP and with customers. It
may be the fourth year in a row, but the
company hasn’t stopped its focus on
quality and service delivery.
“Our engineers are committed to
the work they do and this award really
recognises this,” says Lipman. “HP is a
great organisation to work with, which
really cares about us as a partner from a
channel perspective, and we can rely on
them to support us when we need it.”

Celebrate HP partner awards
This year’s Rest of Southern Africa HP partner award winners set themselves apart by
aligning with the company’s growth strategy and vision for the future.
By MONIQUE VERDUYN

B

otswana-based Netsillica Business
Systems won the 2019 Growth
Partner of the Year award.
During a successful 2019, the company
introduced the HP Supplies Big Deal
Program (SBD) – providing customers
with access to original HP supplies at
a discount, demonstrated significant
end-customer value, and created value
bundles for customers by attaching
anti-virus and Microsoft products to its
offerings.
Zambian company Reliance Technology
Limited was named PC Gold Partner
of the Year. This is the second time the
company has been recognised for its
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knowledge and experience. For nearly
20 years, HP and Reliance have built a
strategic partnership to deliver value,
expertise and trusted solutions to clients.

PROFESSIONAL
Reliance joined the HP partner programme
in 2001 with a view to building the HP
skills and expertise needed to give the
business a competitive edge. “The HP team
is highly organised and professional, with
in-depth product knowledge,” says RK
Raman, MD of Reliance Technology. “The
level of support is superb, and no other
vendor can compete with their excellence
in precisely managing our technical and

overall support requirements.
“HP is always flexible with pricing,
depending upon the volume and the type
of end-user requirements. When it comes
to the range of products – including
servers, personal systems, printers and
supplies – the quality and performance is
unsurpassed.”
Another Botswanan company,
Northern Fixtures and Fittings, won
the Supplies Gold Partner of the Year.
The company joined the HP Partner
Programme in 2006, gaining access to
industry-leading solutions, training
and support, all of which accelerated its
profitability and sales.
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Game for more
Providing an affordable way for people to enter the gaming world.
By ANDRE VAN NIEKERK

A

lex Jelly, the marketing manager
at Evetech, which HP crowned its
2019 Gaming Partner of the Year,
is clearly passionate about gaming
and the gaming community. Although
Evetech also supplies office computers and
components, gaming is a major focus for
the company.
“We try to provide the best possible
service to our clients,” says Jelly. “We
strive to accommodate whoever requires
components for their computers, or
whoever wants to build their dream
gaming desktop. We also try to bring
gaming equipment from overseas for the
local scene.”

HP, through its range of Omen gaming
computers, is an important player in the
South African gaming scene, and also
provides gaming sponsorships. “Evetech
is an important retailer of HP products,”
says Jelly, “and we also feature a
dedicated HP Omen day when our staff
wears HP Omen shirts to promote the
brand.”

A GREAT DEAL
Jelly says winning this award means a
great deal to everyone at Evetech, not
just because it recognises the dedication
of staff members, but because it is seen
as recognition by the gaming community

of the role Evetech is playing, and an
indication of that community’s loyalty
and support.
The award is also seen as
encouragement to grow the industry and
the profession of gaming. To this end,
Evetech is planning to provide an even
bigger catalogue of gaming products
to its customer base so that, says Jelly,
“they will always be able to find what
they are looking for.”
In addition, Evetech’s longer term
goals include plans for more gaming
tournaments, and also support for local
South Africa gamers who want to create
their own gaming content.

Defining digital excellence
Reshaping customer engagement with transformed digital platform and tools.
By TAMSIN OXFORD

H

P Shop was one of the first online
stores in South Africa and formed
the foundation of the relationship
between the eCommerce site and HP.
The company has won numerous awards
from HP over the years, but the HP
2019 Digital Retail Innovation Award
was a first, underscoring its continued
investment in digital customer journeys
and seamless retail experiences.
“The relationship we have with HP
started on the digital side and has only
become stronger as the years have
progressed and we’ve expanded our

offering,” says Matthew Sledge, MD, HP
Shop. “We are 100% HP and, in addition
to our digital offering, we also have eight
HP stores around the country. Winning
this award was a fantastic achievement
for us, which has really inspired our
digital team and put a spotlight on the
work we’ve done to transform the digital
experience.”

