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Editor’s
note
There’s a phrase I’ve heard bandied
about by some ICT vendors, ‘eating
‘eating our own dogfood’. Or if
you’re talking to a PR person looking
to elevate the status of the phrase,
the alternative is, ‘sipping our own
champagne’. Either way, it means the
company knows its products work
because they’re used internally by the
company’s own staff.
Of course, it makes practical
business sense: why would you pay
money to your market competition
to provide the same solutions you
offer? And by using it, your internal
staff become extremely comfortable
with how the software or devices work
and in effect become walking, talking
advocates for the technology. It also
gives a reasonably friendly test-base
for development and innovation
before the product is unleashed on the
commercial market.
The subject of this Special Focus,
Hitachi Data Systems, takes that
internal use and testing to another
level. As part of Hitachi, Ltd., a global
parent company, Hitachi Data Systems’
testing ground goes beyond its own
staff, and has the potential to reach
across an audience of over 1 000 multidisciplinary subsidiaries. The vertical
sectors the Hitachi group’s subsidiaries
play in are diverse, from financial
services to construction machinery,
nuclear power generation to logistics.
Having an understanding of how
different vertical sectors produce,
consume and manage data gives
Hitachi Data Systems a distinct
advantage as its focus widens
beyond its traditional sectors of
telecommunications, retail and
financial services.
This strategic shift is marked by
another key element that is changing
for Hitachi Data Systems in the South
African and Sub-Saharan context. With
the acquisition of Shoden Data Systems
now firmly entrenched, the company

is heavily focused on broadening its
go-to-market approach to include a
wider variety of channel partners. This
move gives it the breadth of front-line
experience and expertise required to
tackle the increased vertical markets. It
also enables the company to capitalise
on the opportunities presented by the
blossoming economies across Africa.
In these pages, you’ll find more
depth to these strategic directions, as
well as insight into how Hitachi Data
Systems believes current megatrends
such as big data and cloud computing
can be leveraged for improved
efficiency, competitive differentiation
and ultimately for business success.
Happy reading.

Adrian Hinchcliffe
Editor
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Strategy

Hello Hitachi

Following the full integration of Shoden
Data Systems into Hitachi Data Systems, the
company is embarking on an aggressive growth
strategy across Africa, with a new channel plan
and a focus on new market verticals.
STORY: TRACY BURROWS | PHOTOGRAPHY: KAROLINA KOMENDERA

Two years after the announcement that
Hitachi Data Systems Corporation, a
wholly-owned subsidiary of Hitachi Ltd.,
would acquire Shoden Data Systems, a
leading provider of datacentre technology
solutions in South Africa and across SubSaharan Africa, the acquisition has been
fully bedded down. Hitachi Data Systems
South Africa is now embarking on an
aggressive new growth path.
Shoden, a long-time local Hitachi
partner, officially changed its name to
Hitachi Data Systems in August last year and
revitalised its strategy to expand its reach.
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Shaun Barendsen, general manager
for Hitachi Data Systems in Sub-Saharan
Africa, says with the integration process
now complete, the company is targeting
significant growth over the next few years.
For the first time, the local company is
moving to a channel distribution model.
It is also expanding beyond its traditional
vertical focus.
“Hitachi Data Systems has invested
heavily in a new partner strategy, and is
now partnering with seven resellers in
South Africa and about 15 others across
the continent in a revitalised go-to-market
plan,” says Barendsen.

OPENING UP THE CHANNEL
The channel plan has been several
months in the works, and included the
appointment of Vic Booysen as Hitachi
Data Systems’ channel manager in
mid-2013, to help shape the strategy.
The channel plan, based on business
best practice, entails a channel that has

been kept focused and limited in size, to
allow channel partners to grow without
too much competition or overlap with
other channel partners. The partners are
supported by regional hubs in Lagos,
Nairobi and South Africa, with a new
partnership with distributor Data Group IT
in Nigeria designed to strengthen Hitachi
Data Systems’ distribution across Africa.
The company also has a presence in
Ghana, Uganda, Tanzania, Mozambique,
Botswana, Malawi and Namibia.
Traditionally, Hitachi Data Systems
focused on a direct relationship with
top-end organisations. Its focus has been
mainly on the converged stack, cloud
and data management in verticals such
as the financial, telecommunications and
retail sectors. “However, we have made
a significant investment in selecting and
training suitable channel partners over
the past year, and through this enhanced
channel, we are now expanding our focus
to include the public sector, healthcare,
call centre and media sectors, among
others. The channel also expands our
reach to the upper mid-market segment,”
Barendsen says.
The process of partner selection and
training was carried out over the second
half of 2013. “We have strong partners in
place. Some may be new companies or
new to the storage and data management
industry, but all have the same service
ethos Hitachi Data Systems does.
Because this is a new channel, time and
perseverance were required to establish
processes and build the necessary twoway trust,” says Booysen. “But, we are now
ready to go to market aggressively.”
The acquisition and name change
have been well received by Shoden
customers, says Barendsen. He notes
they will continue to receive the
personal pre- and post-sales support
excellence they have come to expect
from Shoden, while now also benefiting
from the backing of a $100 billion-a-year
corporation with a massive global pool of
resources and expertise.

Shaun Barendsen

Hitachi Data Systems has invested
heavily in a new partner strategy, and
is now partnering with seven resellers
in South Africa and around 15 across
the continent in a revitalised go-tomarket plan.
Shaun Barendsen, Hitachi Data Systems
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Strategy

At Hitachi Data Systems, we
are seeing growing numbers of
customers seeking the transformation
of data into information that enables
them to become more effective and
more competitive.
Shaun Barendsen, Hitachi Data Systems

With Sub-Saharan Africa closely
following global trends in wanting to
extract more value from data, Barendsen
expects significant growth in the short
and medium term. “Now, enterprises are
confronting the enticing possibility that
everything we need to know to improve
our business resides in the information
within and outside our business. This
presents a very compelling case for
solutions that enable enterprises to
consolidate all the relevant structured and
unstructured data, search and analyse it in
real time, and present insights that deliver
real business value.”
Barendsen notes that Hitachi’s
advanced data storage and analytics
solutions are sparking growing interest
among local enterprises. “At Hitachi Data
Systems, we are seeing growing numbers
of customers seeking the transformation
of data into information that enables
them to become more effective and
more competitive. It’s not just about
data warehousing – they are looking
to benefit from real-time analytics. In a
market where new trends emerge daily,
customers are aware that a week-old
report is just not good enough anymore.
“There is also increased demand for
reduced cost and complexity in IT, and
solutions that support innovation in
business and society as a whole. At Hitachi
Data Systems, we believe next generation
storage and analytics does exactly that.”
Local enterprises are closely following
global trends, he says, in that they are
looking to solutions that address the cost
and complexity of data management.
There is also growing interest in cloudbased solutions, particularly private cloud,
as well as the integrated stack – all areas
where Hitachi Data Systems is positioned
to lead, he says.

Special Focus | Hitachi Data Systems | April 2014

7

Technology

Data, data, everywhere

Solving the future challenge of information
management.
STORY: DONOVAN JACKSON, JAMES VAN DEN HEEVER AND
RODNEY WEIDEMANN | PHOTOGRAPHY: KAROLINA KOMENDERA

Data storage today is a big deal. Everything
about it is big: capacities, devices, dollars,
physical space, information. It’s a game
of bigger, better, faster, more – storage
has to be all of these things. But the real
challenge facing businesses in South
Africa, and across the world, isn’t so
much data storage as it is information
management – and that’s the nut vendors
like Hitachi Data Systems are setting out
to crack.
Just how tough a nut is it? “The
challenge is how to make data useful. As
an industry, we have to change the way
data is stored, because if we don’t, with the
current growth patterns and the trajectory

8
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we’re on, storage technology we see today
won’t cope in ten years’ time,” says Tony
Reid, chief operating officer for Emerging
EMEA, Hitachi Data Systems.
It’s a worrying proposition, all the more
so when Reid puts his finger on the value
of information: “One of our clients in the
petrochemicals industry said to me, ‘There
is more oil [value] buried in the data we have
than there is underground’. The problem
is that companies can’t see the wood for
the trees owing to the sheer volumes of
data; it’s difficult to separate that which is
valuable from that which is not.”
There’s also the necessity not only to
store data, but make it available as useful
information where – and when – it’s
required. “Storage infrastructure needs
to perform this function, or it has to
give IT people the ability to move in this
direction,” says Reid.
He’s referring to the ease of access
and flexibility associated with cloud

computing. “Cloud is somewhat hyped,”
he says, “so we do need to be cautious
of overdoing it – yet, businesses remain
nervous about using the ‘cloud’, whatever
that means (for there are many iterations
of cloud) for storing sensitive or valuable
information. Part of the requirement
(for vendors} is to provide cloud-like
access to important information in a
secure, compliant way as if it was in the
organisation’s datacentre.”
Bob Plumridge, Hitachi Data Systems’
EMEA CTO, highlights familiar territory
such as massive growth in capacity,
deduplication and single instancing,
compression, and the steady introduction
of flash technology as ‘the real big trends’.
“These trends are likely to accelerate
with organisations collecting more data
and as that is put to use with big data
implementations,” he says.
The very concept of big data – and
the value alluded to by Reid’s oil industry
executive – means organisations are
holding on to more data for longer periods
of time, even if on the basis of ‘just in case
it might be valuable’. “This necessitates
being more thoughtful about how they are
holding and archiving data, not just for now,
but also in the future,” Plumridge points out.
“It’s also becoming increasingly
apparent,” he continues, “that
organisations want real-time datastream
analysis; just like the value of money has
a temporal axis, so too does the value of
information. The information advantage
is the ability to interpret data to improve
services either internally or to your
customer, and to be able to do it as quickly
as you can.”

