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Crossroads
of change
he copier has always been a
vital part of office life. Beside
it being an essential business
tool, it was often around the
printer that there was some
form of expletive-laced discussion about its
failure to print or scan a document.
And then we all went home, and our OKIs,
HPs, and Konica Minoltas fell silent, their
blinking lights from a forgotten print job the
only illumination in the darkened office.
It’s hard to get a picture of actual office
attendance nowadays, but anecdotally,
it seems that many businesses are still
following a hybrid model, with staff only at
the office on certain days, for a meeting,
for example. The roads are also quieter,
parking lots emptier. In many ways, we’re
still coming to terms with this great shift to
home work, and some have found it easier
to adapt than others. As I write this towards
the end of May, I read a Guardian story about
an employee at a tech firm in Taipei who
says there’s still a strong culture of mistrust
among her bosses. At the time, Taiwan was
heading into another strict lockdown, forcing,
as the article said, businesses to confront its
entrenched culture of ‘presenteeism’. As one
person was quoted as saying, Taiwan’s work
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culture is incapable of trusting
its employees.
The picture seems to be a little different
here, and it appears that many corporates in
South Africa are finding that staff are more
productive. I spoke to Marc Pillay, the CEO of
Konica Minolta in South Africa, who told me
that his wife, who works in HR at a major bank,
has not set foot in the office since the first
lockdown last year.
One measure of this shift is that there's a lot
less printing going on. In the media industry,
and particularly in newspapers and magazines,
printers used to be humming the whole day as
editors, layout and graphics people, as well as
sub-editors, lined up to collect pages of copy
from the machines. The belief was that you
could only proof a page ‘on paper’, and that
somehow it was easier to spot discrepancies
and mistakes. This, in fact, has turned out not
to be true, and it’s just as easy to spot a typo
on screen as it is when printed. That was just
the way it had always been done. But still,
as you’ll read in a couple of articles in this
issue, printing is not dead; in fact, it’s making
something of a comeback. What Konica Minolta
has realised, and doubtless the other vendors,
is that there’s now an opportunity to manage
the digital workflow in a company.
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You’ll also read about how the world of
events and conferences has changed, and
how it’s much easier, though perhaps not as
satisfying, to attend conferences online. It’s
certainly easier for the speakers, but perhaps
not as lucrative. And I do wonder about the
global hospitality industry.
Meanwhile, we use less petrol and spend
less time getting to, and preparing for, the
office. I think we’re more efficient. But it’s not
all good news. Many people have lost their
jobs, and those who remain are probably
working harder. We know the world has
changed, but we’re only just getting to grips
with what it means.
Matthew Burbidge
Editor
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Solving customer challenges
through a strategic partnership
As the global Covid-19 crisis began to unfold, businesses found
they had to dump virtually everything of importance onto
cloud infrastructure, almost overnight.

A

lthough organisations had
been toying with the notion
of digital transformation and
the cloud for some time, due
to its ability to allow remote
access to critical business information, they
suddenly found themselves forced into a position of do or die.
For enterprise IT leaders, the situation represented a once-in-a-generation opportunity
to accelerate positive change. The lessons
learned from this period must be embraced
and applied to create enduring resiliency and
agility that goes way beyond remote working and collaboration.
According to Dimitri Tserpes, CTO at
Mustek, the ‘fear factor’ around cloud has
now broken down and, based on their own
experiences, offers a fresh perspective on
its place as a strategic technology. Remote
workforces have also benefited from a more
positive assessment of their contribution,
adds Dimitri, with many companies having
reported increases in productivity and cus-

tomer satisfaction scores during this period.
“From a South African perspective, Huawei SA has made investments in the country, even while its competitors are slowing
down in this space, due to the recession.
Moreover, through its partnership with
Mustek, it offers the ability to solve customer challenges even before expecting them
to purchase anything,” states Michael Langeveld, Vice President Africa Cloud Business at Huawei.
“Huawei also provides training and certifications for customers and partners, at
its own expense. This is vital, because it is
imperative to ensure there are enough skills
in the market to help grow the economy as
a whole. Mustek, through its training arm
academy, Mecer Inter-Ed, is the vehicle
with the capability and skills set to deliver
this training locally.”
Most crucially of all, South Africa is the
gateway to Sub-Saharan Africa, boasting the
most modern and extensive infrastructure
on the continent, including Africa's largest

submarine cable system, as well as the most
advanced ICT infrastructure. It is for this reason that Huawei sited a datacentre in South
Africa, as this delivers Huawei cloud services
to customers throughout Southern Africa, as
well as further afield on the continent.
“Mustek, as Huawei’s local distribution
partner, brings to the table a range of highly
skilled engineers, presales experts and sales
executives, who can assist customers with
the correct technical know-how. Beyond
this, they help on-board the reseller, provide
training, help with configurations, quoting,
access to events and training, not to mention providing a marketing service for the
reseller. Essentially, Mustek can make available everything they require to help them
learn, grow, and promote their business as
part of the Huawei ecosystem.
“The Huawei Cloud platform, delivered
via Mustek, also affords small and medium
enterprises the opportunity to compete
head-on with their much larger competitors. This is because they are now more
agile and able to deliver services that the
market is crying out for, at a much more affordable price point.”
Often, SMEs have exciting and impactful solutions, says Donna Mostert, Huawei
Line of Business Manager at Mustek, and the
Huawei Mustek team helps them to market
these, providing the valuable backbone that
can support them to overcome any and all
hurdles.
“The Huawei Mustek team offer the twofold benefit of providing technology that is
state of the art and at the forefront in terms
of innovation, as well as ongoing investment
within and in support of their partner base.
“Moreover, thanks to significant ongoing
R&D and investment in new ICT technologies such as 5G, AI, and cloud, Huawei and
its partner Mustek are well-positioned to
fully leverage the collaborative advantages
of new technologies to accelerate product
innovation, industry digitisation, and intelligent development,” concludes Donna.

To learn more contact Huaweisales@mustek.co.za | +27 11 237 1000
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Setting the scene

This won’t hurt a bit
The pandemic has changed how we live and work, and while
some might be enjoying the work-from-home routine,
there are downsides.
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By Matthew Burbidge

I

»
'Teleworking has
become the norm,
often blurring
the boundaries
between home
and work.'

»

t is now roughly a year and
six months since China first
reported a small number of
cases of Covid-19 in Wuhan.
How very long ago that feels.
How did the channel respond? Some channel
players have made a lot of money, at least
in the UK, and a report says the average
margins paid to IT suppliers during the
pandemic were up to five times higher than
just before it. Part of the story is there was
a break in the global supply chain, and one
from which many in the channel have not
recovered. This is true all over the world,
but particularly for countries that are off
the beaten track. This, in turn, led to panic
buying. MSP Probrand told the UK’s
The Register that it had analysed $6.6 million
in hardware bought by businesses in the
three months before the pandemic began,
and then compared these to the rest of the
year. It found the average margin was at just
over 50% during the pandemic, compared to
9.4% in the period before.
One example given is a Logitech wireless
mouse and keyboard that cost the supplier
roughly R270, and that was sold to the
government for over R2 000. This, at
least, should come as no surprise to South
Africans, with the seemingly daily news of
public sector impropriety. I wonder when a
similar study will be carried out here?
In that year and six months, what have you
learned? Has your workload increased, and

An Ipsos survey shows that 56% of
respondents report an increase in anxiety
of job security, 55% say they are under
stress because of changes to work
routines, and half say they’re struggling
to maintain a work-life balance.
what kind of support have you received from
your firm?
The World Health Organisation reports
that working long hours is killing hundreds
of thousands of people a year through
stroke and heart diseases. WHO and the
International Labour Organisation say that
in 2016, about 745 000 people died as a
result of working at least 55 hours a week.
Quoting from the report, CNN said on May
17 that most of the deaths were recorded
among those aged 60 to 79, and who
had worked at least 55 hours a week
between the ages of 45 and 74. Most
were men, accounting for 72% of deaths,
it said.
WHO says the longer working hours will
have two effects, the first of which is that
working too long can trigger a physiological
response in the cardiovascular system, as
well as lesions. The other effect will be seen
through a rise in self-harming behaviour,
such as a poor diet, lack of exercise, poor
sleep, and more smoking and drinking.
And this was true before the pandemic.
NordVPN said it had done a survey
among people now working from home in
the UK, Austria, Canada and the US, which
showed they’re working an average of
two-and-a-half hours more each day. As the
WHO director-general puts it, teleworking
has become the norm, ‘often blurring the
boundaries between home and work’. Does
that sound familiar?

A battlefield

WHO formally recognised burnout syndrome
in 2019, but only as something brought
on by an occupation, and not as a medical
condition.

According to The New Yorker, the
term ‘burnout’ was coined by Herbert
Freudenberger, who escaped from Nazi
Germany and moved to the US. He started
a free clinic in New York in the ‘70s, and
worked there after he had finished his
dayjob. It wasn’t long before he was burned
out. The term has since spread to all facets
of US life and business, but again, this was
long before the pandemic. The New Yorker
says burnout is a combat metaphor, and
since at least the time of Reagan, work
has for some people come to feel like a
battlefield.
Gartner, for its part, said in a blog from
January that technology workers have
been thrust into the spotlight, but these
overstretched employees are at risk of
stress, and, yes, burnout.
Rob O’Donohue, a senior director analyst
in CIO leadership, culture and people, said
the pandemic was leading to more stress,
isolation and anxiety. We’re also spending
more time looking at screens. He quotes
an Ipsos survey that shows that 56% of
respondents report an increase in anxiety
of job security, 55% say they are under
stress because of changes to work routines,
and half say they’re struggling to maintain
a work-life balance. Forty-six percent say
they’re less productive.
What can be done? O’Donohue says
leaders, managers and employees need
to take stock of themselves and others,
and pay attention to, among other things,
a feeling of depletion or exhaustion,
reduced professional efficacy, poor sleep,
disillusionment about work, or headaches or
stomach or bowel problems. Now do any of
those sound familiar?
Q2 2021 |

5

UPFRONT

Industry watch

Booth’s
bulletpoint
bulletin
Compiled by Paul Booth & Adrian Hinchcliffe

ICT industry consultant Paul Booth keeps you abreast of the deals and developments
in the local and international space.