DIGITAL OFFERING
HP Shop has put a lot of time and
effort into growing its digital offering,
building new and innovative customer

engagement funnels that have
transformed the customer experience. In
keeping with the company’s innovative
approach to retail, it is the first to connect
its digital platform with its physical store
through interactive video tools.

VIABLE
The goal for HP Shop was to make
digital even more viable, accessible and
engaging. The award is testament to the
success of this vision and the company’s
ongoing commitment to creating
customers for life.
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SERVING THE
STUDENT
MARKET
I

n just a few years, Golan Traders,
trading as Student Edge, has
become a major supplier of HP and
other laptops, as well as related
peripheries, to university students
across South Africa. Before that, through
a related trading arm, the company
had been supplying HP calculators to
students. Then they recognised the gap
represented by laptops, and jumped in.
Shakeel Madni, the sales director for
Golan Traders, explains that in 2016, when
they entered the market, the students
who received government bursary
funding through the National Student
Financial Aid Scheme (NSFAS) were not
given cash, but rather had money loaded
onto cards that only allowed them to make
approved purchases. Their bursaries
were intended for university fees,
accommodation and living expenses,
and, of course, books. They were also
permitted to buy laptops, but not from
major commercial retailers. They had to
buy from carefully vetted, universityapproved merchants. This is where Golan
Traders, branded as Student Edge, took
the gap.
RIGOROUS PROCEDURES
“There was quite an involved procedure
to become an approved supplier to the
students”, says Madni. “We had to pass
muster with the university’s finance
and security divisions, and then submit
samples of the HP laptops we intended

supplying to their IT departments, which
would test the laptops to ensure they
conformed to university specifications,
and fitted in with the institution’s systems
such as WiFi.”
Once this procedure had been
completed, Student Edge would set up
stalls during the registration process at
the beginning of each academic year.
They would display the various models of
laptops on offer, and a technician would
be on hand to give advice and guide the
students. Once a student had made a
purchase, they help with the set-up of the
laptop and the installation of software that
came bundled with it.
“Students receiving government
bursaries have limited financial resources,
so we would give them an all-in-one
package for a fixed price,” says Madni.
“For R3 999, they got a laptop and mouse
of their choice, a bag in which to carry and
protect the laptop, and earphones. The
peripheries were from our own branded
range of products.” For an additional R600,
they could also get a 3-in1 HP printer.
All these purchases would be deducted
from the students’ NSFAS cards. While
the stalls would be taken down after a
while and Student Edge would not have
a presence on campus for the rest of
the year, there was a free help desk run
from head office to assist students with
problems. Should repairs need to be made
to a laptop, the device would be collected,
repaired, and returned to the student

without any further charge – these costs
were borne by Student Edge.
One of the reasons Golan Traders first
became involved in this segment of the
market is that bookshops serving the
students were at that time also selling
laptops. The problem was, this wasn’t
the bookshops’ core product, and they
could not provide the back-up that an IT
merchant such as Student Edge could
provide.
With their dedicated model, Student
Edge quickly grew. In 2016, the year they
started, they were represented on one
university campus. By 2018, they were on
10 of the country’s 26 campuses. But then
government changed the model. Students
are now paid cash straight into their bank
accounts and are no longer restricted to

SHAKEEL MADNI,
sales director

There was quite an involved
procedure to become an
approved supplier to the
students.”
paying through their NSFAS cards. This
means they can now go to the major
retailers for their laptops should they so
wish.
PARTNERSHIPS
Madni says Student Edge has changed
its own model to accommodate
these changes, and has entered into
partnerships with on-campus bookstores.

They have also invested heavily in these
bookstores, where they now have an
ongoing presence. “Students trust the
on-campus stores, and can’t always get
out to the large retail stores. We, therefore,
continue to offer the same all-in student
packages, and still have technicians
standing by in the stores during the
registration process at the start of each
academic year.”