Tony Reid

KNOWING THE PROBLEMS MEANS
DELIVERING THE SOLUTIONS
What is essential to being able to solve
the information management challenges
not only of today, but also tomorrow,
depends to a very large extent on
knowing what those problems are. It
is this that both Reid and Plumridge
immediately call attention to as a defining
differentiator for Hitachi Data Systems
– and that’s got to do with its position
within the larger Hitachi conglomerate.
“Hitachi is a hugely diverse $100-billion
company. The information management
solutions we create are used throughout
the many subsidiary companies, which

It’s also becoming increasingly
apparent that organisations want realtime datastream analysis; just like the
value of money has a temporal axis, so
too does the value of information.
Tony Reid, Hitachi Data Systems
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range from financial services to the motor
industry and even the manufacturer of the
Japanese bullet train, which make up the
whole business,” says Reid.
There is, he says, a big difference
between creating information management
technologies and using them. “I don’t think
any competitor has the ability to do both
quite like Hitachi does; for example, with
the bullet train, we’re using information
gathered from sensors in various
components with big data analysis for preemptive maintenance, allowing the train to
be in service longer, while being safer at a
lower operating cost.”

FLEXIBILITY, COST, PERFORMANCE:
NO COMPROMISE

Bob Plumridge

Customers need to know that
their investments can be long-term,
rather than a mere stopgap; when
the next big thing comes along, the
infrastructure they bought today has
to cope with these changes.
Bob Plumridge, Hitachi Data Systems

Plumridge says Hitachi Data Systems
has always had the concept of a single
platform for all data – regardless of what
that data is. However, he says there are
critical requirements that must be met
by that platform: “The business and
IT landscapes are changing quickly.
Customers need to know that their
investments can be long-term, rather
than a mere stopgap; when the next big
thing comes along, the infrastructure
they bought today has to cope with these
changes,” he says.
Infrastructure should also scale to
meet the unpredictable growth in storage
capacity, while delivering consistent
performance. And cost is always a factor,
too. “Customers want the knowledge and
security that the cost of infrastructure will
not explode as it grows; if they need to
double or even quadruple the size of the
solution, they have to be sure costs won’t
spiral out of control.”
Finally, Plumridge says partnerships
are of considerable importance as, with
information management rather than data
storage: “The days of merely selling tin are
long gone.”
That’s because information
management is a highly complex field of
endeavour where enabling products and
technologies, such as those delivered
by Hitachi Data Systems, are just one
component of the solution. “Effective
information management depends on
partnerships. As a vendor, we need to
work with partners and customers to help
support their businesses – especially as
they change,” he concludes.
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Thought leadership: cloud

It’s all about the data

INNOVATE AGILITY CONNECTED FLEXIBILITY
INTELLIGENT INTEGRATE ANALYSE CONTINUIT
PROTECTED INTEGRAL VISION COMPLEMENTA
Getting faster access to cloud services
requires a prioritisation.
STORY: JAMES VAN DEN HEEVER | PHOTOGRAPHY: KAROLINA KOMENDERA

Cloud storage is maturing, and Hitachi
Data Systems is looking beyond technical
excellence to maintain its leadership
position in this space.
Technology is of vital importance,
of course, Stuart Cheverton, business
development consultant at Hitachi
Data Systems, is quick to point out. The
company’s large, global base of corporate
clients is a direct consequence of its
continuing innovation in information
solutions and storage technologies,
particularly in the virtualisation space.
Over the past few years, Hitachi Data
Systems pioneered and perfected the
cloud deployment models and made
them simple by enabling the automated
provisioning of storage by individual
business units within its corporate client
base, which typically uses the private
cloud model.

12

As the flood of data continues to
increase, technology that offers better and
faster performance is increasingly becoming
just a ticket to the game. Says Cheverton:
“The new challenge we’re helping our
clients overcome is content management.
This is both to reduce the costs associated
with expanding storage needs, and to make
the information more accessible.”

IT DEPARTMENT AS SERVICE
PROVIDER
A decade or so ago, Cheverton says, data
would have been stored on networkattached storage, much of it by default on
tier-one storage devices (read: expensive).
Now, he says, Hitachi Data Systems is using
object-based storage with increasingly
sophisticated management software. This
approach gives the company the ability to
create multi-tenant virtual storage in the

April 2014 | Hitachi Data Systems | Special Focus

client’s private cloud, thus segregating the
data from each department.
A number of advantages accrue. Data
segregation means that departments can
set their own business rules for each class
of data – where it’s stored and, critically,
for how long. This self-management of
data changes the whole dynamic, making
the solution much more business-oriented
and flexible.
At the same time, Hitachi’s software
reports on storage use at a highly
granular level. This means that each
department can be charged accurately
for the storage it uses. The overall effect
is to reposition the IT department as an
internal service provider.
This approach also enables data
management that is much more intelligent,
as object-based storage frees the data from
the constraints of file systems by using
various content indices and unique sets of
metadata. This, in turn, makes it easier and
more practical to classify the data, which is
the key to intelligent data management.
“It’s just not sustainable for all your data
to be stored in high-performance tier-one

storage,” Cheverton says. “If you look at
the data as a whole, it will be clear that
70 percent, on average, is not being used
and can therefore be placed onto less
expensive types of storage.”
Hitachi Content Platform was
developed to provide just this sort
of storage. It’s an innovative, robust
solution designed to be self-healing,
self-managing, and doesn’t need to be
backed up.

INTELLIGENT CLASSIFICATION
OF DATA
Cheverton says this classification of data
can take place both as the data enters the
storage system as well as at a later stage.
For example, it might be that MP3 files
originating from the sales department are
peripheral to the business (and might be
an employee’s personal music collection)
and thus could be put immediately onto
the lowest tier of storage, whereas MP3
files from the marketing department could
be important advertising material, and
might need to go onto the tier-one system
for a certain period of time. This type of
classification would be done by file type.
At the same time, there might be a
blanket policy across all the company’s
cloud storage that any file that has not
been accessed during the past six months
should be transferred to the lowest cost
of storage.

TY
ARY

Stuart Cheverton

The new challenge we’re helping
our clients overcome is content
management.
Stuart Cheverton, Hitachi Data Systems

MASSIVE SAVINGS
Cheverton says that clients are finding this
type of approach vital as their storage real
estate grows. For example, one client was
able to reduce 30 terabytes of tier-one
storage down to five terabytes, with the
rest moved onto the content platform. The
better classification and organisation of
data is also vital in facilitating easy access
to the data, something that’s particularly
important in the cloud world where access
could be from anywhere and on virtually
any device.
Indeed, he says, mobility and the
whole ‘bring your own device’ (BYOD)
trend provide another impetus for the
move towards cloud storage. Hitachi
Content Platform Anywhere, File Sync
and Share, has been developed to sit
on top of Hitachi Content Platform to
provide enterprise users with access
to corporate data via any device. The

application allows the company to
maintain control over its data, with the
ability to delete it from a stolen device or
when an employee leaves the company
– without interfering with the employee’s
personal information.
Hitachi Content Platform Anywhere
also permits a new level of collaboration
between colleagues who might be on the
move, avoiding the need for clumsy filesharing arrangements.

ON THE HORIZON
Cheverton believes that the primary
consideration for cloud storage will
remain data security, one good reason
why large corporates and government
entities will continue to favour the privatecloud model. Not so easy for mid-sized

and small organisations using the public
cloud for storage.
“If you’re using the public cloud, look
carefully at the terms and conditions as
well as service levels,” he warns. “And don’t
forget to ascertain who actually owns the
data. It’s vital to identify the risks.”
Hitachi Data Systems is already offering
cloud storage as a service from its own
datacentres in the United States. While
there’s nothing similar available in South
Africa, he says that the ‘as a service’ option
is offered in conjunction with partners.
“It seems like local budgets are under
pressure at the moment, so clients really
appreciate our end-to-end approach of
finding a commercial model that makes
the technology available to them on the
right terms.”
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Thought leadership: big data

Right data, right
customer, right time

INNOVATE CONNECTED INTEGRATE FLEXIBILITY
INTELLIGENT AGILITY ANALYSE INTEGRAL VISIO
PROTECTED COMPLEMENTARY CONTINUITY
Big data analysis enables far more personallytargeted marketing to customers, but doing
it right involves coupling a strong storage
platform with effective analysis tools.
STORY: RODNEY WEIDEMANN | PHOTOGRAPHY: KAROLINA KOMENDERA

In the fast-moving, constantly innovating
world of business today, companies that
are not analysing and making full use of
the data they’ve gathered are at a distinct
disadvantage. This is because without
proper analysis, they are not truly capable
of understanding their customers.
Of course, the massive increase in the
amount of data gathered daily by enterprises
means that conducting such analysis
becomes increasingly difficult. Too often,
this ‘big data’ is stored in siloes, meaning
there’s only partial visibility of the data at
the best of times. In order to be able to
effectively analyse such data, a method
needs to be found to pull relevant subsets
of data from these siloes and place these in

14

a central repository. Only then can proper
analysis be conducted and utilised to inform
business decisions.
This really is the next step in the evolution
of data warehousing, namely big business
analytics. By combining effectively-parsed
big data with strong analytics, a wide range
of organisations – from retail to financial
services to manufacturing – can benefit
from a better understanding of everything
from production cycles to logistics through
to customer shopping habits.