International deals

• Accenture has, yet again, made a number of acquisitions: Businet
System, a company that develops and operates Salesforce Commerce
cloud-based ecommerce sites in Japan; UK-based Edenhouse to support
clients in their digital transformation needs; Infinity Works, a cloud and
digital transformation consultancy; Future State, a change management
consulting firm; UK-based Cirrus, a leadership and talent consultancy
firm; fable+, a consulting firm specialising in analytics; GRA, an Australianbased supply chain and logistics consulting firm; REPL Group, a UKbased technology consultancy specialising in solutions for supply chain,
workforce management, store operations and retail customer experiences;
Core Compete, a cloud analytics services firm; and change management
consultancy Root. Accenture also announced it will acquire Imaginea,
Cygni, Pollux and Openminded, as well as investing in Touchcast, and
Nigeria-based fintech company Okra.
• Akamai Technologies will acquire Canada-based Inverse, a provider of a
data repository and algorithms capable of identifying IoT, mobile and other
device types.
• Amazon bought Selz, an Australian ecommerce company.
• Apple purchased Finland-based Curious AI, a core AI startup.
• Atos Group bought Canada-based Processia, a product lifecycle
management integrator, and Dassault Systèmes Global Service Partner;
UK-based Ipsotek, an AI-enhanced video analytics software provider; and
German cybersecurity firm Cryptovision.
• Autodesk has signed a definitive agreement to acquire Innovyze, a global
leader in water infrastructure software for $1 billion, and Upchain, a
provider of cloud-based product lifecycle management and product data
management solutions.
• Bentley Systems has agreed to acquire Australia-based Seequent, a
geophysical modelling software developer for $1.05 billion, and E7, an
Australian leader in field-based construction delivery software for heavy
civil construction. Bentley’s The Cohesive Companies bought Ontracks
Consulting, an implementer of IBM Maximo.
• Box is to acquire SignRequest, a cloud-based electronic signature
company.
• Deloitte is acquiring The Working Group, a digital consulting firm.
• Dropbox has entered into a definitive agreement to buy DocSend, a secure
document sharing and analytics company.
• Eaton bought Switzerland-based Green Motion SA, a designer and
manufacturer of electric vehicle charging hardware and related software.
• Fortinet bought cloud and network security startup ShieldX.
• Hitachi will buy GlobalLogic, a digital engineering services company for
$9.6 billion.
• HPE purchased CloudPhysics, the provider of an AI-based hybrid cloud
assessment tool.
6
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• IBM acquired Taos Mountain, a multicloud consulting company and
myInvenio, a process automation software maker. It has also agreed to
acquire Turbonomic, a provider of software that helps companies monitor
the performance of their business applications, for over $1.5 billion.
• Ingram Micro acquired Harmony Business Systems, developer of the
HarmonyPSA platform that brings automation, management, billing,
ticketing, customer relationship management and related services to MSPs.
• Kaseya bought RocketCyber, the provider of a managed security
operations platform.
• KKR has signed an agreement to acquire Ensono, a global IT services
provider, and has led a $500 million investment in Box, a cloud services
provider.
• Microsoft is to acquire Nuance Communications, an AI and speech
technology company, for $19.7 billion. It also announced it has acquired The
Marsden Group, which provides rapid prototyping services.
• McAfee will sell its enterprise business to a consortium led by Symphony
Technology Group ($4 billion).
• NCR acquired Terafina, a solution provider for customer account opening
and onboarding across digital, branch and call centre channels.
• Nuance Communications bought Saykara, a startup focused on developing
a mobile AI assistant to automate clinical documentation for physicians.
• Panasonic Corporation will buy software firm Blue Yonder, for
$6.45 billion.
• Performanta purchased UK-based Identity Experts, a Microsoft Gold
Security Partner and identity and access management specialist
consultancy.
• Proximus purchased BICS from Swisscom (€110 million) and MTN.
• SAP bought AppGyver, a specialist in no-code development platforms.
• ServiceNow has signed an agreement to acquire India-based Intellibot, a
robotic process automation company.
• Silver Lake Partners has agreed to purchase a minority stake in Abu
Dhabi-based Group 42, a creator of cloud computing infrastructure ($800
million). It also invested in Relativity, a legal and compliance software
maker.
• Snap bought Fit Analytics, a German apparel size-recommendation engine
that helps online shoppers virtually find the right clothing size.
• SoftBank Group invested a 40% stake in Norwegian robotics company
AutoStore ($2.8 billion) and in Redis Labs, a real-time cloud analytics
platform firm.
• Synnex and Tech Data will create the world’s largest IT distributor through
their $7.2 billion merger, which will be led by Tech Data’s CEO Rich Hume
and 55% owned by the former.
• Tech Mahindra purchased DigitalOnUS, a hybrid cloud and devops
services provider ($120 million); a 70% stake in Perigord, a supplier of
consultancy and labelling artwork solutions to the pharmaceutical industry;

•

•
•
•
•
•

•
•
•

and Eventus Solutions Group, a provider of end-to-end customer
engagement solutions.
Private equity firm Thoma Bravo acquired RealPage, a software
provider for the rental housing industry ($10.2 billion); cybersecurity firm
Proofpoint ($12.3 billion); and Calabrio, a customer experience intelligence
company. It will also acquire online trading services provider Calypso
Technology and invested in Applitools, a provider of visual testing and
monitoring software ($250 million). Thoma Bravo’s Quorum Software
will merge with Aucerna, a provider of integrated planning, execution and
reserves software for the energy industry, and acquire TietoEVRY's entire
oil and gas software business. Also, Thoma Bravo’s ConnectWise bought
Service Leadership, a data-driven TSP consulting firm.
Twilio has made a $750 million investment in Syniverse Technologies, a
telecommunications services company.
UiPath bought Cloud Elements, a US interconnectivity specialist.
VMware plans to acquire Mesh7, a company that secures cloud-native
applications and microservices by monitoring application behaviour at the
API level.
Warburg Pincus bought Infinite Electronics, a supplier of components,
assemblies and wireless and wired connectivity solutions.
Wipro has reached an agreement to acquire Capco, a UK-based
technology and management consulting firm ($1.45 billion), and will also
acquire Ampion, an Australia-based provider of cybersecurity, devops and
quality engineering services.
Wix acquired SpeedETab, an ordering technology provider.
Xero is to acquire Planday, an employee scheduling software company
($284 million).
Xerox purchased Canada-based Groupe CT, an independent document
management provider.

International developments

• Alkeon Capital and Coatue led a $750 million investment in UiPath, which
creates robotic process automation software.
• Atos has pulled out of its bid for DXC.
• Dell Technologies plans to spin off its majority stake (81%) in VMware in a
move that will create two companies as standalone entities, in a deal worth
about $9.7 billion.
• IBM has announced that its managed infrastructure services business,
which it plans to spin off into a public company later this year, will be called
Kyndryl.
• JD.com has made an $800 million investment in Dada Group, an ondemand delivery platform, following which the ecommerce firm will own
51% of Dada.
• LG Electronics will wind down its loss-making mobile division.
• Nokia has settled a multi-year patent fight with Lenovo Group, resolving all
pending litigation across all jurisdictions.
• The US, UK and EU are probing Nvidia’s $40 billion acquisition of Arm.

Big tech

• Apple has been charged with abusing its dominant position in the musicstreaming market by imposing restrictive rules on the App Store, in a
landmark move by European Union regulators.
• Australia’s parliament has passed a law to make Google and Facebook pay
media companies for content on their platforms in reforms that countries
such as Britain and Canada are looking to replicate.
• Britain's competition regulator has opened an investigation into Apple after
complaints that its terms and conditions for app developers are unfair and
anti-competitive.
• China's government has asked Alibaba Group to dispose of its media
assets. Chinese regulators have also fined Alibaba $2.8 billion for abusing
market dominance.
• Facebook’s acquisition of GIF site Giphy will face an in-depth investigation
from antitrust regulators, after the social media giant failed to make
concessions to address competition concerns; Ireland's Data Protection
Commission launched an inquiry into the company after a dataset
reported to contain personal data relating to 533 million Facebook users

worldwide had been made public.
• Fortnite creator Epic Games’ legal fight with Apple over its App Store
payment system and control over app downloads continues to intensify.
In addition to a case in the US, Epic Games has also lodged a case with
European Union anti-trust regulators.
• The US Supreme Court handed Google a major victory, ruling that its use
of Oracle's software code to build the Android operating system did not
violate federal copyright law.
• A US jury has ruled in favour of Intel in a $1.3 billion patent infringement
lawsuit filed against it by VLSI Technology.

Local deals

• Acronis, a global leader in cyber protection, acquired Synapsys, its longtime partner located in Cape Town.
• Alaris has agreed to acquire UK-based Linwave Technology, a provider of
novel custom RF and microwave products across multiple markets
(£3 million).
• Altron acquired Etion’s LAWtrust, a digital signatures services company
(R245m).
• Dimension Data bought Acacia Cloud Solutions, a cloud implementation
specialist that works closely with Amazon Web Services.
• MetroFibre, the fibre company, is buying Link Africa’s fibre-to-the-home
network in Gauteng and KwaZulu-Natal.
• Telemasters reached an agreement to purchase the remaining shares of
ConexLink it doesn’t already own (R3.92 million).

Local developments

• The battle for control of Adapt IT continues. The group is rebuffing offers
from Huge Group, in favour of Canada’s Volaris. Adapt IT’s CEO Sbu
Shabalala has also taken extended leave of absence during the period, to
deal with ‘personal matters’.
• Cartrack Holdings has been delisted from the JSE, and Karooooo listed
on the JSE.
• Snyk, a cloud-native application security company, is launching officially in
South Africa.

African developments

• Airtel Africa African Infrastructure Investment Managers, one of the
continent’s largest infrastructure-focused private equity fund managers,
together with the management team of the new Onix Data Centres
platform, have acquired a majority stake in Ngoya Etix DC (Ghana), a
carrier-neutral datacentre.
• Africell has emerged as Angola's fourth mobile operator.
• BUI acquired M2M Systems, a cloud solutions provider and fellow
Microsoft partner organisation based in Kenya.
• Convergence Partners has entered into an agreement with Nasdaq-listed
Inseego to acquire 100% of Ctrack’s operations in Africa and the Middle
East.
• Mastercard will invest $100 million in Airtel Africa’s mobile money
operations.
• The METISS submarine cable connecting SA to the islands of Madagascar,
Reunion and Mauritius has gone live.
• Millicom is pulling out of Africa, as the group shifts to a sole focus on Latin
America and has agreed to sell its Tanzania operations to Madagascarbased pan-African operator Axian. While, the Ghana government will
acquire 100% of AirtelTigo, Bharti Airtel’s ailing joint venture with
Millicom International Cellular SA, along with its customers, assets and
liabilities.
• Telecom Egypt plans to launch a new submarine cable to span the outline
of the African continent. The Hybrid African Ring Path (HARP) is expected
to be ready for service by 2023.
• Twitter will open its first African office in Ghana.
• The Zambia Information and Communications Technology Authority
has awarded a fourth mobile phone operator licence to Beeline Telecom, a
wholly-owned local company.
Q2 2021 |
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First Distribution offers the Dell PowerEdge Servers
and VxRail HCI Series modern platforms.
In 2016, Dell EMC launched its first (HCI) Hyperconverged platform, the
VxRail series, which took the world by storm.