Student Edge | 010 023 0006 | www.Studentedge.co.za

As part of a larger business, Student
Edge is backed by an organisation that
has a nation-wide footprint, warehouses
situated throughout South Africa, and
a staff complement of over 300 people.
“We can draw on the organisation’s
technical expertise, especially at the
start of the academic year when there is
a huge rush on Student Edge’s services
during the registration and settling-in
process,” says Madni. This also enables
the company to rapidly roll out products
and services. Their success in doing so
is clearly reflected in their rapid growth,
and the awards they have won from major
vendors such as HP for the sterling work
they are doing in the education sector.
Thousands of IT-enabled university
students can also surely attest to that. n
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Award proves hard work is
paying dividends
HP’s partner awards are designed to showcase the excellence found in its South
African ecosystem, and highlight how these organisations are helping local
enterprises grow.
By RODNEY WEIDEMANN
Photography: JULIAN COLE

A

s an authorised HP distributor,
responsible for the provision of
the company’s entire HP Inc.
range to the South African and
SADC channel, Drive Control Corporation
(DCC) has been doing just that for more
than three decades.
With such vast experience in the HP
partner environment, it’s no surprise
to learn that DCC was awarded the PC
Business Unit Manager of the Year 2019
accolade. The winning business unit
manager, Francois van Wijk, explains
that in order to be in the running, all
award winners must meet HP’s specific
requirements, with the winner being the
one that ultimately outperforms their
peers.
“To be recognised by both HP and
your peers in an important feather in
your cap,” he says. “Each year, you are
benchmarked against a comprehensive
group of distributors and HP teams. So
actually receiving the award is a tangible
demonstration that our hard work is
paying dividends. On a personal level, I
am particularly pleased, as this is also the
third time in five years that I have won
the award.”
According to Van Wijk, it’s clear that
technology is changing rapidly, which
means that both DCC’s customers and
its sales executives find themselves on a
continuous learning curve. He suggests
that while such change opens up many
new opportunities for the business
to assess, the ongoing change is also
creating a situation where it is ultimately
extending the sales cycle by weeks – and
in some cases months. This, he adds,
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is driven by customers who are either
seeking to sweat their existing assets
further or are delaying things so they can
gain additional knowledge of the new
technology.
“Despite this, HP is clearly optimistic
about the future, even though they
know it will not be easy. I think this is
the reason they like to work in close
conjunction with partners, as both parties
will not only benefit, but will be in a
position to assist each other along the
journey ahead.”
He suggests that the move from a
transactional market into a contractual
one is also keeping partners on their toes,
as the old sales model really required
no product knowledge. However, the
newer contractual one involves a sale that
is a more complex, and a longer-term,
process involving collaboration between
both buyer and seller.

NEW MODEL
“In this new model, the seller must
first develop an understanding of the
customer’s business, industry and needs,
in order to be able to craft a solution to
help an individual customer achieve their
specific objectives. HP has already told us
that it wants its partners to foster a closer
relationship with the enterprise division,
thereby enabling us to own the customer
from end-to-end, and be ideally
positioned to give them a more agile and
improved service.
“The partner relationship is one that
obviously benefits all parties – DCC,
HP, and the end-customers. However,
because DCC and HP have a close

Francois van Wijk, DCC

working relationship, we are always able
to provide the newest HP technology
innovation, products and services to our
reseller base, which, in turn, strengthens
their business in what is an increasingly
competitive end-user marketplace.”
Asked what the award means to him
and the business, Van Wijk says that for
DCC and the team, it reconfirms that the
company has some of the best people in
the industry working with HP. DCC has,
he continues, won numerous HP Awards
over the years, which is indicative of the
company’s consistent partner strength
and commitment to the HP brand.
“Looking to the future, I believe 2020
will undoubtedly see us building on our
growth trajectory, particularly in the
SADC region. We are especially excited
about products such as the HP Dragonfly
sub one-kilogram premier laptop, which
is partly made from recycled materials,
and which is enjoying great success in
both in SA and the SADC region”, he
concludes.
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Significant award
Dedicated business solutions aggregator pays off.
By MONIQUE VERDUYN

“

I’m very proud of the award,” says
Bleasdale. “I would like to thank
the HP team for recognising the work I’ve
been doing, and for acknowledging the
efforts I have put into building solid, trustbased relationships with our dealers.”
Taropa Technologies, founded in
2007, is a dedicated business solutions
aggregator in office automation, providing
quality products, professional services and
value-added support to its dealer network
in Southern Africa.
The company became an HP partner
three years ago, when HP bought

Samsung’s printer business. Taropa had
always been one of Samsung biggest office
automation distribution partners.