BIG DATA CHALLENGES
Naturally, says Wayne Dick, Hitachi Data
Systems’ business development manager
for Sub-Saharan Africa, the scale of big

April 2014 | Hitachi Data Systems | Special Focus

data and the analysis thereof is such that it
comes with its own set of challenges.
“Finding the right data to have a positive
impact on the bottom line is high on the list.
Because there is such a vast amount of data
to trawl through, finding relevant information
becomes difficult. There are, however, tools
available that enable improved information
discoverability. While there is inevitably
a level of hype around these tools, the
exponential growth in data means it is logical
to use them,” he says.
“Another challenge is the need for a single
storage platform for the enterprise’s data.
Otherwise getting information in and out
becomes too complex. This, in turn, impacts
on the speed at which the useful information
can be delivered, and for big data analytics to
truly be meaningful, it needs to be delivered
in near real-time.”
Ultimately, adds Dick, the amount
of data available to organisations today
means the enterprise itself will have to
make a call as to what data is important
to the business, prior to analysis. It’s
important to do this, he says, to ensure

that is older and thus less likely to be needed
should be automatically moved down to
lower storage tiers.”

THE THREE LAYERS

Y
ON
Wayne Dick

Success in the big data
environment will also rely on having
the right person taking responsibility
for it.
Wayne Dick, Hitachi Data Systems

the company is analysing with the goal of
providing better services and enhancing
the customer experience, in order to grow
its own revenue. Otherwise, it’s merely a
case of analysing for analysis’ sake.
“Proper analysis of stored data enables
an organisation to look beyond its usual
customer spending base. It also allows for
extremely targeted marketing to existing
clients. An example of this could be
sending a discount voucher for a specific
store to a customer’s phone, because
the system is aware in real-time that the

client is visiting a mall with that particular
shop in it.”
Of course, he continues, while such
marketing is great for business, it is a real
challenge to ensure the back-end system
– whereby the data is found, analysed and
utilised rapidly – works effectively and is able
to accurately deliver the necessary data.
“The key to success in this respect is
ensuring the business uses a storage solution
that is highly scalable and integrated, and
offers effective data lifecycle management.
Remember, not all data is equal: information

There are three layers, according to
Dick, that need to be implemented to
successfully begin analysing and utilising
big data. The first layer is infrastructure,
which is critical, as it’s necessary to support
big data growth.
“Secondly, content is crucial. It’s not only
about having petabytes of data available, but
more importantly, about understanding what
data is important or useful.
“Finally, there is the information layer. This
layer goes beyond the data layer in that it is
about discovering and utilising the right data,
about the right customer, at the right time,
for the maximum return on investment.”
Dick suggests that many enterprises
today are already well on the way to having
the first two layers in place. However, it is the
third one that is key and this, he suggests, is
where we can expect the big data drive to
head in the near future.
“Another important aspect of the big
data issue is the regulatory environment.
It’s not just about access to data and high
performance from the infrastructure –
regulations related to data, such as the
Protection of Personal Information Act, also
come into play, as the manner in which
an organisation protects and retains its
customer information is equally critical.
“Success in the big data environment will
also rely on having the right person taking
responsibility for it. At present, there are few
enterprises that have someone at the C-level
taking responsibility for the big data in the
business. Having the right person – what
Gartner refers to as a chief data officer – in
charge and focusing on what data is relevant
to the business and how it can best be used
is absolutely vital. Otherwise, even if the
company has all three layers in place, it may
find it is targeting the wrong information,
meaning it is unable to capitalise on its
stored data and thereby grow the business,”
he concludes.
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Thought leadership: continuity

Keeping the lights on

INNOVATE CONNECTED INTEGRATE FLEXIBILITY
INTELLIGENT AGILITY ANALYSE INTEGRAL VISIO
PROTECTED COMPLEMENTARY CONTINUITY
IT disaster recovery and business continuity
are now two aspects of the same reality.

communications links, must be included in
business continuity planning.

STORY: JAMES VAN DEN HEEVER | PHOTOGRAPHY: KAROLINA KOMENDERA

In making their business continuity plans,
companies have to (as always) balance
cost against the ideal solution. At the data
level, for example, the ideal solution would
be to have data written onto two sites, the
primary production site and the business
continuity site. For smaller companies,
especially, this creates significant burdens
not only because of the need for more
equipment and communications links, but
also in terms of sheer management.
“We look to bring a certain simplicity
to this environment for our clients
by providing solutions that are not
only robust but also exceptionally
easy to manage with a high degree of
automation,” says Cheverton.
One way of doing this is by creating
high-end storage arrays that are designed
to be up at all times. They achieve this via
automatic failover to the disaster recovery
systems. In the financial services and

Once upon a time, IT disaster recovery
was genuinely a highly technical exercise,
solely the preserve of the IT department.
While that model still persists, it’s becoming
less and less tenable in today’s digitised,
connected business environment.
“IT was formerly a tool that certain
parts of the business might have used,
but now it’s become pervasive,” says
Stuart Cheverton, business development
consultant at Hitachi Data Systems.
“Nowadays, IT is ubiquitous in all but
the smallest businesses; moreover, it’s
the platform on which the business
actually runs. Indeed, by opening up new
capabilities and markets, what IT can do is
determine a company’s future growth path.”
With this as the jumping-off point, it’s
clear that putting plans in place to cope with
IT outages is no longer properly the sole
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preserve of the IT department. It’s a matter
for the executive team to consider, because
IT and business process are inseparable.
In response to this growing reality, the
wider discipline of business continuity
developed, which includes IT disaster
recovery. Business continuity planning
looks at the risks an organisation faces,
and develops responses that will get
the business operating again as soon as
possible. This goes beyond getting the
systems up and running, but also considers
the people and processes involved.
For example, if the office or factory has
burned down, where will the staff work
from? People, as well as systems, need a
business continuity site.
And, in IT these days – being nothing
if it’s not connected – contingency plans
for all aspects, including for example
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STRIKING THE RIGHT BALANCE

Y
ON

telecommunications service provider
environments, for example, not one single
transaction can be lost.
“We focus on building storage solutions
that deliver seamless services, no matter
where the data is,” he says.

IS IT AVAILABLE – AND HOW FAST?
When it comes to backups, the question is
always whether the backup is usable, and
how long it will take to recover the data.
Traditional tape backups are a particular
challenge in this regard.
Ensuring that data is recoverable quickly
is something that Hitachi Data Systems
spends a lot of time thinking about – and
perfecting. The key lies in making it easy
and practical to classify the data in the first
place, so that it’s stored ‘correctly’, that is,
in the most appropriate place and in the
most appropriate medium depending on its
relative importance. This is something that
is relevant for storage excellence generally,
particularly in the fast-developing cloud
storage environment (see ‘It’s all about the
data’ on page 12). But in this context, it’s
clear that if the data is able to be classified,
it can be managed better. Thus, if half
the data is not cluttering up the highperformance tier-one storage and is on the
Hitachi Content Platform – which does not
need to be backed up – then it’s only half
the data that has to be backed up to the
secondary site, and it’s viable to back it up
to disk.
Disks, of course, are much more
reliable and accessible than tapes.
Deduplication and compression are
also important steps in reducing the
amount of data that needs to be stored
and thus backed up.

CREATING THE ROADMAP
TO UTOPIA
“It’s all about understanding your data
and managing it accordingly. When data
is managed properly, the strategy to
achieving overall business continuity is
much easier to develop,” Cheverton says.
“We tend to take a highly consultative
approach, taking the time to understand
what challenges our clients are facing,
what their strategies are, and what their
budgets are – and then work with them to
create a roadmap to utopia.”
It’s all a question, of course, of being
absolutely clear which utopia is the

You don’t want a R10 million
solution for a risk that could end
up costing you R5 000 a day in lost
revenues.
Stuart Cheverton, Hitachi Data Systems

destination. Creating the right business
continuity solution takes a lot of planning
within the company because it needs to
understand, at a highly granular level,
what the relative importance of each
business process is, and thus how much
to invest in the technology services on
which it depends.
In other words, what happens to
the business when a particular service
goes down.