Andre Human, First Distribution’s
Dell Technologies Brand Executive

D

ell Technologies has taken
these servers into a whole
new realm, with more costeffective solutions, better
economies of scale and fully
managed integration points across all layers with their new Dell PowerEdge Server Technology.
With joint engineering between VMware and Dell Technologies, it now
means a seamless and optimised hyperconverged experience, accelerating
datacentre modernisation or deploying
hybrid cloud, VxRail HCI Platforms enableing continuous innovation. The deep
integration and simplicity of the VxRail
HCI system software, coupled with the

performance of these next-generation
PowerEdge servers provides an ideal platform across core, edge, and cloud.
First Distribution has always been
the #FirstChoice with Dell Technologies Server and HCI point of contact and
has many years of experience with the
brand as well as in-depth knowledge of
design, architecture and deploying the
right solution.
Andre Human, First Distribution’s Dell
Technologies Brand Executive, says the
VxRail series is not a commodity product like client devices and “Solutions are
built to order, based on the specific client
requirement, application needs, performance and scalability.
“Using Dell’s Live Optics, we are able to
analyse the client’s data to match against
requirements of the solution to ensure
scale and fit for purpose solutions. Due to
the current shortages, the PowerEdge and
VxRail systems are available without any
delays. First Distribution offers live POC’s
with their inhouse VxRail platforms and
offer large quantities of PowerEdge Servers in stock!
“The bottom line is that with any datacentre, service is at the core and a poor
user experience is simply not an option.
All Cloud forms require compute, and
the Dell PowerEdge servers are ideal
and equipped with modern technology,
self-healing, pro-active support and scalability.
“Dell spends billions of dollars on R&D
and one way this is evident is with nextgeneration PowerEdge Servers, in the
new thermo cooling systems. Power and
cooling can have a huge impact on costefficiency, performance and the ability to
operate on a smaller footprint.”

Geographic footprint
Human says that everyone is using digital transformation in some form or manner as they must be more efficient, agile
and offer A-Class customer support. Advanced functionality and integration is
the way business and the world is going.
He says the Dell PowerEdge and VxRail
Platforms range meets defined requirements such as towers, racks, modular
and rugged servers for demanding environments.
“Dell caters for everything, from Small
to Large, Blades to Scale-Out and even
Specialized Systems, with full support
and integration into Public Cloud providers like Azure, AWS, Microsoft and
other platforms. The brand sells itself
and is #1 in global infrastructure players.
It is particularly noteworthy that Dell
Technologies is known for going above
and beyond in terms of support and after-sales service –far beyond any other
manufacturer.”
As First Distribution, Human says the
company makes Dell Technologies products accessible to small, medium and
enterprise businesses by providing Infrastructure-as-a-Service, removing the
need for CAPEX spend.
“We provide the bricks and mortar as a
service with a structured repayment plan
so that companies can still have the full
benefit of a server infrastructure without
significant capital spend,” he says.
“The advantages of buying through
First Distribution are numerous, not least
its geographic footprint. We have a presence across Africa, with 12 regional offices. First Distribution have 35 years of
experience in datacentre requirements
global brands.

To find out more, please visit dell.technologies@firstdistrbution.com
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BY TRACY

BURROWS

Lost in
cyberspace
There are now more virtual meeting apps
that you can shake a stick at, which can
sometimes lead to missed connections.
’ve noticed lately that because
I use Gmail, when I send out a
request for a virtual meeting
in, say, Zoom or Teams, Google
sneakily adds a Google Meet
option into my invitation. This option directs
recipients to another meeting in a different
virtual place, where they might sit unattended
for several minutes while I idly await them
in the meeting room I intended for us to
meet in. I then have to open two meeting
apps and go searching for my contact who is
lost in cyberspace. It’s becoming confusing,
and verges on chaotic when two of the four
participants went to the Google Meet room
while the other two are making small talk in
the Zoom room.
No sooner had we all become accustomed
to dealing with just a handful of common
online meeting platforms, than a plethora
of new options went mainstream. Now, you
need to check at least half an hour before a
meeting where it will be and whether you’ll
need to install a new app in order to attend.
I recently enjoyed the secret satisfaction
of being fastest on the draw when I had
to unexpectedly install RingCentral in
two minutes to join a meeting, while my
colleagues helplessly emailed to say they
were battling to install the app and enter the
room. Half an hour later, they had given up
and the meeting was over. Complaining about
it on social media turned up the news that
there are masses of common online meeting

I

invited participants from
entering. The really cautious
enterprises will have an
app that demands your
email address, a supremely
creative password and a
participant code, hangs for
five minutes, then declares
you and your new password
undesirable and kicks you
out. Should you successfully
enter a meeting room in an
unexplored domain, you’ll
also have the fun of trying
to find mute/unmute, video
off, share screen and see
participants, all while trying
to maintain that even tone of
voice that says you’re in control of your app
situation.
Mark my words, this is going to get worse
before it gets better. Soon everyone will
know exactly why people are rushing to end
a meeting 38 minutes in (they didn’t spring
for the pro version), we’ll be finding V2 of the
meeting app doesn’t talk to V3, and we’ll all
be dodging animated ads mid-meeting and
searching for each other in the maze that will
be the online meeting landscape.

"Now, you need to check at least
half an hour before a meeting
where it will be and whether
you’ll need to install a new
app in order to attend."

places now, and if you’re in calls all day, every
day, and you want to be on time for your
conference, you’d best have them all and
learn to import your calendars from one app
to another.

Online maze

There’s Zoom, Microsoft Teams, Skype,
Slack, BigBlueButton, BlueJeans, AWS
Chime, Whereby, GoToMeeting, Cisco WebEx,
RingCentral, Blackboard Collaborate, Zoho
Meeting, Starleaf, Jitsi Meet, Glip Pro, Spike,
RemoteHQ, Zhumu, Talky, Jabber, join.
me, Houseparty and any number of inhouse large enterprise meeting platforms
that are so secure, they effectively block

TRACY BURROWS is a freelance IT and
corporate writer and a long-time contributor to all
of ITWeb's platforms.
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Figuring it out

A roundup of the latest industry forecasts, statistics, trends and predictions.
Compiled by Paul Booth & Adrian Hinchcliffe

What’s up?
60% of CEOs anticipate an economic boom, rather than
stagnation (40%) in 2021 and 2022, according to a CEO
survey by Gartner.

Worldwide IT spending is projected to total $4.1 trillion in 2021,
an increase of 8.4% from 2020, says Gartner.

What’s down?
The worldwide semiconductor shortage is only expected to
recover to normal levels by the second quarter of 2022,
says Gartner.

The number of DDoS attacks dropped by 29% in Q1 2021,
compared to the same period in 2020, finds Kaspersky.

IT

PC

Worldwide PC shipments grew 32% in Q1 2021, says Gartner.

Worldwide semiconductor revenue grew to $464 billion in
2020, an increase of 10.8% compared to 2019, says IDC.

47% of South African organisations have been affected by
ransomware in 2020, finds a survey by Mimecast, that’s a
20% increase on the previous year.

The smartphone market is recovering, with 25.5% year-onyear growth in Q1 2021, amounting to nearly 346 million
devices shipped during the quarter, says IDC.

Worldwide spending on information security and risk
management technology and services is forecast to grow
12.4% to reach $150.4 billion in 2021, forecasts Gartner.

$

Tablets and Chromebooks grew strongly in Q1 2021, with
tablet shipments up 55.2% year-on-year (39.9 million
units), while Chromebook shipments reached 13 million units,
up from 2.8 million in Q1 2020, a growth of 357%, says IDC.

The South African online retail market grew 66% in 2020,
reaching R30.2 billion, says World Wide Worx.
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Fast Facts
South Africa was among the most affected countries in a leak of
more than 530 million compromised Facebook profiles, and
14 323 766 were South African, finds Surfshark.

The top three drivers for companies to shift to the cloud
are: businesses demanding more agility and/or speed from
IT (59%); modernisation and replatforming (38%); and
functionality or services only found in cloud offerings (31%),
finds a survey by IBM and ITWeb.

14% of PC users in South Africa are still using the end-oflife OS Windows 7, finds a Kaspersky survey.

With 59% of SA workers agreeing that ‘traditional
employment won’t be around in the future’, 94% say they
are ready to learn new skills or completely retrain in order to
remain employable in the near future, finds a PwC survey.

While 52% of South African workers are happy
for their employers to use technology to monitor
their performance at work, 50% wouldn’t give their
employers access to their personal data, such as social
media, says PwC.

Inside
the channel
BY KIRSTEN

IN FOCUS

COLUMN

DOYLE

Digital transformation
opens doors for
channel players
Digital transformation has never been more important,
and signals an opportunity for the channel.
here’s no doubt that digital
transformation, and with it the
ubiquity of cloud, have begun
the erosion of the traditional
ICT channel as the primary
interface to the customer. The digital economy
is unquestionably a buyer’s market, where
business is gained or lost on the number of
clicks it takes to make a transaction.
Concurrently, the growing number of
touchpoints, including connected devices and
online platforms, is also shifting the authority
to new incumbents, driving multilayered
competition. The days of box dropping are
long over, and those channel players wishing
to thrive must move with the times, and
actively manage their participation in the
changing ICT ecosystem.
What makes the difference between
success and failure right now is not only the
ability of channel players to understand how
each disruptor will affect their business, but
the ability to incorporate these disruptors into
their existing business strategy, and use it to
their advantage.
For many South African businesses, the
digital transformation journey is in its infancy,
with the majority looking to their reseller and
other channel partners to help them unlock
the value of digital investments, and here lies
a strong opportunity for the channel to add
value along each link of the chain and across
every part of the customer journey.
After all, the biggest problem with digital
technologies is the initial complexity they
create for the business. Channel partners

T

that can help businesses manage these
complexities will create a much-needed niche
in the market for themselves.

Superior customer experience

We have also just witnessed most of the
globe shift to working from home (WFH),
forcing many of them to fast-track their
digital journeys, and businesses need help
with this transition. Many are still reeling

The mass exodus to WFH
environments has put IT
teams under tremendous
pressure, opening the door
for the channel to step in.
from the hit they suffered in trading over
lockdown and the loss of income. Most
organisations have had to rethink their
strategies, investments and business
costs in order to remain afloat. However,
Covid-19 also opened a few doors for savvy
businesses.
The mass exodus to WFH environments
has put IT teams under tremendous pressure,
opening the door for the channel to step
in. Channel players that can offer a full

range of services, including consulting,
implementation, optimisation and support,
across the full spectrum of organisations’
most pressing needs, such as digitisation,
information security, hybrid and multicloud,
automation, and analytics, will find
themselves with more work than they can
handle.
Providing a superior customer experience
has always been key to a successful
business, and nowhere is that more
true than in our new digital economy,
where it is becoming a win-or-bust
factor for success. In fact, studies
reveal that customer experience has
become more important than price
and product, and is the main brand
differentiator.
Digitisation shows no signs of
slowing down, which is why I don’t
think the channel has much to
fear. Sure, increased competition,
shrinking margins, and growing
expectations will challenge the
channel this year and into the future,
but the resellers and distributors that thrive
will be those that can step up and help
their customers harness all the benefits
digital transformation has to offer. They will
reinvent their value propositions to address
these changing times.