POWERFUL BRAND
“Because HP is a powerful brand, it was
easy to convince our clients to make
the switch from Samsung to HP,” says
Bleasdale. “We regard our partnership
with HP as a highly valuable part of
Taropa’s customer proposition.”
Bleasdale won the award based on his
outstanding success in convincing dealers
to change to HP, and achieving significant

growth throughout the transition period,
during which he brought a number of new
dealers on board every week.
“The award is particularly meaningful
as few individual recognitions are handed
out,” he says. “I’m aiming to win it
again in future, and I’ve certainly been
motivated to keep on growing the HP
brand. It’s a great feeling to make your
company proud of you. My aim is to keep
promoting HP in southern Africa and to
learn more about how HP can help us
drive meaningful business results for our
shared customers.”

Individual award, team effort
Dedication to the brand pays dividends.
By MONIQUE VERDUYN

I

ntrostat’s strong and healthy
relationship with HP and its people,
coupled with its deep understanding
of the HP products it sells, led directly to
William du Preez, Introstats Johannesburg
branch manager receiving the HP
Commercial Channel Ambassador Award
for 2019.
According to du Preez, winning this
award is the perfect way for Introstat to
highlight its dedication to HP’s brand, as
it demonstrates the company’s underlying
commitment to maintaining and building
the vendor, distributor and customer
lifecycle.
“It is always great to be recognised by
the vendor for the effort and commitment
put into raising the profile of HP products

and strengthening the relationship with
HP’s people. After all, success in this field
is built on a foundation of relationships
and working together,” he says,
adding that the award further endorses
Introstat’s own company culture, which
is focused on growth, independence and
accountability.
“The fact that HP acknowledges
this through such an award says a lot
about the culture of our organisation.
Furthermore, such recognition will
help increase our confidence as an
organisation when approaching new
customers, while it should also give
customers a greater sense of security
about the business they are working
with.”

Du Preez says that while it is fantastic
to receive such recognition from HP,
this award will ultimately serve as
inspiration to the team to redouble its
efforts in attempting to give 100% every
day, suggesting that such an approach
will ensure Introstat remains a leader
in this space and thus in contention for
additional awards in 2020.
“I would just like to say that this type
of recognition is extremely powerful, and
that aalthough this particular trophy is
an individual award with only my name
on it, the fact is that I only won it due to
the efforts of our entire team. Therefore,
they all deserve their share of this, and I
am simply happy to represent the team in
this,” concludes du Preez.
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ROLF WOLHUTER,
MD, SBD Business Systems

PARTNERS IN
REVOLUTIONISING PRINT
SBD is building a deep partnership with HP aimed at radically transforming the value
delivered to clients.

I

n today’s digital age, information
has become a source of
competitive differentiation for both
the public and private sectors.
Consequently, the ability to digitise,
store and access information has become
a priority. However, says Rolf Wolhuter,
MD of SBD Business Systems, the world of
print has lagged in this area.
“Content related to the copy/print/fax
environment has not become integrated
into the overall business process flow,
and remains a largely unmanaged body of
content, with little or no security, despite
the fact that much of it is sensitive,” he
says. “SBD’s vision, in collaboration with
HP, is to change this by integrating this
environment into the digital environment
in a way that supports the business
strategy, and ensure its security.”
Wolhuter argues that while for the last
15 years, copy/print/fax and scanner
devices have become extremely
sophisticated functionally, they continue
to be used as `slave devices’, simply
doing as instructed. Their potential for
acting as content management hubs
within the overall corporate content
environment has largely been neglected—
until now.
The reasons for this lack of innovation
can be traced to the traditional channel
model used by the large original
equipment manufacturers (OEMs),
Wolhuter believes. Typically, the OEMs
deal through large, local listed distributors
that, in turn, operate a complex web of
resellers. The result: too much distance
between the OEM and its end-clients,
and a sales and service environment
that prioritises sales and margins over
innovation.
“SBD set out to change this dynamic
and we were extremely fortunate to find
an OEM partner in HP that bought into our
vision. We are the only partner to have
a direct relationship with HP, so there is
minimal distance between the client and
the OEM, which means that client needs
are closely reflected in the solution,”
he says. “Becoming an HP application
developer was a milestone for the
realisation of our vision to make the HP
device a content-management hub.”
Wolhuter also pays tribute to the
support given by SBD’s logistics partner,
Tarsus.