“You don’t want a R10 million solution
for a risk that could end up costing
you R5 000 a day in lost revenues,”
Cheverton cautions. “But if you have
to spend R1 million on a solution to
protect against a risk that could cost you
R3 million a day, then it’s a no-brainer.
You have to balance what is critical
and needs to be always available, and
what you can afford to have offline for a
longer period of time.”
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Infographic

Visualising
the data explosion
In order to understand how critical a role the datacentre
plays and will continue to play, it’s important to
understand the rate at which data is being generated.

Approximately

2.7 zettabytes
of data exist in the digital
universe today, says IBM.

By 2015, nearly 3 BILLION
people will be online and will
generate nearly

8 zettabytes
globally.

90% of the world’s data
was created in the last TWO
YEARS, according to IBM.

Growth of data
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every
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according to KnowIT
Information Systems.
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The cost of a yottabyte of memory
1 200

$ BILLION

1 000

652 new
websites are
created

900

1.4 million
minutes of calls
are connected
on Skype

595

600

Apple
processes
about
47 000 app
downloads

1
ZETTABYTE

SOUTH AFRICAN GDP
(est 2013)

ONE YOTTABYTE
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Consumers
spend $272 070
on web
shopping
726 terabytes of
global IP data is
transferred

Every
minute of
the day…

Youtube users
upload 72 hours
of new video
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E-mail
users send
204 700 000
messages

Twitter
users send
over
278 000
tweets

Google receives
over 2 000 000
search queries
Facebook
users share
684 500
pieces of
content

Source: domo.com, Intel, fastcocreate.com, Qmee

Decreasing storage economics
In 1981, a 5 megabyte drive cost $3 500, equating to $700 000 / gigabyte.
Today, the price per gigabyte is less than $0.10/gigabyte, says mkomo.com.
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Over 90%

of data generated and shared in
2015 will be unstructured, says IDC.
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26%

Top storage pain points

23%

19%
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A survey by 451research.com shows that the top storage pain points, as
chosen by respondents are:
E-mail

56
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Databases

Images
and videos

26
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Managing storage Managing costs
growth

Office
documents

Proper capacity Migrating data
forecasting and and/or volumes
storage reporting

12

12

Managing
complexity

Server snapshot,
backup and
administration

* Respondents gave multiple responses, so totals may exceed 100%
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Thought leadership: virtualisation

Less complexity,
more revenue

INNOVATE CONNECTED INTEGRATE FLEXIBILITY
INTELLIGENT AGILITY ANALYSE INTEGRAL
VISION PROTECTED RESULTS COMPLEMENTARY
The drivers behind virtualisation may differ
from business to business, but the results
are the same: reduced complexity, ease of
management and a better bottom line.
STORY: RODNEY WEIDEMANN

It has long been accepted that the
ability to gain extra usage from server
and storage hardware, through the
judicious use of virtualisation, provides
businesses with an array of environmental,
space and cost benefits. However, the
relatively stable economy in South Africa
in recent years has meant virtualisation
implementations have not been driven by
cost issues.
Stuart Cheverton, business
development consultant at Hitachi Data
Systems, says that, until recently, the main
driver in the adoption of a virtualisation
strategy in South Africa was the ease
of management it offers as well as the
reduced complexity.

“However, we are now beginning to see
more and more organisations looking to
virtualisation as a means of saving costs.
This is particularly crucial, as storage
today is increasingly viewed as a grudge
purchase,” he says.
In order to deliver the cost-effectiveness
IT departments now seek, Cheverton says,
there is a definite drive towards dynamic
tiering solutions. In this way, organisations
are able to retain the enterprise
functionality of their storage solution, but
at a modular price-point. It also means that
less demanding or less important data can
be offloaded onto external storage tiers,
while keeping the most important data
available on the highest performance array.

“Now, thanks to virtualisation, you can
have modular arrays virtualised behind
your enterprise array. These virtualised
environments can then be used for
online migrations, which can typically
have a major impact on the total cost of
ownership (TCO) of the storage estate.
This is because one of the most expensive
costs of owning storage is the actual
migration of the data to and from the array.
Thanks to the non-disruptive nature of a
migration due to a virtualised environment,
virtualisation can thus have a direct impact
on the company’s bottom line.”

VIRTUALISATION AND THE CLOUD
Virtualisation is, of course, a critical
enabler for those organisations seeking
to move to the cloud, states Cheverton.
Any organisation embarking on a cloud
deployment would need to build it on
virtualised infrastructure.
“To keep up with demands and ultimately
realise the full potential of virtualisation
technology, businesses need to rethink
their existing strategies, particularly when
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Thought leadership: virtualisation

it comes to storage. What they need, if
they are to obtain the benefits offered by
the cloud, is a portfolio of solutions that
addresses the common challenges of these
virtualised environments.
“An effective path to the private
cloud is built entirely on the principles
of virtualisation. The first step is to
consolidate resources into a smaller, more
efficient datacentre footprint. The second
is to leverage virtualisation technologies
that will enable the creation of on-demand
pools of compute and storage resources.
Finally, the enterprise must automate its IT
management and provisioning processes,
which will lead to simplified management
and administration,” says Cheverton.
A virtualised environment, he notes, will
not only deliver the necessary scalability,
it also offers faster access to applications,
better control over data and cost-effective
flexibility. Virtualisation is, therefore, the
foundation required for businesses to
effectively transform into efficient, agile
service-defined IT organisations.

MASSIVE BENEFITS
But what of the inherent benefits offered
by virtualisation? How can enterprises
leverage storage and server virtualisation
as a way of positively impacting on their
key business drivers, such as revenue and
customer service?
Cheverton says the big talking point in
this regard is the effective use of big data
as a means of attracting and retaining
customers, and thereby boosting revenue.
“When it comes to big data, the
company needs to be able to interrogate
certain workloads via multiple
applications. Therefore, it’s necessary
for the data repository to be able to
scale quickly from both performance
and capacity perspectives. Virtualisation
enables a business to increase
performance, while – at the same time –
it’s also possible to scale the virtualisation
engine out significantly.
“It must also be remembered that
storage efficiencies are all about looking
at the cost factors around your storage.
Virtualisation is a key capability in respect
of owning and managing your storage

infrastructure. When you have everything
consolidated into a single repository
of storage resources, you are able to
push the usability of those resources up
exponentially, because you are no longer
hindered by having multiple, isolated
islands of storage.”
A virtualised environment also
offers the additional benefit of better
management, he notes. Multiple different
physical hardware platforms translate into
a range of different management points
to account for. Consolidating everything
behind a single virtualisation platform,
therefore, means there is only one
management touch point; further, it also
reduces the amount of administration staff
the organisation needs to employ.

“Obviously, in order to effectively
virtualise an environment, the company
would need to understand its technical,
hardware and software challenges, and
develop a plan that has short-, mediumand long-term objectives. Virtualisation
offers a whole host of benefits when it
is correctly implemented, but – like any
other major IT project – it needs to be
approached with care and caution.”
Cheverton says that we are, in fact, on
the brink of the next wave in virtualisation.
“As it stands, virtualisation is currently
about having virtualised storage and
servers at a specific site. However, I expect
virtualisation to be the major driver in
defining the enterprise storage solutions
of tomorrow,” he concludes.

An effective path to the private
cloud is built entirely on the principles
of virtualisation.
Stuart Cheverton, Hitachi Data Systems
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Thought leadership: data security

The big data lockdown

With a raft of legislation in the pipeline
governing information protection, the
concept of data security has never been more
critical to businesses.
STORY: RODNEY WEIDEMANN

Data security may be a term that is on
the lips of most IT managers and CIOs,
but the fact remains that, until very
recently, companies across the globe have
been fairly lax in their approach to this
important concept.
Stuart Cheverton, business
development consultant at Hitachi Data
Systems, suggests that, often, enterprises
don’t know who has access to their critical
business information or whether these
individuals are allowed to view it. This
will, however, have to change rapidly, as
an increasing raft of privacy legislation –
such as South Africa’s own Protection of
Personal Information (POPI) Act – begins
to make itself felt.
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“Legislation like this is creating a drive
to lock down data and ensure better
management systems are in place,
particularly as the penalties for noncompliance are going to be fairly strict,”
he says.
The increasing adoption of the cloud is
another factor impacting on data security.
Cheverton suggests that data security is
the single biggest factor in the growing
adoption of private, rather than public,
clouds. This, he adds, is because in many
public cloud environments, the user can
effectively lose ownership of the data to
the service provider.
“The third major driver in increasing
awareness of data security is the trend
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towards ‘bring your own device’ (BYOD),
whereby employees utilise personal
devices in the work environment.
When these devices are also used for
corporate data, the organisation has
two options: it can either encourage
users to utilise particular services and
applications vetted by the business, or
it needs to lock down the user in some
way, preventing critical data being sent
to their devices.
“Since neither of these options is ideal,
the enterprise might best be served by
using a platform that allows it to manage
company data and segregate it from
personal information on the device.
Tools like these not only exist, they even
enable the business to remotely wipe
organisational data from the device, should
this be required due to theft, downsizing or
any number of other reasons.”