KIRSTEN DOYLE is a consulting editor at ITWeb
with a special interest in cybersecurity. Follow her
on Twitter on @KirstenDoyle.
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IN FOCUS

Subscription models

The buyer is changing.
Are you ready?
The subscription-based model for the consumption of
technology and services is on the rise. How does the channel
leverage the subscription to deliver value?

By Tamsin Oxford

T

This was a fact recognised by Adobe, the
Dr Livingstone of the software subscription
model, long before the giants. The company’s
move to subscriptions cemented its growth
strategy in a future that was already rapidly
walking away from the dropped box, a future
described by the CEO of Zuora, Tien Tzuo, as
one where ownership is dead. Adobe’s move
was rapidly adopted by other organisations
that recognised the value of subscription,
including Microsoft, Google, Amazon, Oracle,

Salesforce and Nutanix, among many other
technology giants.

Greener grass

The 2021 Zuora Subscription Economy
Index (SEI) revealed a verdant land where,
quite possibly, the grass is greener for those
companies that can fully realise the potential
of the subscription model. The model has
grown more than 435% over the past nine
years and those businesses within the SEI

»

he subscription-based model
has been around for years,
from gyms to networks to
magazines. Today, demand
for this pay-for-consumption
model has escalated. Consumers can now
dip their toes into Netflix, Amazon, Apple
and Google, just to name a few. Businessto-business (B2B) organisations get to
toast their toes by the warm fires of the
subscription model that allows them to
deliver customer service and innovation on
demand with a chunk of guaranteed income
in their pocket every month.
The transaction of the subscription model
is only in the first 30 days, thereafter, it’s a
recurring cost generated by value delivered
and services provided. The model allows
for both customer and service provider to
shift and pivot on demand, within budget
and changing business structure. As the
Accenture report ‘Cornerstone of Future
Growth’ points out, 76% of business
leaders believe that business models will be
unrecognisable in the next five years and this
change is playing no small role in the move
from lock-in and complexity to subscriptiondriven simplicity.

Salesforce started just over 20 years ago
and it’s very likely they’re going to beat
Dell, IBM and Cisco to a trillion-dollar
valuation just because of this model.”
Jay McBain, Forrester
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World Wide Worx and CG Consulting:
Bringing African data to the world for
over a decade
Analyst house World Wide Worx’s research reports have become the
mainstay of the ICT industry in South Africa and Africa, offering
valuable insight into market shifts and technology usage.

Arthur Goldstuck,
MD of World Wide Worx

B

ecause effective research results can only be achieved
through effective data gathering and analysis, especially
in Africa’s emerging markets
where existing data is hard to come by,
and even more so in the technology sector across the continent, World Wide
Worx uses the services of CG Consulting in
order to obtain the accurate, verified data
on which many of its analyses and reports
are based.
This partnership has been providing
data to – and on – the African ICT sector
for over a decade now. While World Wide
Worx designs the research, compiles the
questions and analyses the results, CG Consulting is responsible for the logistics of the
data collection.
CG Consulting is a specialist lead generation and outsourced telemarketing service
provider with extensive experience in Africa and its sister company Database360
owns comprehensive B2B databases of
companies, in all sectors, focusing on ICT
designations across the African continent
and uses its up-to-date contact lists in order

www.cgconsulting.co.za

to obtain correct and verified responses.
According to Arthur Goldstuck, MD of
World Wide Worx, this long-term relationship has been particularly effective
because of CG Consulting’s understanding
of the African economies surveyed, as well
as its comprehensive databases. “Outsourcing the data collection and telemarketing
portion of our research offers faster results
and allows us to focus on our core areas of
expertise: research design, interpretation
and key conclusions. When it comes to
research across African countries, where
collecting data poses its own unique challenges, CG Consulting’s expertise has been
invaluable,” he adds.
“We pride ourselves on quick turnaround times and accurate data, both of
which are essential to the success of any
research project. Speaking to the right
people, obtaining the correct responses to
the questions, and doing it within the timeframes needed for the research is essential,” says Louise Robinson, Sales Director
of CG Consulting.
“While we are living in the age of instant
messaging and digital communications, direct calling is still essential to the success
of any research project. You can’t just send
out an e-mail and expect to get a response
with the requisite information. In fact, few
people respond to e-mailed questionnaires
at all.
CG Consulting has partnered with World
Wide Worx on surveys in 15 African countries covering respondents including SMEs
and corporate. The company has worked
with World Wide Worx on specialised surveys such as Digital transformation, Mobility and SME surveys. Over the years, the
two companies have partnered on research
for the likes of Africa Com, Google, Syspro,
Dell, Cisco and VMWare.
“Research in Africa requires specialist
knowledge because of its unique conditions, multitude of languages, time differences and cultural differences,” says
Goldstuck. “Getting hold of people can be

Louise Robinson,
Sales Director of CG Consulting
problematic, and knowing how to ask the
questions is also vital. CG Consulting has
the trained specialists, experience and
knowledge of Africa that is required to
make our research projects a success, and
we have seen great benefit partnering
with them.”
Robinson explains that CG Consulting
employs a manual process of contacting
each respondent and asking questions
because that provides faster results than
gathering e-mail responses. In addition,
because the surveys are conducted in
emerging Africa, the data and information is constantly changing, so making
the phone calls is essential to ensuring
accurate results.
“We continuously keep our fingers on
the pulse and look forward to seeing the
evolution of the African market place in
future surveys,” she concludes.

IN FOCUS

Subscription models

>> LEARNING TO LOVE THE
SUBSCRIPTION MODEL
Lisa Strydom, manager of
channel, Africa, Veeam Software:
“Subscription-based models create
recurring revenues for the channel. It
gives them a reason to have ongoing
discussions and initiatives with endusers. It also allows for flexibility
for customers and greater agility in
how they utilise our software in their
environments.”

Credit 123rf.com

showed consistent growth through 2020,
slower growth, to be fair, but consistent.
This growth is likely to escalate thanks to
the one key message taken home by many
organisations last year – they don’t
actually need things anymore, they can
consume relevant services on demand
instead.
However, this is not necessarily a model
that fits every business. It’s evolution
at scale, and, as Jay McBain, principal
analyst at Forrester, points out, it’s one that
definitely puts the channel at risk.
“A recent article written by Microsoft
CEO Satya Nadella, which was probably
the most granular and transparent I
have ever seen, says that around 70% of
Microsoft partners may not survive the
move to the subscription-based model and

the rise of the marketplace,” says McBain.
“The real change is moving from the
transactional to the non-transactional model
and companies like Microsoft are moving
their investments from the transactional
model into influencers early in the journey
so that when a company thinks vendor
selection, they already have Microsoft in
mind.”
The subscription model is a pivot away
from the traditional go-to-market model,
one that can initially affect the bottom line
and results, but promises long-term value
if delivered intelligently. It is also one that
demands the vendor, reseller, and partner
dig deep into innovation pockets to find
new ways of connecting with the customer
before they lose a chance at a very different
future.

Rowen Grierson, regional sales
director, Sub-Saharan Africa,
Nutanix: “The whole notion of being
tied down to a five-year contract when
things can change tomorrow must
stop. It needs to be replaced by the
agility of consumption-based modelling
as has been brought to the fore by the
cloud.”
Ahmed Adly, senior director, cloud
engineering and technology solutions,
Middle East and Africa, Oracle
Digital: “The best practice based on
the journey of many CIOs who took the
cloud transformation path is to create
a well-structured cloud management
strategy to achieve the maximum
benefits of the digital journey. Second,
push higher in the cloud service stack;
this means that the more workloads
that can be pushed to Software-as-aService (SaaS), the better it is.”

>> ‘CUSTOMERS PREFER THIS MODEL’
Jay McBain, principle analyst at Forrester, tells the subscription story and the future that it holds for the channel.
“The buyer is changing. There are behavioural shifts in digital journeys and companies want the financial value of the subscriptionbased business. IBM, Cisco, Dell and HPE have all announced subscription models in the last six months, taking their businesses from the
linear distribution model into Everything-as-a-Service, where revenue is recurring and companies are rethinking how they serve their
customers. The business value lies in the predictable revenue – instead of waking up every quarter or year and reselling, 80% to 90% of
revenue becomes predictable and this completely changes how the business is run, the metrics and the KPIs and the adoption rates. The
more integrated the business becomes, the stickier its retention rates and ability to upsell and cross-sell everything. Customers prefer this
model. They don’t want to rethink their investments every time, they can stick with the brand until they’re sick of it, but until then, they can
ride that every 30 days forever. Salesforce started just over 20 years ago and it’s very likely they’re going to beat Dell, IBM and Cisco to a
trillion-dollar valuation just because of this model. They’ve thought about the entire ecosystem and built out a partner channel that focuses
on influence and retention. They’ve put more investment into their marketplace than any other business in the world.”
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TECHNOLOGY THAT POWERS DIGITAL TRANSFORMATION

With the Dell EMC PowerEdge server portfolio, your resellers’ customers can leverage the platform they already
know and love – to quickly and easily gain the additional speed and agility they need to tackle modern workloads
demands.
The latest PowerEdge servers, powered by Intel® technology, delivers impressive performance in three key
areas – enabling solution providers to help customers drive innovations across their IT infrastructure and wider
business operations with ultimate ease:
Adaptive Compute
Address evolving compute demands with purpose-built technology for customers’
critical business requirements.
Autonomous Compute Infrastructure
Respond rapidly to platform requirements with intelligent tools that integrate
information and processes – to enable digital transformation and productivity.
Proactive Resilience
Enhance business resiliency with proactive capabilities that drive trusted
interactions across customers’ businesses.
Scan to find out more about
Dell Poweredge Servers

Please contact dell.technologies@firstdistrbution.com for any further information
A member of Epsidon Technology Holdings™

Stockwatch
4G Router MF927U MiFi
Brand:

ZTE

Distributor:				

Telcos

Category: 				
RRP: 

TECHNOLOGY

products

Router
R599/R699

Specifications
2.4GHz WiFi connection
Speeds of up to 150Mbps using CAT4 WiFi protocol
Supports Windows and Mac OS
MicroUSB (USB2.0), SIM socket
Measures: 75mm x 75mm x 14.5mm
Weight: 100g