CREATING SOLUTIONS TO SOLVE CLIENT
PROBLEMS
By investing in the R&D needed to develop
a comprehensive content management
platform that leverages all the potential of
the HP devices, SBD is breaking with the
box-dropping mentality so prevalent in
the printing sector, and positioning itself
as a provider of managed print services.
It’s a profound shift, from a purely
transactional relationship to a contractual
one based on understanding client
challenges and goals, and then crafting
a solution.
“This box-dropping mentality has
particularly affected government, which
is a huge user of print. Most government
entities don’t have any idea of how much
they are actually spending on print, and
how little value they are getting from
that spend. We are changing that,” says
Themba Ndhlovu, CEO of SBD. “By helping
government manage this important area
of content more intelligently, we are
improving its capability to deliver services
to citizens while also saving money.”
A key foundation of SBD’s approach is
the development in-house of applications
based on an open architecture that can
easily be customised for individual clients.
The applications are used to provide
complete visibility of all the content that
passes through the device, both outbound
and inbound. The software is configured to
align with the organisation’s print policies
in order to manage budgets but also to
allow managers to monitor how content
is flowing, who is responsible for it and
whether it is business-related or not.
SBD’s platform also provides an
automated workflow and document
management capability. Thus, for
example, an invoice is scanned. Using
optical character recognition to pick up
designated key words, the system will pull
up the original purchase order and route
both documents to the relevant people in
the finance department for approval, and
then load the payment onto the banking
system for release. Once the invoice is
paid, the proof of payment will be filed
with the invoice and purchase order.
“This is just one instance of the kind of
intelligence we can build into the system
to help a client streamline its business
processes,” Wolhuter comments.
“Because our application architecture

https://sbdirect.org | sales@sbdirect.org
010 443 2787

is open-ended, we can customise the
system to the client business processes
rather than forcing the client to adapt
to our software. Our strong consulting
capability is another departure from the
prevalent box-dropping mentality.
“Our systems are highly manageable so
they can be integrated into the corporate
workflow, and provide complete visibility
of the print environment through
customised reporting.”
Content security is a huge issue, and
SBD ensures it by integrating access
permissions into the system to ensure
that information can be accessed only
by the correct people. The system can
be programmed to pick up key phrases
identified by the client as pertaining to
sensitive information, and trigger an
alert when any unauthorised attempt is
made to access such data.
A GLOBAL FIRST
In addition, the software enables SBD to
manage the device remotely, providing
support and even training via the
device’s screen, direct from SBD’s call
centre or technical department—even
down to the supply of consumables. This
is an important differentiator because,
says Wolhuter, it means that the device
does not become a burden to the client’s
IT department. It’s also a global first.
SBD’s mould-breaking approach not
only transforms the way organisations
handle and use information, it also
reduces cost significantly — reductions of
up to 40% are achievable. Ndhlovu says
that the approach is being welcomed by
the market: SBD grew by 500% over the
past 24 months and it was honoured by
HP as Managed Print Services Partner of
the Year and Supplies Silver Partner of
the Year for 2019.
“I prefer to describe what we are
doing as a transformation in all senses
of the word,” says Ndhlovu. “Not
only are we changing the way the
print industry goes to market, we are
transforming the way that organisations
in both the public and private sectors
use their printing technology to achieve
business goals.” n
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From moving products to
providing solutions
Tarsus Distribution distributes IT hardware, software, enterprise and security
brands to its Southern African partner channel of almost 7 000 resellers.
By ANDRE VAN NIEKERK
Photography: SUPPLIED

T

owards the end of 2019, at an
awards ceremony held by HP,
Tarsus was presented with two
Partner of the Year awards: PC
Hardware Distributor of the Year 2019,
and Print Hardware Distributor of the
Year 2019. For Gary Pickford, chief
executive officer of Tarsus, this was not
just gratifying, but vindication for the
massive effort that his large team of
sales and support staff put into getting
products into the reseller channel – and
their success in doing so.
“The distribution business is a
tough one, and we face a host of very
capable competitors,” says Pickford.
“To win these awards against such
stiff competition not only makes the
daily effort worthwhile, but is a vote
of confidence in us that makes me very
proud.”
Pickford goes on to explain that HP is
a major vendor for Tarsus, and that the
two companies have had a very close
partnership for over 20 years. “This is
a strategic partnership that we really
value.”