THE SECURITY PROCESS
The first step in managing a company’s
data effectively lies in classifying the
information. Only once it is known exactly

what information is being stored and
where it is being stored, can a decision be
taken to move it to a secure repository,
should this be required.
Once this is achieved, he says, the
next step is to apply different policies
around the data, depending on the type
of information. In other words, decisions
need to be taken on whether the data
must be kept or deleted, and if kept, for
what period it needs to be stored.
“By consolidating all this data into a
single content store, the business will
then be able to use the content platform
to index the information and even
understand the content within specific
files, such as e-mails.

“Impending legislation now suggests
that a customer can request that a business
remove all details pertaining to them from
the company’s system. To achieve this, a
content platform with federated search
capabilities will enable users to search for
the relevant information, across multiple
storage siloes.”
Ultimately, says Cheverton, data
security is all about ensuring the right
people have access to the right data,
which needs to be made available across
multiple platforms and resources.

CIO CONCERNS
With the increase in legislation, not to
mention the huge penalties associated

We are seeing many enterprises
creating new positions, such as chief
data officers, with the aim of more
effectively managing their unstructured
corporate data.
Stuart Cheverton, Hitachi Data Systems

with a failure to comply, there is little
doubt the whole issue of data security
is currently giving many CIOs a massive
headache.
“The biggest concern for CIOs is the
question of what, exactly, is their risk in
this regard? The trouble, of course, is that
very few CIOs are fully aware of where
their data is and what is being done with
it. For example, does a bank’s CIO know
whether or not a tele-consultant has a
whole slew of customer credit card details
stored on their desktop PC? And yet, the
CIO is the one who faces the music should
this data be lost or misused.”
Cheverton highlights that when
looking at data within organisations, it
becomes clear that structured information
stored in databases is fairly well-managed.
However, it is the unstructured side, with
employees generating files in various
places and applications, which is so much
harder to control.
“For this reason, we are seeing many
enterprises creating new positions, such
as chief data officers (CDO), with the aim
of more effectively managing their data,
including unstructured corporate data.”
He adds that not only is data security
becoming more complex, there is an
additional issue created by the laws that
force companies to store certain data for
ten years or more at a time. Even if this
data is stored securely, the question is
whether the hardware and software used
as part of this storage solution will still be
operational in a decade’s time.
“For this reason, I believe that the future
of data storage lies in having the data
stored independently of the application
used to read it. This will also make the
management of the security simpler,
since the data can be managed at source,
regardless of how many touch points exist
for accessing it.”
“This is why securing your data in
a content repository is so crucial – by
ensuring the data remains independent
of the application, the business will
continue to have access to it, even if the
initial application it was created in no
longer exists. You could say it is a similar
principle to digitising a music cassette. In
this way, you can still listen to your music
long after the last cassette player has been
consigned to the bin,” he concludes.
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Vertical markets

Sector-specific focus

Growing off a solid base built to meet the
exacting demands of the financial sector,
Hitachi Data Systems is taking to market new
solutions for fast-growing industry verticals.
STORY: TRACY BURROWS

Hitachi Data Systems, having traditionally
focused on solutions for the financial,
retail and telecommunications sectors, is
expanding its reach with a focus on new
market verticals, including healthcare,
media and the public sector.
Shaun Barendsen, Hitachi Data
Systems general manager for Sub-Saharan
Africa, says the new verticals are seeing
significant growth. These are sectors
that are characterised as either high
transaction or high data environments
that need the same scalable, reliable and
secure storage systems that the financial,
retail and telecommunications sectors do.
“All of these sectors need to access and
process their data faster, to make business
decisions that give them the competitive
edge,” he says. “Hitachi Data Systems’ next
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generation technologies have long helped
leading global banks to transform their
legacy environments, speed up services and
take innovations to market. Finance is our
heritage.” Building on the same foundations
that are successfully serving major banks
worldwide, Hitachi Data Systems has added
layers appropriate to new sectors.
“Healthcare is one area with major
growth potential,” says Barendsen.
Hitachi Data Systems is targeting this
sector in South Africa for the first time,
with its Hitachi Clinical Repository
(HCR) solutions, which comprise the
Hitachi Content Platform and Hitachi
Data Discovery Suite, delivered with
a third-party clinical connector by
Visbion, to provide Digital Imaging and
Communications in Medicine (DICOM)
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and HL7 (a set of healthcare informatics
interoperability standards) functionality.
Barendsen says the system gives
healthcare providers an overarching view
of the patient, collating data from various
sources and highly specialised medical
imagery, such as X-rays, to allow doctors to
view and search a patient’s entire medical
history. The virtualised platform can be
accessed by authorised doctors using
mobile devices, supporting faster access
to critical information and therefore, more
effective medical care. Hospitals and
hospital groups are also able to use this
data to track trends and patient outcomes,
and so improve overall patient care.

THE BIGGER PICTURE
“The system breaks down the siloes
between vendor hardware and systems, and
allows a full view of the patient history on
a highly scalable, reliable, secure platform,”
says Barendsen. “This is in line with our
drive to deliver social innovation, reduce
cost and complexity and provide real
benefits to people.” Barendsen says the HCR
solutions are now being showcased to local

healthcare providers, which are showing
keen interest in the potential offered.
Another area of focus for Hitachi Data
Systems is telecommunications – a high
transaction environment facing many of
the same challenges the financial services
sector does. “Telcos are facing new
challenges – driving service innovation
while keeping down operating costs. They
need to process vast amounts of data
as quickly as possible, to derive usable
business insights.”
With Hitachi Data Systems’ intelligent
tiering, he says, business applications
are able to access data at the right level,
delivering the necessary information faster,
using fewer resources. “This not only
improves time to market with innovations,
it cuts the need for processing power,
with a knock-on impact in terms of power
consumption and CO2 emissions.”

EXPANDING INTO RETAIL
In the retail sector, an area where Hitachi
Data Systems already has a strong
presence, the company aims to step up its

All of these sectors need to access
and process their data faster, to make
business decisions that give them the
competitive edge.
Shaun Barendsen, Hitachi Data Systems

activity. “We have a heritage of delivering
scalable, reliable storage systems to
this sector. But, retailers are facing new
challenges in a changing market. We
are taking to market converged retail
solutions that allow merchandisers to
assess product-line performance in near
real-time, for example, allowing them to
be more responsive, or even proactive
in ensuring availability of supplies and
enhancing customer service.”
Having access to accurate data faster
translates into a competitive advantage,
says Barendsen. With advanced analytics,

retailers are also able to better predict future
product-line performance and shopper
behaviour and respond appropriately.
“In this sector, analysis needs to be
variable and dynamic, reflecting changing
shopping trends as they happen.” He notes
that in some verticals, such as the oil and
gas sector, much of the data will reflect
unchanging facts. However, in customerfacing verticals, trends can change in
hours, and enterprises need access to
real-time data in order to react quickly.
“Getting the data faster means
competitive advantage,” he concludes.

EXI was created in 1991 with the mission to help
our customers in planning, building and operating
their information systems to enable their efficient
and effective business operations.
In line with our objectives we have been able to grow and be profitable with above average
figures and we are considered to be among the best solution providers in the Mozambican market.
Based on our application development capabilities and a deep understanding of local
business practices and culture we are in a privileged position to help the modernisation programs
in both private sector companies and public sector organisations.
We drive a network of high-calibre specialised providers originating from various markets.
These companies enable EXI to play the role of one-stop shop provider.
After several years of sound cooperation EXI has become a service partner of Hitachi Data
Systems for the Mozambican market. This partnership enables us to serve this market with
effective solutions, solidly supported, that are appropriate to the local environment and in
par with the most modern virtualised and integrated solutions.

SOME OF THE DOMAINS WE HAVE BEEN ENGAGING IN WITH GREAT SUCCESS ARE:

n Support the central and local government in developing and implementing land and forestry
management Information systems,
n Support for the central government in developing and implementing civil registration information systems,
n Support the central government in developing and implementing event management systems for
the police,
n Support local firms and public institutions in implementing their human resources management systems,
n Support local firms with sophisticated and flexible enterprise resource and service management systems.

Contact us on (+258) 21 492511 | (+258) 21 493382 | www.exi.co.mz
Cel. (+258) 82 3175720 | (+258) 84 3175720 | e-mail. exi@exi.co.mz

Engenharia e Comercialização de Sistemas Informáticos
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ADVERTORIAL

SERVICE EXCELLENCE
THE KEY TO ETS’ SUCCESS

The key to successful infrastructure implementations is strong and efficient customer
service. In fact, true success is judged through a combination of world-class customer
service and quality implementation and support services.
Enterprise Technology Solutions (ETS)
understands this principle well, as the
company is, according to executive for sales
and managed services Hennie Stolz, strongly
focused on the provision of infrastructure,
databases, middleware and the services
around these, including managed services.
“We are also growing our business
intelligence (BI) segment of the business.
ETS has extensive data warehousing
experience within the organisation, which
gives us the ideal background to provide
effective BI services to our clients. We offer
a number of different solutions, including
Oracle and Hitachi Data Systems (HDS).
In fact, it is company policy never to sell
anything we don’t provide complete support
for, because ultimately, it is our reputation
on the line,” he says.
Stolz adds that the company has a stronglyfocused African strategy, which encompasses
the Southern African Development
Community (SADC) region in particular.
ETS already has operations in Lesotho and
Swaziland and has future plans that include
Namibia, Botswana and Mozambique.