USPs
Eight hours of work time from the non-removable 2000mAh battery
 he device routinely outperforms download speeds achieved by
T
smartphone WiFi hotspots
	Has been tested while connected to two smartphones, a media
streaming device, and a laptop running a video meeting application with
camera turned on – during loadshedding – with no perceived drop in
performance
Supports up to 10 users

bizhub i-Series A3
monochrome MFP: 650i
Brand: 

Konica Minolta

Distributor:					

Konica Minolta

Category: 
RRP: 

Printer
Price available on request

Specs
●

Print resolution: 1 200 x 1 200 dpi

●

Copy resolution: 600 x 600 dpi

●

Monotone speed: 65 ppm

●

Quad-core CPU

●

8GB memory

●

256GB SSD, up to an optional 1TB SSD

●

	Smartphone-style user interface with a tiltable 10” touchscreen panel

USPs
●

Konica Minolta’s MarketPlace is pre-installed, and offers a wide range of IT
services and applications

●

	Bitdefender antivirus monitors documents transferred to and from the
device in real-time

●

	Intelligent media sensor, which automatically detects the paper weight and
media type before registration and applies the correct setting for all paper

●

Sensors enable self-diagnosis and Konica Minolta’s Customer Service
Remote Care

●

Toner is delivered proactively, and a service technician can be automatically
dispatched
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products

Stockwatch
Bronze 100 Speakers
Brand:

Distributor:

Monitor Audio

					

Homemation

Category: 			

Speakers

RRP: 

R8 990

Specifications
System Format: 2-Way
Frequency Response: (-6 dB) 52 – 25 000 Hz (Free field) 37 – 30 000 Hz
(In room)
Sensitivity (2.83v @ 1m) 87 dB.
Nominal Impedance. 8 ohms
Minimum Impedance. 4.5 ohms
Maximum SPL. 110 dBA (pair)
Power Handling (RMS) 100 W

USPs
C-CAM gold dome tweeter upgraded with the new uniform dispersion
waveguide for life-like sound

XGS Series Desktop: SMB and
Branch Office: XGS 107w
Brand: 

Sophos

Distributor:					
Category: 
RRP: 

First Distribution
Firewall

Price available on request

	C-CAM mid-bass driver featuring updated cone geometries and damped
concentric mode technology that allows the speaker to have a deeper,
fuller sound while retaining a clean and precise presentation

Specs
●

Dimensions: 230 x 44 x 205.5mm

Gold-plated bi-wire terminals

●

Weight: 1.4kg

Pureflow silver-plated oxygen-free copper internal cabling for highest
quality current transfer through the signal chain

●

	Power supply: External auto-ranging AC-DC100-240VAC/1.7A@50-60 Hz12VDC,
5A, 60W

Recent winners of the Hi-Fi News 'Outstanding Product' and EISA 'Best
Product’ Awards

●

Firewall throughput: 7 000 Mbps

●

Firewall IMIX: 2 900 Mbps

●

IPS throughput: 1 355 Mbps

●

Concurrent connections: 1.6 million

USPs
●

Transport layer security protection

●

The Xstream deep-packet inspection engine provides traffic scanning for IPS,
anti-virus, web protection, and app control in one streaming engine

●

Intrusion protection

● Zero-day threat protection
● Proxy-based dual-engine anti-virus scanning
● Perimeter defences
● Country-based blocking policy
●
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Appliances and firmware managed on the cloud-based Sophos Central platform

>> ADVERTORIAL

Apex BI’s Business in a Box
Apex BI’s decision to adopt a wholly channel-based go-to-market
strategy represents a massive opportunity for entrepreneurs and
established channel players alike.

Brett Thomas, Chief Sales
and Marketing Officer at Apex BI

N

obody could call the Covid-19 pandemic a positive
event, but it has conclusively proved the benefits of digital transformation for every
type and size of organisation. There’s no
question anymore that the more digital
an organisation is, the better able it is to
adapt to rapidly changing market conditions, and to identify and seize new opportunities.
“The onward march of the Internet of
Things (IoT) and now the emergence of
hybrid work models is driving a massive
expansion of the IT and telecoms estate.
A much more distributed workforce and
a growing number of smart devices are
consuming extensive amounts of data, in

turn creating a management nightmare
for hard-pressed CIOs and CFOs,” says
Brett Thomas, Chief Sales and Marketing
Officer at Apex BI. “Keeping tabs on this
equipment as well as the billing from network providers has always been a challenge, and now it’s become an impossibility given the upward surge of numbers
in both areas. Apex BI has developed a
software platform, Clarity™, that solves
all these problems, which is why our business is growing so fast.”
Founded 14 years ago, Apex BI software
is now used to manage 1.5 million mobile
devices and 40 000 desk phones. It reports
on 80-plus leading ICT providers for its
500-plus customers.
Thomas argues that the ability to automate and manage this sprawling IT and
telecoms estate, including billing from
multiple providers, is essential going forward. Incorrect or inaccurate billing can
result in heavy overpayments over years
and create unreliable source data, the reason why the forecasting of budget and
service provider requirements is typically
inaccurate.
“The potential market for our suite of
Clarity™ products is massive, which is
why we have decided to shift to an exclusively channel-based model,” Thomas
says. “Growing our channel is giving us a
far more extensive reach into both local
and international markets, and we believe
provides a uniquely powerful opportunity
for individuals or companies that have the
vision and drive to capitalise on this huge
opportunity.”

Business in a box
Apex BI has designed a comprehensive
channel strategy that accommodates
various types of reseller: exclusive, nonexclusive and co-branded. There is also
potential for white-labelled services for
the likes of fixed-line or mobile network
operators.
Obviously, the kind of support varies
according to type of reseller, but the important point is that the partnership includes all the back-office and sales tools
needed to succeed—a genuine `business in
a box’. Clarity™ is already a world-class IT
and telecoms data expense management
platform, and it’s continually being improved via ongoing R&D by an in-house
team of developers.
Full global support and training is provided, including sales support to ensure
resellers get unfettered access to its 14
years of tried-and-tested sales knowhow,
in order to clinch the deal.
Thomas says that he has been in the
ICT and telecoms business for over two
decades, and has never seen such a great
opportunity to grow either a fledgling or
mature business.
“When you find a pressing challenge
that simply has to be solved, and a
technology that automates that solution,
it’s like a planetary alignment—something very rare,” he says. “Best of all, this
opportunity presents an annuity-based
income opportunity, enabling partners
to grow their business exponentially
with every new deal. It’s literally a hole
in one.”

To find out more, please visit https://www.apexbi.co.za/partner/

IN FOCUS

Change Management

Why the channel
needs change
champions
MONIQUE
MANN,
The Change Lab

There’s never been a better time to include professional change managers.
But how do you find the right one?
By James Francis

ff the record, many technology
leaders express a level of awe
for change managers. The
realisation often hits during
or after a challenging project,
where a stellar change management (CM)
professional guides IT and the company
through a minefield of user rejection.
Although some channel companies offer
CM services, there’s something to be said
for those specialising in the field. As enduser businesses navigate the turmoil of
the pandemic's rapid digitisation, both they
and channel providers lean more on those
specialists.

O

Understanding tech

"Change management is no longer a niceto-have," says Nichola Berner, director at Up
Time Consulting. "It has become an integral
part and priority to have change management
on your projects to ensure people remain
engaged, focused and motivated, while feeling
emotionally heard and supported."
Change managers can be both qualified
professionals and self-taught experts (see
sidebar). But the foremost consideration for
20
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any CM client these days is often whether
they understand technology.
“When working on a technology
implementation,” says Growth In Motion's
director, Mary Hutchison, "the change
practitioner needs to be a super user of how
the application works and how it connects
to the business processes within which the
technology will be deployed. Connecting the
technology that we implement to the business
context and culture is a key element for
successful execution."
Other considerations include the CM's
ability to anticipate and manage change
risks before they derail the change initiative.
Understanding technology is a must, including
the analytical skills to comprehend processes
and technology solutions. CMs don't have to
understand everything about the technology,
but they must grasp the processes involved
and how those changes will affect users.

Post-pandemic

Companies engage CM professionals when
they can't achieve that change internally.
Nothing demonstrated this need more than
the sudden moves prompted by lockdowns,

according to Monique Mann, director at The
Change Lab.
"The change to remote working was so
fast and so critical that there was hardly time
to prepare teams for it. As change managers,
our focus has been on optimising online
collaboration and new ways of working and
helping organisations motivate their teams.
Towards the end of 2020, we also saw an
increase in the number of companies needing
to restructure and redeploy or retrench staff.
This was both in response to pressure on
margins as well as for companies that had
pivoted their business models and required a
new or different skill set."
One of Change Lab's recent projects
covered exactly such a situation. It helped a
non-profit define planned changes to align
with the post-pandemic environment, along
with what this meant in practice for staff.
"We also helped establish a network
of change ambassadors, who would be
responsible for championing the change and
supporting their colleagues throughout the
journey. This support structure, along with a
shared vision for the future, provided a solid
foundation for managing both the current and

»
“Understanding the
business context,
past failures and
successes and the
desired future state
all play a key role
in preparing the
change journey.”

>> WHAT QUALIFIES A
CHANGE MANAGER?

TLALE
MOSIMANE,

Change Agility

Mary Hutchison, Growth In Motion

evolving changes within the organisation.
The organisation is currently optimising
remote working through the introduction of
a new online platform and developing the
online meeting facilitation skills of their staff,"
says Mann.
Initially, companies opted to save money
and tried managing the change themselves,
resulting in a slump for CM demand. But as
the realities of remote working's impact hit
home, demand rose again.
"We’ve experienced a good rise in the
demand for change management services
– especially in the areas of technology,
organisational culture, and the re-evaluation
of office space usage and optimisation," says
Tlale Mosimane, managing director at Change
Agility. "The clients' needs are different from
the previous years as well, more urgent,
shorter engagement with specific outputs."