GETTING THE JOB DONE
The two awards won by Tarsus relate
to two of the product segments the
company specifically focuses on – the
modern workstation and printers – which
Pickford says are critical components for
their small and medium-sized business
customer segment. Nevertheless, he
points out, it’s no longer about simply
moving product. “Rather, we have to be
aware of the job the end-user needs to
get done, and to ensure that we provide,
via our channel of partner resellers, an
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As the digital
economy grows,
it’s becoming
increasingly important
to understand the needs
of users.”
Gary Pickford

HP solution that will not only do this
for the user, but enhance the user’s
productivity and efficiency so they can
thrive in a fiercely competitive market,”
says Pickford.
To do this, Tarsus needs to build ever
stronger relationships with its reseller
partners through its sales force, and,
in turn, must encourage these resellers
to build an equally strong relationship
with the end-users they sell to. “As the
digital economy grows, it’s becoming
increasingly important to understand
the needs of users,” says Pickford. “We
need to listen to their concerns, their
questions, and to understand what they
need to do to convert their businesses to
fully digital concerns.” In this way, Tarsus
can work out how HP’s technology can
be presented to them as a solution to their
needs.

HELPING TO MAKE THE SALE
Naturally, though, there are always the
practicalities of getting products from
the warehouse and into the hands of
the eventual users. For this to happen,
it is critical that the company gets the
right price points, bearing in mind the

Gary Pickford, Tarsus

competitive environment, and backs this
up with credit funding that will lubricate
the whole process.
Once a reseller partner has concluded
a sale, Tarsus will deliver the products
directly to the end-user on behalf of
the reseller. It will also help with the
customised pre-configuration of the
relevant hardware and software.
Given the large range of computers
that Tarsus distributes, from laptops
to workstations, as well as printers
ranging from those that sit on a desk
to giants that stand alone and spew out
thousands of pages an hour, it is natural
that their resellers’ customers include
corporations, the mid-market, and small
businesses. Understanding, and meeting,
the requirements of such a diverse range
of products and customers is hard work.
But clearly Tarsus is getting it right, or
they would not have won HP’s coveted
Partner of the Year awards. “It shows that
we’re one step ahead of our competitors,”
says Pickford. “And we aim to keep it that
way.”
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A winning formula
No stranger to the HP Partner Awards, Kolok continues to efficiently provide its
customers with the products and services they need when they need them!
By CHANA BOUCHER
Photography: PAUL MCGAVIN

“

In the IT industry, the distributor
is as important as the reseller or service
provider in ensuring that the consumer
receives the stock and service they
demand. This enables all participants
to benefit and ultimately grow their
business,” says Allan Thompson, CEO of
Kolok.
This is how the IT distributor, which
was established in 1966 and joined the
Bidvest Group in 1997 as part of the
Bidvest brands group of companies,
views its contribution to helping local
enterprises grow, and it’s not something
Kolok takes lightly.
Kolok is one of the largest distributors
of world-leading products to various
markets in South Africa and parts of
southern Africa. This was achieved by its
focus on providing professional service
and delivery, underscored by superior
stock availability and knowledgeable,
committed staff.
Thompson explains that Kolok needs
to hold sufficient stock, warehouse and
distribute the consumables to or on behalf
of its resellers nationally and to do so
efficiently at competitive and affordable
rates. How exactly is this possible? “We
facilitate partnerships, opportunities and
programmes with brand leaders such as
HP and offer training, marketing, credit
and individual channel focus,” he says.