Hennie Stolz, executive
for sales and managed
services, Enterprise
Technology Solutions

“We are well aware that HDS is also looking at
growing its African footprint, so what we are
doing here dovetails nicely with our partner’s
strategy too.”
He adds that ETS identified a gap in the
storage market for a strongly servicesfocused organisation such as itself, and
chose to partner with HDS because of that
company’s strong storage product range.
“The attractive part of the model is that
HDS has chosen to partner with us because
they want partners that are specialised.
We were appointed by virtue of the fact
that we are also a strong Oracle partner.
This, in turn, works for us too, because we
would rather be a specialised partner than

operating in a market where it is a freefor-all, which simply degenerates into a
margin fight. By taking the partner network
conflict out of the equation, HDS not only
makes it easier for us to operate effectively
in the market, but allows us to play up the
strong set of value-adds we have to offer
our customers.”
Stolz points out that part of the company’s
strategy involves reaching for the highest
possible partner level with any and all of its
partners. He indicates that ETS is already

Fancourt Office Park Building 1,
Cnr. Felstead & Northumberland Road,
Northriding, Johannesburg

(010) 020-1220
WWW.ETS-AI.COM

an Oracle Platinum Partner and is working
towards Diamond level, adding that the aim
is to do the same with HDS.
“Working with HDS has been like a breath of
fresh air – they are really easy to deal with and
our relationship is extremely open. I believe
that our two organisations already have a
wonderful synergy and that ETS can add a lot
of value on the services side. This, coupled
with HDS’ solid and effective solutions, means
that the future for our partnership is incredibly
bright,” he concludes.

Alliances

The power of alliances

No company is an island. But Hitachi Data
Systems elevates partnerships to a new level.
STORY: JAMES FRANCIS | PHOTOGRAPHY: KAROLINA KOMENDERA

Much has been written about the power
of a group. It’s no secret why: when great
things work together, they exceed the
sum of their parts. When a group moves
beyond the individual, it attains a new
level of excellence and insight that would
simply be impossible to achieve otherwise.
This philosophy is behind Hitachi Data
Systems’ decision to build a significant
network of alliance partners, each adding
their own expertise into the mix. It’s also
true that nobody can go it alone in the
ICT world anymore. Systems are too
complicated and the expectations of
clients too individualised.

Yet, if you glance through Hitachi Data
Systems’ portfolio of technology partners,
it’s truly impressive. Accenture, CSC,
T-Systems, Wipro, Fujitsu, Commvault,
Microsoft, SAP, Brocade, Symantec, Cisco,
to name a few… a veritable who’s who
of the technology world. But there is
substance behind the names, too.
Hitachi Data Systems has long adopted
the belief that it should focus on its own
strengths and recruit the right partners to
complement these.
“We sell infrastructure,” says Vic
Booysen, Hitachi Data Systems’ channel
director for Sub-Saharan Africa and South

Africa. “This is our speciality. So it only
makes sense to engage experts in their
own fields, relying on their knowledge to
create complete ecosystems.”
This is less of an achievement and more
a business fundamental. Today’s IT solutions
have to cater for a wide range of options.
Hardware is no longer simply hardware
– servers and that which connects them
– having to handle the fluid demands of
virtualisation or backup systems or cloud
storage – or all of the above and more. A
client may want a platform for its enterprise
resource planning or payroll system. Above
all, everyone demands ironclad security in a
world swarming with cyber threats. Today’s
infrastructure has to be primed for such
implementations, as well as manage the
challenges of day-to-day operations. This
cannot be accomplished without close and
prolific partnerships.
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ADVERTORIAL

TSS BSI TO DRIVE HDS SOLUTIONS
INTO NEW MARKET SPACES
As a greenfields business, TSS BSI – one of Hitachi Data Systems (HDS) new channel
partners – has the express purpose of building new business for HDS in the local market.
The company, a Gold Level True North
partner, is specifically focused on the HDS
range of products and offers cradle-tograve data and information management
solutions, according to its MD, Leon Meyer.
He says that the channel partner
model is a recent move in Africa by
HDS, aimed at driving increased sales.
This strategy is a logical extension of
the acquisition by HDS of Shoden Data
Systems two years ago. Shoden was
previously the only Hitachi reseller in Sub
Saharan Africa and was acquired based on
its large African foothold.
“Any properly focused, well-managed
channel partner model is good for sales
as it puts more ‘feet on the street’, which
will, in turn, enable HDS to lower operating
costs and increase new business acquisition.
In addition, this new model provides HDS
with the potential of offering employees
extended career opportunities through these
partners,” he says.
Meyer adds that TSS BSI is part of the
TSS Group, which makes it a Level One
BBBEE contributor. Since the TSS group
has many long-standing relationships with
government entities, this will give the
company additional leverage in targeting
the public sector market.
“There are certain types of enterprises
that specifically wish to deal with a Level
One partner. In particular, public sector
organisations and some industry sectors
where HDS currently does not have clients
seek partners like this. This, in turn,
plays into our greenfields new business
acquisition strategy.
Apart from the fact that TSS BSI
is HDS’ only 100-percent black-owned
partner in Gauteng, Meyer points out that
its other core differentiator is the fact that
it can be considered a vanilla HDS partner.
In other words, it is totally HDS-focused,
selling only HDS solutions complemented

by other products to further integrate the
HDS range in a customer environment.
With big data the term on everyone’s lips,
Meyer suggests that TSS BSI’s cradle-tograve data management focus is ideal for
assisting companies with a big data strategy.
“Our strategy focuses on what HDS
calls the ABC approach– Archive first,
Backup less and Consolidate more. Apart
from the traditional and well-known
SAN and NAS storage products, HDS
also offers a Unified Compute Platform,
some configurations in conjunction with
ISV partners like VMware, Microsoft,
SAP, CommVault, Oracle and Symantec,
which is specifically designed with the
management, analysis and security of
big data in mind. We can thus deliver this
to corporates that can use it to better
target their customer base, as well as to
the public sector, which can utilise it to
improve service delivery to citizens.
“Looking forward, we aim to be a
partner that is recognised as a specialist in
HDS products, specifically software. And
then a big part of our future strategy will
be driven by our approach to the public
sector market. After all, a large percentage
of IT spend in SA comes from government,
and it requires an organisation with the
right credentials and skills to overcome the
obstacles within this sector and to provide
the necessary services.
Furthermore, our commitment is to
change the landscape in ICT by building
capacity in our industry through the
training and development of young
engineers, which will form a part of our
service delivery to our clients and these
skilled engineers will truly reflect the
demographics of our country.
Our aim is to do this while sticking
closely to our company ethos, which is
based on three key principles: integrity,
ethics and hard work,” concludes Meyer.

29 Westbrooke Avenue
Sandown
Sandton

Tel: +27 (0)83 264 4997
Fax: +27(0)86 608 1730
www.tssbsi.co.za

Leon Meyer,
MD, TSS BSI

Alliances

“Hitachi Data Systems has built
numerous global partnerships over the
years,” Booysen says. “They’re not only
longstanding relationships, but also
compatible with each other. It’s important
that a partner fits into the strategic
direction of Hitachi Data Systems, and it has
to be a win-win for everyone involved.”

PICKING YOUR PARTNERS
International systems integrators play a big
role with Hitachi Data Systems. T-Systems,
one of Europe’s largest IT companies,
serves its own portfolio of global
corporations with confidence, thanks to the
support of Hitachi Data Systems’ hardware
solutions. Another behemoth, Accenture,
enhances its consultancy and management
services with Hitachi Data Systems’
products. These are firms that offer
complicated, tailored solutions to high-end
clients: it’s not just about keeping such
systems operational, but also delivering
on promises of return of investment. If the
clients don’t flourish, nor do the partners.
And when the partners stumble, Hitachi
Data Systems stumbles, too.
“It’s very important we understand our
partners and they understand us,” says
Booysen. “Technology now plays a major
role in just about every industry out there.
The companies in the various sectors have
their own specific challenges. IT is not
their core focus. You can’t just drop off a
box and leave them to it. Their technology
challenges need to be understood and met
with an ecosystem of implementation and
support. This is the role our partners play.”
Take healthcare as an example – a
growing portfolio within Hitachi Data
Systems, because it sought out and
partnered with leaders in that field: names
like GE Healthcare and AGFA. Likewise,
Hitachi Data Systems forges ties with its
own suppliers to ensure it builds the best
and most cost-effective systems.