Changing change management

Nobody could predict or fully prepare for
what the past year had wrought, and the CM
industry has had to adapt as well.
"Traditionally, the bulk of our work was
done at our client sites with a strong focus
on face-to-face engagement," says Debbi
Scheun, ChangeFolio's CEO. "The pandemic
has turned that on its head, and we have had
to reassess how we still provide effective
change management services without being
physically immersed at our client sites."
ChangeFolio developed new software
platforms to facilitate the new demand. CM
also needed to adjust culturally and adopt
agile methodologies, and adapt how they get
their customers to engage.
"Working remotely often means that we

don't have the same access that we would
potentially get if we were physically in an
office working with the leadership team and
impacted individuals. Some companies are
better at giving us access than others," says
Mann.
Channel companies have good reason to
partner with CM specialists. Companies have
to slay the dual beasts of rapid digital shifts
and cultural disruption. The channel provider
that includes a complete and relevant CM
experience will be appreciated the most.
How should channel companies evaluate
their potential CM partners?
"Technology companies can establish their
own change management capabilities, partner
with a change management consultancy,
leverage the change managers at the client,
or use a combination of these options," says
Scheun. "Ultimately, change should always
be sponsor- and leader-led. We have seen
highly disruptive organisational changes land
successfully because of great sponsorship
and great leaders. Work closely with clients
to agree on how leaders will play a role in
managing the change throughout the journey
and beyond adoption into proficiency."
For a snap CM evaluation, look at agility
and the CM professional's ability to shift
between the three crucial ingredients that
combine to create the value expected by the
market, says Hutchison.
"A good change manager will find it easy
to move seamlessly between systems,
process and people intervention projects.
Understanding the business context, past
failures and successes and the desired future
state all play a key role in preparing the
change journey."

Change management is as much an
art as it is a science. Thus, the ideal
CM professional can emerge from
various backgrounds because, says
Change Agility's Tlale Mosimane, "like
many skills, this skill can be learned
and developed through exposure and
experience."
But there are ways to narrow the
field.
"Change management professionals
all come from a background in the
social sciences and have degrees in
psychology – industrial psychologists,
social workers, sociologists, culture
strategists, communication specialists,
etc. We have, over the years, found
that professionals from the social
science field have an understanding
and appreciation of human and
workplace behaviour. They also have
the type of empathy required in a
change manager."
Other valuable skills include
communication and creativity, project
management, strategy development,
coaching, facilitation, problem-solving
and general management consulting
skills. Several qualifications reinforce
a change manager's credentials, a
sought-after one being the Prosci
Change Management Certification.
Above all, a good change manager
cares about people, adds Nichola
Berner from Up Time Consulting:
"If you have a passion to see people
thrive within organisations as well as
personally, then change management
could suit you."
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Chip shortage

The chips
are down
The semiconductor supply crunch is
coming, and with it, a price spike.

KANISHKA
CHAUHAN,
Gartner
By Matthew Burbidge

I
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42% year-on-year, largely because it
increased its supply of desktops to China.
Gartner says the company also appeared
to be more in control of its supply chain,
and manufactured more of its PCs in-house
compared to other vendors. As we shall
see, supply chain control will be critical to
success in the medium to long term.
HP Inc. also showed strong results,
growing 34.6% year-on-year, but it was
coming off a low base, and the company was
among those hardest hit by the supply chain
disruptions among the top three vendors at
the time.
Dell, meanwhile, recorded the slowest
growth, said Gartner, because it focussed on
the business market, which did not see the
same returns at the consumer PC market.
The EMEA PC market also tracked
global growth, and saw 30.9% year-onyear growth to 22.4 million units. It said
lockdowns in many countries in the region
also fuelled demand for notebooks, and
many consumers chose this time to upgrade
their older, slower machines.

Datacentre slurp

A second reason for the chip shortage can
be laid at the door of the hyperscalers, all
of which enjoyed stratospheric pandemic
growth. Collectively, the market could see
a CAGR of at least 21% from 2020 to 2024,
according research firm Technavio.
Speaking to an industry forum in late
March, the CEO of the world’s secondlargest chipmaker SK Hynix, said he expects

»

t’s now clear we’re in
the midst of a global chip
shortage, but there is some
debate over how long it’s
going to last.
Gartner optimistically thinks the drought
will last until the second quarter of 2022,
but both Forrester and IBM think it will still
be with us until 2023.
Whatever the timeframe, the shortage will
constrain the production of many electronic
equipment types, says Gartner. Foundries
are increasing wafer prices, leading to chip
companies increasing the price of devices,
says Kanishka Chauhan, principal research
analyst. The shortage will be felt most keenly
in the device market, such as those dealing
with power management, displays and
controllers. Chauhan says there will also be
shortages in substrates, wire bonding, material
and testing, as these are commoditised
industries that cannot scale to meet demand.
How did it get to this, and why didn’t
we see it coming? There are a couple of
reasons, one of which is the change in
behaviour wrought by the pandemic.
Firstly, there was a boom in the PC
market, which saw sales surge between
2020 and 2021, as much as 32% between
the first quarters, says Gartner. This was
driven by strong consumer sales, and the
six top vendors – Lenovo, HP Inc., Dell,
Apple, Acer and ASUS – all recorded
double-digit growth. All vendors, except
Dell, also gained market share. Recording
the highest growth was Lenovo, at about

“When the global
chip supply is
constricted, the whole
economy suffers.”
Glenn O’Donnell, Forrester

strong growth in data and bandwidth
consumption. Hynix is second only to
Samsung in producing DRAM, and also spent
$9 billion on buying Intel’s storage unit.
Lee Seok-hee said he expected hyperscale
datacentres to double in number by 2025
to 1 060, reported Bloomberg. He added
that he expected an exponential increase in
structured and unstructured data, and the
requirements for DRAM and NAND flash
among the hyperscalers are ‘daunting’.
Hynix is also spending $4.2 billion on

Preliminary worldwide PC vendor unit shipment estimates for Q1 2021 (Thousands of Units)
Company

1Q21 Shipments

1Q21 Market Share (%)

1Q20 Shipments

1Q20 Market Share (%)

1Q21-1Q20 Growth (%)

Lenovo

17 548.4

25.1

12 330.4

23.3

42.3

HP Inc.

14 963.0

21.4

11 119.6

21.0

34.6

Dell

11 542.0

16.5

10 226.7

19.3

12.9

Apple

5 572.7

8.0

3 751.0

7.1

48.6

Acer

3 968.9

5.7

2 905.5

5.5

36.6

ASUS

3 742.4

5.4

2 679.2

5.1

39.7

Others

12 532.0

17.9

9 915.8

18.7

26.4

Total

69 869.5

100.0

52 928.3

100.0

32.0

Gartner (April 2021)

‘extreme ultraviolet lithography scanners’
from Dutch company ASML, said Bloomberg,
which it hopes will lead to more advanced chip
fabrication methods. This could be a crucial
step in the chip arms race as AWS, Microsoft,
and Google are now all making their own
custom-designed chips.
What of Intel, which has fallen behind
AMD and Nvidia? Former VMware boss
Pat Gelsinger, who has now returned to
Intel as chief, has said it’s started to fix its
manufacturing problems, and is to spend
$20 billion in two foundries in Arizona, and
also wants to build more plants in Europe. As
chips become smaller, they become harder to
manufacture and many chipmakers have now
handed over this task to Samsung and Taiwan
Semiconductor Manufacturing TSMC, reports
the Motley Fool finance website. Intel has
been slow to transition from 14nm to 10nm,
and then to 7nm, which resulted in it losing
market share to AMD, which has outsourced
fabrication to TSMC. The Taiwan firm is also
said to be planning a $28 billion expansion of
its manufacturing capability.

What, then, can be done?
For buyers of technology, Forrester says
they will need to be flexible and patient, and
enter into the spirit of improvisation. If a
product isn’t available, you may be in for a
months-long wait, or perhaps investigate the
offerings from another supplier. Alternatively,
one can just pay a higher fee. Failing that,
what about another configuration, or
perusing the second-hand or refurbished
market?
For OEMs that rely on semiconductors,
Gartner suggests four actions, the first of
which is to extend the visibility of their supply
chain. This visibility should look beyond the
supplier to the silicon level, which could be
helpful in identifying bottlenecks, as well as
when there will be a return to normality.
It also suggests OEMs with smaller

component requirements should look to
band together with a partner with similar
concerns, or approach chip foundries or
outsourced semiconductor assembly and
test firms. There’s also the option, not open
to many, of doing a deal in a part of the chip
supply chain, or with a foundry, which could
guarantee a longer-term supply.
Wider research is also important, such as,
for example, capital investments, inventories,
and semiconductor industry revenue growth
projections.
Finally, it’s a good idea for the OEM to
diversify its supplier base and forge strategic
relationships with distributors, resellers and
traders, which may be able to assist in fulfilling
small orders.
In time of crisis, it appears, we need to pull
together.

Projected worldwide semiconductor inventory index movement, 2021-2022
Normal zone

Ripple effect

Moderate shortage zone

Severe shortage zone

1Q21

2Q21

3Q21

4Q21

1Q22

2Q22

3Q22

4Q22
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A third reason for the chip shortage is that
lockdowns temporarily shuttered fabrication
plants. Like a traffic jam on a clear highway,
caused by an earlier accident, this will take
some time to clear through. Forrester points
out that while increased capacity may be
coming, it takes about two years before a plant
comes on line. Glenn O’Donnell, vice president
and research director at Forrester, says there
are also geopolitical tensions between the
US and China at play here, which should be
cause for concern. He says the semiconductor
shortage has now rippled into other markets,
such as the TV and car industries, and that
when the global chip supply is constricted, the
whole economy suffers. As he says, smart
vehicles mart vehicles will not return to being
dumb ones.
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A virtual-first workforce
Before the pandemic, working from home was seen by many
organisations as a fanciful experiment. It was regarded with
some scepticism, trepidation and even as a step too far,
particularly for South Africa.

Hope Lukoto, Chief of Human
Resources, BCX

F

ast forward a year and the
tether to the office has been
cut, millions are working remotely around the world. The
experiment was forced into
action and found to be a real and effective solution for businesses and their
employees. Remote working has become
normalised. The orthodox 9-5 job, the
tradition of the office has been shown
to be unnecessary for many professions
and industries. Working from home has
been shown to be a real and long-term
solution, and yet…
“The future workplace will be a hybrid
of home and office working for many
during and post the pandemic,” says
Hope Lukoto, Chief of Human Resources

www.bcx.co.za

at BCX. “Some businesses are favouring a
mix of home and in-person for a variety
of reasons. While increased productivity
has shown that remote working is working and the number of remote workers
is expected to double in 2021, there is a
sense from some employees and businesses of the need to balance the efficiencies of remote work with the benefits that come from workers being able
to interact in the office space.”
Businesses will employ a virtual-first
approach to their workforce, but recognise the need to ensure they are flexible
enough to provide an enhanced employee experience. The Harvard Business Review reported in February that
a survey of six major countries showed
the majority favouring flexibility. Some
16% wanted to be fully remote, 12% favoured going back to the office while
72% wanted to be able to have the best
of both worlds, a hybrid remote-office
model. In South Africa, Robert Walters,
the recruiting firm, issued the findings
of a survey in February that showed
40% of South Africans would move
to remote working full-time, while
27% would prefer to do it 50% of the
time. Just under half, 48% of the businesses that took part in the survey,
said they would be changing their way
of working to cater to the needs of
employees.
“The hybrid model also brings up the
potential problem of, as Wired magazine put it in December, creating the
‘worst of both worlds’, with two levels
of employee experiences,” says Lukoto.
“There could be two levels of communication, different levels of interaction,
or a ‘them and us’ scenario. Overcoming
that will entail agile, intuitive technology that allows for the speed and extent
of the communication in the business to
negate any sense of isolation the remote

workers may have compared to those
in the office or those taking the hybrid
option.
“We’ve heard about how the pandemic has forced an acceleration of digital transformation upon us, but only by
developing, supplying and maintaining
robust and evolving end-to-end solutions can we create a seamless office
experience for all levels of employees.
Taking out the micro-frustrations that
come with digital downtime for distributed workers and employers should be
at the core of the service tech companies'
supply, creating a working environment
that replicates, seamlessly, a level experience for all.
“We have technology to allow for
those off-the-cuff meetings, to schedule
downtime to prepare for and then reflect
on the day. We forget that many people,
for example, used their commutes to prepare for work and then to wind down
from the day. There are reports of some
remote workers replicating the commute
experience in the United States and
Canada by driving or cycling for however long it took to get to work because
that was their routine. Technology must
work to enhance the business and the
employee. It should not dictate and determine how we work.”
While some South African businesses
will be keeping a close eye on the rollout
of vaccines as they consider when to reenter the work environment, many others will be weighing the advantages of a
hybrid system that provides them with
levels of flexibility that suit their needs
and the requirements of their employees. The benefits of the hybrid system
include cutting down on office space
costs, increased efficiency and employee
experience. Most importantly, it is flexible and in uncertain times, that is the
greatest of assets.
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VMware