THE POWER OF 			
PARTNERSHIP
Kolok has distributed HP products
for more than two decades and sees
huge value in being an HP Partner, but
Thompson admits that it comes with a
lot of responsibility. “To be a distributor

We facilitate partnerships, opportunities and
programmes with brand leaders such as HP
and offer training, marketing, credit and individual
channel focus.”
Allan Thompson

of the HP brand, you have to ensure a
seamless, efficient delivery – you have to
get it right the first time,” he says.
The upside, adds Thompson, is that
Kolok is recognised in the industry as a
result of its affiliation with HP and this
leads to new opportunities to grow. “At
Kolok, we’ve seen tremendous growth
over the past 20 years as an HP distributor,
with eight distribution centres that allow
us to distribute more efficiently to our
customer base in both South and southern
Africa.”
Thanks to its excellent performance
and network, Kolok won the Supplies
Distributor of the Year award at the 2019
HP Partner Awards. Kolok’s partnerships
with its resellers, some of which go
back 35 years, and its committed team
played a huge part in this achievement,
but Thompson says full support from HP
in ensuring all partners in the business
model benefit and complete support from
Bidvest in all aspects of the business also
contributed.
“It’s a really prestigious accolade for
the Kolok HP team and staff nationally.
It recognises their efforts in looking after
our customers and the HP brand. I am
extremely proud of all Kolok staff,” he
says.

Allan Thompson, Kolok

Looking ahead, he says Kolok will
focus on changes in the businesses of
local enterprises and facilitate solutions
to help them sustain and grow,
with extra emphasis on eliminating
unnecessary costs. The company will also
focus on Kolok’s efficiencies in getting
the HP product to the consumer.
“We have exceptionally strong
competition in the market, but we’ve
been privileged enough to take this
prestigious partner award home on a
number of occasions and will continue
to strive to do so in 2020. In saying this,
we are still enjoying the win for 2019,”
Thompson concludes.
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AWARD

WINNERS

PC Platinum Partner

Datacentrix

Print Platinum

Datacentrix

Supplies Platinum Partner

Bidvest Waltons and Introstat

PC Gold Partner

Esizwe Technology

Print Gold Partner

Introstat

Supplies Gold Partner

Inovocom

PC Silver Partner

A E Software

Print Silver Partner

Graylink Media

Supplies Silver Partner

SBD Business Systems

PC Retail Partner

Incredible Connection

Print Retail Partner

Makro

PC Gold Partner

Reliance Technology Limited - Zambia

Print Gold Partner

P C NET - Botswana

Supplies Gold Partner

Northern Fixtures and Fittings - Botswana

Growth Partner

Netsillica Business System - Botswana

Education Partner

Golan Traders

Sustainable Impact Partner

Introstat

Retail Point of Sale Partner

Business Connexion

MPS Partner

SBD Business Systems

Partner First Computing Services Sales Partner

DG Store

Partner First Printing Services Sales Partner

Datacentrix

Print Channel Service Delivery Partner

First Technology

Gaming Partner

Evetech

Digital Transformation partner - Digital Retail Innovation

HP Shop

PC Business Unit Manager

Drive Control Corporation - Francois van Wyk

Print Business Unit Manager

Taropa Technologies - Morgan Bleasdale

Commercial Channel Ambassador

Introstat - William du Preez

Executive

Datacentrix - Jamie Scott

Hardware Distributor

Tarsus Distribution

Supplies Hardware Distributor

Kolok
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ELITE DRAGONFLY

Lighter

than

air

HP LaserJet Pro 400 Series

The #1 choice of small businesses

HP Color LaserJet
Pro MFP M479

HP LaserJet
Pro M404

Today’s businesses are always on—always connected. Choose technology that works how you
work, is easy to use, and helps protect your network. Lighten your workload and focus on
moving your business forward with an HP LaserJet Pro MFP or printer.

©Copyright 2019 HP Development Company, L.P. Wireless connectivity: Based on HP Internal data review, 2019. Security: Based on HP review of 2018 published security features
of competitive in-class printers. Only HP offers a combination of security features that can monitor to detect and automatically stop an attack then self-validate software integrity in
a reboot. For a list of printers, visit hp.com/go/PrintersThatProtect. For more information: hp.com/go/printersecurityclaims. The #1 choice of small businesses: Based on HP Internal
data review, highest share in its segment, 2019.