THE ULTIMATE ALLIANCE
To Booysen, there is no doubt around
the benefits of these relationships.
“Partners allow us to create areas of
strength. It enables all parties to offer
different services, maintain performance
agreements and, ultimately, grow skill
sets,” he says.
This is not to say that Hitachi Data
Systems pleads incompetence in certain

Vic Booysen

It’s important that a partner fits
into the strategic direction of Hitachi
Data Systems, but also to have a winwin for everyone involved.
Vic Booysen, Hitachi Data Systems

fields. Quite the opposite – Hitachi Data
Systems knows that you should be able to
lead from the front, but also let someone
else take the reins. “We may have the
knowledge for implementation, but results
are always better when you can defer to
the specialists. The most important factor
here is understanding each other and
using that to gain the best results.”
This sharing of knowledge and skills
among its alliance partners has given a
solid bedrock for Hitachi Data Systems’
foundations. “Whether it’s in the public,
private or any other sphere, our partners
extend our reach and understanding,”

Booysen notes. “It’s about being a stronger
force and that only comes from strong
relationships built over years of trust and
success. Most of our partners are in large
scale contracts with us, so we’re able to
bring the clout of the multinational ICT
world to the doorsteps of South African
firms as a single ecosystem.”
It’s a recipe for success. Just consider
what the late sports icon Babe Ruth
said: “The way a team plays as a whole
determines its success. You may have the
greatest bunch of individual stars in the
world, but if they don’t play together, the
club won’t be worth a dime.”
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Africa

A continent of
opportunity

Hitachi Data Systems shifts its focus to the
rapidly growing African market.
STORY: TAMSIN OXFORD | PHOTOGRAPHY: KAROLINA KOMENDERA

Africa is developing at an extraordinary
rate and many organisations are turning
their eyes to these potentially lucrative
lands, formulating strategies to ensure
that theirs are the brands chosen to lead
the way into the future. Hitachi Data
Systems is such an enterprise that has
actively engaged with partners across the
continent and adopted a 100-percent
indirect model, working with distributor
and reseller partners for greater reach and
service. Its range of solutions includes the
telecommunications, data, healthcare,
financial services and energy sectors,
among others, and many have enormous
potential on the African frontier.
To give some context of growth, let’s take
the telecommunications market. According
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to a 2013 report by the International
Telecommunications Union (bit.ly/1aEhTeq),
Africa saw 93 million subscriptions to mobile
broadband by the end of 2013, with
11 percent penetration, but most exciting
is an 82 percent compound annual growth
rate. These positive growth statistics are not
limited to telecommunications – the African
Development Bank placed the GDP growth
rates of one third of Africa’s countries at over
six percent, and the World Bank’s figures,
released in late 2013, saw the economic
output of Sub-Saharan Africa expand at
nearly twice the global rate, with growth
expected to accelerate to over five percent
from 2013 to 2015.
Hitachi Data Systems has mapped
out a specific strategy that is tailored to
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take advantage of these exciting market
opportunities, and while it is the first to
admit it’s relatively new to this market,
it’s not wasting time getting involved.
The company is building relationships
with already established reseller partners
using an indirect model of distribution
within select markets. Instead of Africa
as a whole, it’s looking to countries such
as Nigeria, Ghana, Cameroon, Kenya,
Uganda, Tanzania and the SADC countries
of Malawi, Mozambique and Namibia.

PARTNERING LOCALLY
“We understand that, in a global economy,
it’s not feasible to build a presence in each
country in Africa, and working with resellers
and a distributor that have strong footholds
within their relevant countries allows us to
gain a deeper understanding of customer
requirements and to provide better
support,” says Ben Jooste, regional sales
manager, Sub-Saharan Africa, Hitachi Data
Systems. “We’ve also built a hub in Nigeria

for our west African team and a hub in
Kenya for our east African team, and these
have resources that cover a number of
functional skill sets such as sales, technical
consultants and engineering.”
Hitachi Data Systems has some
partners that have worked with it for a
number of years, while others have only
been developed within the past year.
For Jooste, this is a mixed blessing. “It’s
a positive thing, as it means we’ve taken our
time to find strong partners, but we need to
do a lot of further work and provide further
investment to ensure they can properly
support our customers on our products.
The idea is to have a limited number of
partners providing value-added services that
we help through investment and support so
that we grow into these markets together.”
He also doesn’t believe that the mixed
bag of cultures in Africa will affect the way
that Hitachi Data Systems does business or
how it plans to tackle each market.
“There are, obviously, some cultural
differences, but if you look at how we
engage with our customers and understand
their environments, it’s the same as
anywhere else in the world. Customers still
want great service, reliable products and
affordable solutions,” he says. “Hitachi Ltd,
our parent company, has been in operation
for more than 100 years, and operates in
many different sectors. This experience is
being channelled back to our customers
and we are creating solutions that can be
used in a variety of markets.”
Historically, Hitachi has done well within
the vertical markets of telecommunications,
media and entertainment, and financial
services in Africa. However, since it has
adopted an indirect model through Africa,
it has been able to expand its focus and
has subsequently seen growth within the
financial services, oil and gas, healthcare
and public sectors.
“It’s very much about looking at the
requirements of the different countries
and the niche areas our partners operate
in, and using our skills and resources to
deliver what our partners need,” says
Jooste. “In the telecommunications space,
for example, we offer products that help
organisations with analytics to predict
trends across products, network-related
issues, storage and cloud solutions; and
data management and security. One of
these, HCP Anywhere, a file sync and share

Ben Jooste

The idea is to have a limited number
of partners providing value-added
services that we help invest in so we
grow into these markets together.
Ben Jooste, Hitachi Data Systems

application for the enterprise, provides a
cloud-ready solution capable of accessing
data from anywhere, on any device, and at
any time, in a secure manner.”
The company’s products tie into its
vision of social innovation and empowering
customers to go further and do more.
According to Jooste, Hitachi Data Systems
looks at ways in which it can benefit society
by creating product solutions that make
the world a better place and allow their
customers the freedom to innovate.
“Our solutions are about taking whatever
data requirements you have, whether

you are in healthcare, financial services
or telecommunications, and giving you
one platform for all of your data that can
cater for structured or unstructured data,
dependent on requirements,” he says.
“Just look at the Intelligent Water Systems
offering we have developed. It provides
information from smart sensors that
can be used to assess water availability,
management and control. With solutions
such as these, we are delivering technology
for the social environment that allows
authorities and businesses to make
informed decisions across the continent.”
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Go to market

A channel apart

As Hitachi Data Systems embraces South
African channels, it lives the mantra that
quality always trumps quantity.
STORY: JAMES FRANCIS

Established in 1989, Hitachi Data
Systems has grown to become a giant
in the ICT services world. But it did not
accomplish this alone. Over the decades,
the technology vendor has forged
partnerships with numerous companies,
particularly in the channel space. It’s an
obvious thing to do, says Vic Booysen,
channel director for Sub-Saharan Africa
and South Africa, Hitachi Data Systems.
“It doesn’t matter how big you are –
there is only so much a company can do
on its own. Channel partners understand
the nuances of their respective markets,
which means they can offer the right
Hitachi Data Systems-incorporated
solutions to clients,” he says.
Yet, despite having a long legacy of
channel support internationally, Hitachi
Data Systems in South Africa had largely
been exclusive to local company, Shoden
Data Systems, for a long time. This changed
in 2012, when Hitachi Data Systems
acquired Shoden and refocused its strategy
on establishing more channel partners to
broaden its market penetration.
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While expanded market presence is
important, quality of engagement is also a
key aspect of this strategic intent. Hitachi
Data Systems has specific standards for its
potential partners to meet. “Partners carry
the value of our offerings to their clients,”
says Booysen. “It’s important that the best
services are presented to potential clients,
which means we need knowledgeable
partners who understand their industries
inside out.” To this end, a partnership with
Hitachi Data Systems is not a matter of
moving boxes. A lot of care is taken to
align a partner with Hitachi Data Systems’
future visions, and may involve helping
a partner build their business plan to
leverage Hitachi Data Systems’ roadmap.
“We don’t want to tell partners how to
run their businesses, but at the same time,
we don’t want to simply deliver products
and solutions and let the partners sort it out.
Both sides have specific strengths and we
can only take advantage of those if we work
on having them complement each other.”
The channel move benefits Hitachi
Data Systems by providing access
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to specialised verticals. Booysen
refers to markets such as healthcare,
telecommunications and media as large,
yet very specific, sectors served by
expert solution providers. The vendor’s
relationships with channel companies
focused on those verticals will give it
access to such markets.