The right stuff
VMware has finally found a replacement for
the charismatic Pat Gelsinger, by looking inwards,
and finding Raghu Raghuram.
By Matthew Burbidge

I

New boss, new company

Raghuram’s first big job will be to oversee the
separation from Dell, which wants to spin off
its 81% stake for a cash dividend of $9.7 billion.
Reuters reports that Raghuram was offered
the job after an unsuccessful search for an
external candidate, and that VMware declined
to comment on who else was in the running.
In an interview with the news agency after
his appointment, Raghuram said he would be
continuing the company’s multicloud and hybrid
cloud strategy, and that he subscribed to what
he called a ‘Switzerland mentality’ of working
with different computing providers.

“VMware is uniquely poised to lead the
multicloud computing era with an end-toend software platform spanning clouds, the
datacentre and the edge, helping to accelerate
our customers’ digital transformations,” said
Raghuram in a statement. “I am honored,
humbled and excited to have been chosen to
lead this company to a new phase of growth.
We have enormous opportunity, we have the
right solutions, the right team, and we will
continue to execute with focus, passion,
and agility.”
In an interview with the CRN website, he
said the fact that it was now an independent
company would see it enter into strategic
partnerships with other vendors, something
that may not have happened if it was still part
of Dell.
Raghuram will receive an annual salary of
$1 million, according to the company’s filing
with the SEC, and will be eligible for annual
target bonus of 150% of his base pay, from
June. He has also been granted restricted stock
and performance stock unit awards, worth a
target value of $8 million, as well as equity
awards worth a target value of $5 million,
according to CRN. Gelsinger made an estimated
$23 million in total compensation in 2019.
The company also named Sumit Dhawan as
president, leading all go-to-market functions,
including worldwide sales, worldwide partner
and commercial organisations, customer
services, marketing, and communications.

The company has released its preliminary
results for Q1, fiscal year 2022. It said
revenue was expected to be $2.994 billion,
an increase of 9.5% from the first quarter of
fiscal 2021. Subscription, SaaS and licence
revenue is expected to be $1.387 billion, an
increase of 12.5% from the first quarter of
fiscal 2021.

»

n mid-May, VMware announced
that Raghu Raghuram would
become CEO, stepping into
the role left by Pat Gelsinger
in February. Gelsinger led the
company for eight years, and has returned to
Intel, where he spent over three decades. A
technologist to the core, Raghuram, 57, has
been at the company for 18 years, and had
been its chief operating officer for products and
cloud services. He will also join the company’s
board of directors, and report to Michael Dell,
who chairs the boards of VMware and Dell
Technologies. Dell and Silver Lake own about
52% of VMware. Raghuram’s appointment will
also mean the departure of Sanjay Poonen,
who was in charge of the company’s sales
and customer operations. Rumours are that he
wanted the top job. Poonen, who has been at
the company for seven years, said in a tweet
that he was excited about his ‘next adventure’,
which he will announce in due course.
Dell said he was thrilled to have Raghuram
as the new CEO, as he has played an
instrumental role in the company’s success.
Raghuram was in charge of the company’s ESX
and vSphere products, which have played no
small part in the VMware’s fortunes. He’s said
to have coined the phrase ‘software-defined
datacentre’.

“I am honored,
humbled and
excited to have
been chosen to
lead this company
to a new phase of
growth”
Raghu Raghuram, VMware
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Partner up
There’s one thing that stays the same within all
partner programmes across all vendors
and situations – change.

By Tamsin Oxford

icrosoft, Dell, Oracle, AWS,
VMware, IBM, HPE – these
technology giants all have one
thing in common – they have
elaborate and inventive partner
programmes designed to inspire engagement
and drive business sales. In 2020, new
partner programmes were introduced by
companies such as Trustwave, Reciprocity,
and ESET, among many others, and
programmes from Cisco, SUSE, Trend Micro
and IBM were given a glossy new look or an
extensive overhaul. Each programme has its
own rules of engagement, parameters for
growth and glorious titles of success. But
do these programmes really work?
Do they deliver value? And how can
the channel really benefit from what
they offer?
“The world of IT is an ever-changing
environment where technology is always
having to address different business
challenges,” says Lisa Strydom, manager
of channels, Africa, at Veeam. “This also
means the go-to-market strategies need to
change and we have to stay abreast of the
competition in the market and stay relevant
to the channel that helps drive solutions into
the market.”
The message of change is one that’s
echoed by Stefan Diedericks, senior director,
EMEA learning, coaching and comms
excellence, Oracle. “Our industry has changed
so drastically with the rise of pervasive cloud
computing demanding a service-centric
approach to customer success, that most
vendor partner programmes that were
product-centric certification and revenueoriented programmes required adaptation.”

M

Keeping in step

ANDREW
BOURNE,

Zoho Corporation
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Change has become one of the only constants
in a world that’s continually shifting on its
axis. This makes it complex for companies to
develop static partner programmes that adopt
the same rules and approaches consistently.
There are too many different players – the
reseller, the distributor, the managed services
provider (MSP), the systems integrator
– to wedge everything into one box. As
Andrew Bourne, regional manager, Africa,
Zoho Corporation, points out: “Partner
programmes, like all business strategies, need
to keep evolving and stay in tune with the
changes in the industry or market.”
They also need to flex with the market,
recognise the unique challenges faced by

IN FOCUS

Partner programmes

>> THE 2021 QUESTION
Have programmes changed in the
pandemic?
Lee Syse, senior cloud solutions
architect, VMware: “During the
pandemic, customers' digitisation
priorities have been accelerated.
This forced partners to be agile in
adapting far quicker to the customers'
requirements.”

»
different partners, and provide options that
allow for mutual growth and shared value.
This makes it impossible to have one set of
rules for everyone, and demands, instead, that
companies focus on building programmes that
recognise the different competency areas of
different partners.
Lee Syse, a senior cloud solutions architect
at VMware, says a partner programme needs
to be developed so that not all competency
area boxes are mandatory for a partner to
grow their status, but, rather, they should
have verticals that allow for specialisation
and that have a growth roadmap. “It has to be
easy to understand, with realistic goals. It’s
simple to manage if you have one overarching
partner programme with different decision
trees on competencies. The simpler it is to
use, the more time can be spent on partners
establishing their value add.”
This simplicity is particularly important
today as apps and services explode in
volume and uptake. There are more and more
product sets, more solutions, more services.
The entire fabric of one organisation’s
service offering is becoming increasingly

“The simpler it is
to use, the more time
can be spent on
partners establishing
their value add.”

Andrew Bourne, regional manager,
Africa, Zoho Corporation: “With the
pandemic increasing the demand for
technology, partners are needed to
customise solutions according to each
customer's needs.”
Ivaniza Araujo, Cisco small business
lead, Comstor SSA: “Programmes
need to adapt to keep up with changing
times and changing objectives.
The world in which we live is
highly dynamic, and technology is
continuously developing and we have
to keep up.”

Lee Syse, VMware

complex and interwoven with value add-ons
and extras. This is introducing unexpected
challenges, but is equally providing the
partner network with more opportunities.
Yes, the navigation of service and landscape
requires extensive insight into the partner
programmes and how best to squeeze out
every last drop of value, but it also opens
fresh new doors for partners to turn this
insight into growth.

The value that partners get from these
programmes is dependent on their own
strategies and approaches, and their
willingness to take complexity and weave it
into something more interesting – potential
and opportunity.
“Change and complexity always raise new
business opportunities,” says Syse. “This is
undoubtedly the right time to embrace and
adapt to complexity to build the business.”

>> ASSESSING THE PARTNER
How do vendors assess partners and manage their programmes to ensure that value is added and differences recognised? It can be difficult
for a reseller or partner to navigate the assessment and evaluation methods put in place by different vendors, which is why WestconComstor has developed a system whereby the company manages and supports the reseller throughout the process, ensuring that they get a
handle on all the system intricacies – be it manual or automated – so they can navigate it successfully. Zoho uses several metrics to assess a
partner, such as revenue generation and experience working with Zoho solutions. It's also important for the company that partner employees
take up Zoho certifications before they work on a Zoho project.
The approach at Comstor SSA is to build intelligence around partner buying patterns and differing product sets over time. This way, the
company can determine those partners that are most focused on one product set over another and introduce them to relevant programmes
that can grow their business. For Veeam, it’s about assessing a partner based on their ability to drive the right message to the end-users
around what the solutions can offer their customers. It also looks at their ability to support those solutions and assist customers with
post-sales consulting. VMware is focused on looking for specialised partners that have focused competency areas that add real value to the
business area they’re targeting.
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the big interview

HP INC's Pulford on people,
planet, and purpose
Brad Pulford is now heading
up HP Inc. in Africa.
What is he seeing in this
massive market?