VALUE FOR PARTNERS
But how do partners benefit? Booysen
admits many channels are saturated
with offerings, often because channel
players are expected to compete among
themselves for a supplier’s sake. Hitachi
Data Systems wants to sidestep this
element of channel politics, preferring not
to pitch its partners against each other.
Again, Booysen refers to the
distinctive knowledge and access
respective companies have to certain
markets: “Why have a handful of
companies focused on servicing a
specific vertical market and then expect
those companies to compete? It serves
everyone better if our partners in that
sector are confident in their position
and offerings, rather than worrying if
they’re selling more of our solutions than
company B down the street.”
The relationship needs to be mutually
beneficial. “If we can’t offer proper value
and positive growth, why would it be

attractive for partners to represent Hitachi
Data Systems in the channel?” he asks.
The vendor supports this partnership
with extensive training and rebate
opportunities, not to mention the strengths
of its own offerings. Hitachi Data Systems
has been a major force among resellers
and solution providers in other parts of the
world. It understands what partners look
for and strives to provide these. One of the
main benefits is that of skills transfers.
Today’s technology world is one of
close symbiotic relationships, so partners
want to benefit from the broad scope of
experience that Hitachi Data Systems has
built up over the years. Given its alliances
with top brands – ranging from hardware
to security and software-defined services
– this is a robust collection of knowledge.
Just as Hitachi Data Systems hopes to gain
access to key markets through channel
partners, those partners can expect similar
unique access to many of ICT’s biggest
and most ground-breaking players. That
means access to the latest developments

in the market and accessing the skill sets
that make those tick.
“When we talk about a value
proposition at Hitachi Data Systems, it’s
not a rands-and-cents thing. It’s about
what everyone brings to the table,” says
Booysen. “That only works well if we
give as much as we take. If our channel
partners are able to grow and expand their
prospects through us, then it just makes
it all the more possible to offer a superior
solution to clients.”

BUILDING THE CHANNEL
Still, despite the vendor’s clout, Booysen
admits that there is a lot of work to
be done: “Local IT resellers support
numerous vendors, so while Hitachi
Data Systems has a great reputation,
it’s important we make a value-based
proposition to potential channel partners.”
Likewise, Hitachi Data Systems ‘can’t just
focus on spinning disks’ says Booysen – it
has to help the drive for new accounts and
build channel businesses as it builds itself.

“One reason, why we’re so well
positioned globally, comes from a large
and loyal network of peers and partners.
Since acquiring Shoden, Hitachi Data
Systems can now use that same culture to
attract companies in South Africa.”
Its knowledge of the diversity
of channel partners means Hitachi
Data Systems has several partnership
programmes covering its associations
with vendors and resellers. For example,
its Technology Alliance Program allows
a business to engage with Hitachi and its
other partners around all aspects of the
solutions on offer. Hitachi’s True North
Partner Programme helps resellers interact
with the cutting edge of the Hitachi Data
Systems portfolio, coupled with marketing
systems and flexible pricing-models. It’s
a nod towards the individuality of the
channel and how success is not driven
by numbers, but that personal touch – a
touch that should not just begin and end
with the customer, but embraces the entire
Hitachi Data Systems ecosystem.
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At a glance
Hitachi Ltd.
• Hitachi Ltd. is the parent company to over 1 000 subsidiaries
across the world.
• Founded in 1910, Hitachi Ltd. is headquartered in Tokyo, Japan
and has approximately 326 000 employees.
• For the financial year 2012 (ending 31 March, 2013), Hitachi
Ltd. generated US$96.1 billion revenue.
• From that revenue, it allocates US$5 billion to its innovation
budget.
• Hitachi Ltd was ranked number 38 in Fortune’s Global 500.

• A wholly-owned subsidiary
of Hitachi Ltd., Hitachi Data
Systems has approximately

6
000
employees.

of the Fortune Global 100.

Hitachi Data Systems’ partners include:

Strategic Partners: APTARE, Brocade,
Cisco, CommVault, Emulex, IBM,
QLogic.
Healthcare: Carestream Health,
GE Healthcare.

Technology Alliances Partners:
Hitachi Content Platform: NICE
Systems, Open Text, Symantec.
Data Protection: FalconStor, IBM
Networking: Riverbed Technology,
Silver Peak, Virtual Instruments.
Hitachi NAS Platform: Arkivio,
CA Technologies, Symantec.

Contact details:

www.hds.com
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•

Wa (harmony)

•

Makoto (sincerity)

•

Kaitakusha-Seishin (pioneering spirit)

• Conducting business in
more than 100 countries and
regions, Hitachi Data Systems’
customers include more than

80%
Alliances: Microsoft, Oracle, SAP,
Symantec, VMware.

Hitachi spirit

Hitachi has three values that make up its ‘spirit’.
These are:

Tel +27 (0) 11 745 0100
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Hitachi Data Systems
offers solutions to meet the
IT strategies of:
• Business
continuity
• Data security
• Storage
economics
• Storage
management

• Storage
virtualisation
• Sustainability
• Unstructured data
management
• Deduplication

South African partners
•
•
•
•
•
•
•

COA
DataSciences
ETS
Intuate Group
ITGility
Mars Technologies
TSS-BSI

African partners
•
•
•
•
•

Computer Warehouse Group (Nigeria)
CompuTech (Kenya)
DataGroupIT (Nigeria)
EXI (Mozambique)
Seven Seas (Kenya)

Trevor Coetzee,
Channel and
Commercial Manager at
Symantec South Africa

We’ve Got Your Back(up)
Protecting your data is tougher than ever. That’s why
Hitachi Data Systems partnered with the information
protection leader.
What good is a data ecosystem when you
don’t protect one of your company’s most
valuable commodities? Bad things can
happen and your data is not immune to such
impacts. In fact, if any lesson is to be learned
from the mountains of bytes we all collect,
it’s that data has a habit of disappearing.
Even a data solution as robust and hardy as
that from Hitachi Data Systems would not go
far without the right partners to make sure
your information is secure, recoverable and
easily accessible.
Enterprise organisations want an endto-end solution from a single vendor to
solve their data protection and retention
problems. The rise in big data analysis and
the competitive advantage it brings has
made that data more valuable. Businesses
want to know their data is protected today
more than ever before. As a result, the need
to protect data is increasing along with
complexity, while budgets are decreasing.
With its extended agreement with Symantec,
Hitachi Data Systems can now provide the
best information management, software
and services by leveraging the combined
capabilities of the two companies.
“As data volumes surge, the value
of data continues to grow,” says Trevor
Coetzee, Channel and Commercial Manager
at Symantec South Africa. “The benefit of
a backup service is to protect against data
loss, while ensuring that it can be easily and
quickly accessed.”
Hitachi Data Systems selected Symantec’s
information management solutions because
of their proven reliability in helping customers
protect and store critical information inside
the evolving datacentre. Recently, the two
companies agreed to bring Symantec’s
NetBackup and Enterprise Vault services into
the Hitachi Data Systems portfolio, a boon
for customers who have sleepless nights over
their data redundancy.
“Symantec is rated as the global market
leader in information protection,” says Vic

Booysen, Hitachi Data Systems’ Channel
Director for Sub-Saharan Africa and South
Africa. “It’s critical for Hitachi Data Systems
to align and integrate our joint solutions
and leverage these strengths in the industry.
The synergies and strategic value we can
jointly realise in our region from this global
partnership are huge. This agreement
extends our partnership, enabling customers
to acquire a complete hardware, software
and services solution for their backup and
recovery and retention needs from Hitachi
Data Systems.”
The combination of Symantec Enterprise
Vault and Hitachi Content Platform gives
customers a common platform that
automates and manages data governance
requirements such as information retention
policies. This platform allows customers
to search and discover a majority of
unstructured data sets, including e-mail,
SharePoint, existing Enterprise Content
Management environments, file systems,
Instant Messenger and voice, which for
many of today’s customers currently exist
in physical and governance silos within the
business.
Together with Symantec Enterprise
Vault, Hitachi Content Platform allows IT
organisations to store, share, synchronise,
protect, preserve, analyse and retrieve file
data from a single system. The system is
more efficient, easier to use and handles
much more data than traditional file storage
solutions. Content Platform automates
day-to-day IT operations such as data
protection and readily adapts to changes
in scale, scope, applications and storage
and server technologies over the life of
data. The combined solution of Enterprise
Vault and Hitachi Content Platform enables
organisations to reduce overall storage
costs, reduce backup windows, and achieve
regulatory and corporate governance
mandates. This holistic approach helps
customers meet the challenges of rapid
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data growth and increases service level
requirements, while reducing data loss risk
and management costs.
Existing and prospective Hitachi Data
Systems customers can benefit from
the market-leading data protection and
recovery platform, Symantec NetBackup.
This joint solution for virtual environments,
applications, databases and servers across
heterogeneous environments, is now
available from a single vendor. It simplifies
acquisition processes, ongoing management
of contractual and service agreements, and
will help organisations save time and money.
“Today’s datacentres and their family
of services are increasingly elastic and
you need to ensure that the security
policy is embedded into the fabric of the
infrastructure, and follows applications
and devices as they move,” says Coetzee.
“Symantec has the ability to manage
heterogeneous environments, where many
different vendor solutions come into play.”
Symantec is a leader in the market and
has been a global partner with Hitachi Data
Systems for several years. This mindshare
with Hitachi Data Systems’ customers has
allowed Symantec to tailor its offerings to
the era of collaborative, end-to-end singlepoint solutions.
Together with Symantec, Hitachi Data
Systems now offers a fully integrated,
industry leading data protection and
archiving solution that customers can buy
from a single source and achieve a faster
time to value. It’s been tested, certified
and backed by Hitachi Data Systems global
support organisation to deliver the highest
levels of data integrity in an efficient, easy
to manage and optimised solution.
“Software-defined services are useless
if you can’t secure your data – it is a critical
part to any company’s foundation. Hitachi
Data Systems and Symantec’s partnership
puts an end to that headache and gets you
back to running your company, not worrying