28
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By Matthew Burbidge
Photo Karolina Komendera

radley Pulford is a well-known
figure in South African IT, and
is known universally as Brad.
As he says, only his wife calls
him Bradley, and then only
when he’s done something wrong.
After almost two decades at Dell, he’s
been the VP and managing director for
Africa at HP Inc. since December 1, and a
little like US presidents, marked his first
100 days at the company, which fell due on
February 28. He joined in the year in which
remote working became the norm, and says,
at the time of this interview in April, that he
hadn’t physically met anyone on his team
until quite recently.
He says the company was well set up for
remote work, and marvels at how adaptable
and productive people have been.
Pulford takes over from Elizabeth Marino,
who ran the region from Paris and who he
says left to pursue a government position.
He says HP approached him in August, and
a three-month conversation followed before
he made the decision to throw in his lot with
the company. Asked as to the nature of that
conversation, he says it was ‘inspirational’

B

BRAD
PULFORD
HP Inc.
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“We’re seeing a
rapid acceleration
from one device
per household
to a device per
individual."

in what the company was attempting to do
on this continent, which seeks to ‘rise above
the technology piece’, and focus on ‘people,
planet and communities’. Empowerment was
also discussed, specifically its involvement in
education in Africa.
“That was pretty refreshing. I think a
lot of the vendors focus around KPIs and
measurement criterion, and we forget about
the bigger purpose.”
He says the company’s people strategy
also appealed to him, which entailed
fostering its culture and making it a great
place to work, as well as its route to market,
which is channel-centric and seeks to avoid
conflict, confusion and ambiguity.
As head of Africa, Pulford is stepping
into a large role, which spans 54 countries,
in which over 2 000 languages are
spoken by about 1.3 billion people. He
says half the population are women, and
60% are under 25, and that there are
untapped opportunities for education and
entrepreneurship.

Productivity and purpose

All these people are going to need devices,
specifically PCs, printers and supplies.
He says while the ‘device conversation’
is also about 3D printing and VR, it goes
beyond products, ‘and becomes a solutions
conversation to make people’s lives,
organisations and communities a better
place’ by making them more productive and
efficient.
30
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How is the company doing that?
He says the decade-long digital
transformation discussion has, by now,
wrought changes in how technology is used
by consumers and employees, and that the
trend accelerated during the pandemic.
For students and consumers, this meant
a change in the way data was consumed.
Employees, meanwhile, were expected to be
productive away from the office, in a secure
computing environment.
This leads Pulford to what he calls the
‘edge conversation’, or the end-device,
‘which is consuming data on behalf
of a consumer or an organisation, as
productively and efficiently as possible’. He
adds that the end-device is not limited to a
PC, because a printer is also a smart device
that consumes data.
HP Inc. and HPE split roughly six years
ago, and there’s been a lot of debate over
whether it was the right move.
Pulford says diplomatically that while he
came from an organisation that had an endto-end capability, he’s now in a company
that is focussed around its core capability of
providing endpoint or edge devices, which
‘really works well’.
“The solutions our salespeople bring to
bear on a daily basis are well represented.
It’s not a broad-based conversation that you
need to capture that ultimately may lack
some specific detail.”
He says HP and HP Inc. are completely
separate, but with their shared history, and
what he calls ‘legacy around culture’, they
cooperate on certain opportunities. There
are also referrals between them, and if, say,
a datacentre opportunity presented itself to
Pulford, he’d approach HPE instead of, for
example, Lenovo or Dell.
They also share an office, though are on
different floors, with different entrances.

Continental business

He says the company has 400 employees
across the continent, who work for a
number of legal entities, or clusters,
including one in Southern Africa and one
in East Africa, which is run from Kenya. Its
Central Africa region is run from Nigeria,
and the North is managed from Morocco,
and there’s an entity in Tunisia. Each cluster
has an MD, who reports to Pulford. The
Africa region is part of what the company
calls its International Sales Entity (ISE),
which is also composed of the Middle
East and Turkey regions, as well as what
it calls Emerging Europe, which is Russia
and surrounding areas. The Africa region
contributes roughly a third of the revenue
to the International Sales Entity. Overall,
HP serves 10 markets worldwide, of which
ISE is one. Others include North and South
America, Asia Pacific, Southern and Eastern
Europe.

Pulford says that, historically, Southern
Africa was a mature market on the
continent, and a key growth area. However,
over the last five years, he says there’s been
an accelerated growth pattern in East and
Central Africa, as well as French-speaking
North Africa.
He says in the last year, the Central and
East Africa markets have been particularly
resilient and buoyant. These regions have
done better than the South or North, where
there were steep declines because of the
pandemic.

A massive opportunity

“When I speak to the analysts, their feedback
is that we’ll continue to see good growth in
Central and East Africa. North Africa will
take two to three quarters to recover, and
Southern Africa will take the longest to
recover. We’re looking at a year to 18 months
to get to the levels of 2019.”
Pulford sees three trends across Africa,
one of which is working from home, which
has forced organisations, and educational
institutions, to invest heavily in endpoint
devices such as notebooks, tablets, printers
and desktops. Another driver is the fact that
in the past, there had generally been one
device per African household.
“That’s created a massive opportunity.
Based on where digital transformation is,
an individual can’t survive without some
shape or form of device. We’re seeing a
rapid acceleration from one device per
household to a device per individual. It’s
been enormous.”
The third shift is that parents are buying
their children a laptop or notebook, and not
just a cellphone. Many of these are entrylevel devices, but, perhaps surprisingly,
are not those using the cheapest Celeron
processors. The bulk of its volume and
growth is coming from the devices using the
core Intel processer, such as those with i3
or i5 chips.
“The consumer can’t afford the top end,
but they do still want critical features that
will enable them to be productive for now,
and for the next two to three years.”

Desktop is not dead

As to its supply, he says it’s been
enormously affected by the pandemic, and
the manufacturers have not been able to
produce a sufficient number of components.
“We’re loaded at about 2.5X to what the
supply is today, and you’re looking at lead
times anything from two to six months at the
moment. The world is in a spin, and it affects
us (the IT community) specifically,” he says,
adding that component manufacturers
also serve the motor manufacturers and
healthcare industry, for example. The supply
squeeze is a vendor-wide problem, he says.
What emerging trends is he seeing?

What of the desktop, the all-in-ones, and
Chromebooks?
He says there are niche opportunities in
all of these categories. Desktops continue to
surprise the market.
“A decade ago, at my previous company,
we were predicting that the desktop would
be obsolete by 2020. And that’s not been
the case; there’s growth in certain markets,
and we’re going to continue to see that. A lot
of people find a desktop far more efficient
when they’ve got a home office.”
Parents, too, sometimes prefer to buy
a desktop for their children, because the
device is less likely to get damaged, or
stolen.
He says the all-in-one device will continue
to dominate the desktop market, driven, in
his opinion, by a mixture of space-saving,
aesthetics and performance.
Chromebooks are relevant in the
education market, but outside of this, he isn’t
seeing much interest.

Printing alive and well

Seeing results

I ask about the company’s Q1 results,
reported at the end of February, of which
CEO Enrique Lores said were an ‘exceptional
start to the year’. Revenue for the three
months to December were up at

of year-on-year, and it beat all the analysts’
expectations.”
What about the company’s channel
strategy?
He says it builds partnerships in a way
that allows it to build trust, as well as an
ecosystem where partners are representing
the company in front of their customers and
communities.
Its recently updated partner programme is
called Amplify, and is aimed at creating value
for its partners.
I put it to him that it’s hard to mount an
effective partner programmes: it has to be
simple enough to encompass the partner
ecosystem, and complex enough to cater to
their diverse needs.
“There are many partner programmes
across the industry; every vendor has one,
and every vendor will tell you that theirs is
the best. The reality is that at the previous
company I worked for, there was a massive,
direct, go-to-market. HP is focussed around
its channel and it’s the essential core of what
drives our route to market.
“What we hear from our partners is
around the question of how we create value
together. The ticket to entry is simplicity,
and profitability. Actually what differentiates
you is how you create value. As the vendor,
the starting point is saying ‘insight without
data is meaningless’. How do we start
creating insights with the data for our
partners, so that it can become
meaningful?
“That may sound like motherhood and
apple pie, but what does it mean? If I can
arrive at a partner, and say to them, ‘We’ve
been focussing on the following solutions in
the following verticals with you for the last
three to five years, and we’ve been somewhat
successful. But we neglected this opportunity,
in this vertical, and if we do the following
things, we can double your business’.
“That becomes a meaningful conversation
as we start creating that success
together.”

»

He’s also seeing phenomenal growth in the
printer market, being, as he believes it to be,
an essential device.
“We’re seeing people purchasing print
hardware more and more. I print out
documents that I need for legal and financial
purposes on a daily basis. My printer has
never been more relevant, and if I look at my
kids, they’re using a printer every second
day to review their work for some of the
graphics and artwork they need to send
back to their teachers.
“The printer has become relevant, more
efficient, and more cost-effective and many
vendors are developing these great choice
points where people have now got more
choice in how they want to purchase a
printer.”
He also wants to talk about 3D printing,
which he says is an ‘enormous opportunity’
for the planet, communities and productivity
in areas such as motor part fabrication and
healthcare, for example.
I ask if the buzz around 3D printing has
not been overblown: much promised, with
little delivered, but he demurs, saying it’s
rapidly evolving in certain areas.
“If you work in healthcare or
manufacturing, you’ll know it’s evolving
rapidly,” he says, adding that the soles of
some running shoes are now printed.
“There’s a brand that I don’t want to
mention, but it’s the biggest on the planet; it
prints the soles of its shoes on HP printers.”

$15.65 billion. Its personal systems, which
includes PCs, saw net revenue at $10.6
billion, which is 7% growth. Consumer
net revenue increased by 34%, while
commercial revenue fell by 6%. Total units
saw a 15% increase, helped by notebooks,
which saw a 33% rise. Desktops fell by 23%.
The printing side of the business saw net
revenue of
$5 billion, up by 7%. Total units were up 16%
and consumer hardware units saw a rise of
18%. Commercial hardware was flat.
On an earnings call with analysts, Lores
said while it had a strong quarter, and strong
growth, this had not been the case ‘on
relative terms’.
Asked by an analyst about its PC results,
and the fact that some of its competitors
were showing much stronger growth, Lores
replied “…being as competitive as we are,
this is not something that we are satisfied
about…we are looking at what we can do to
improve our relative performance.”
I ask Pulford how it’s addressing the gap
between it and its competitors.
He says it’s doing it in a number of ways,
and he’s not overly concerned.
He says Lores’ comments were based
around its constrained supply, and repeats
what he said earlier about its yet-to-befulfilled order load.
“The pragmatic comment made by Enrique
refers to the fact that the number could have
been far greater if we had the supply to meet
the demand of the orders we have in our
systems. Based on where our order loads
are, we’re not concerned where some of
the competition is. The nature of shipments
as it relates to market share and growth is
very different across organisations. HP's
year-end is end of October, and Dell’s is the
end of January. There’s a financial difference
in how products get shipped, and obviously
how they were impacted by availability
depending on the commitments they’d made
to the component suppliers. Seven percent
is an outstanding performance in the context

IN FOCUS

THE BIG INTERVIEW

“I think a lot of the vendors focus
around KPIs and measurement
criteria, and we forget about the
bigger purpose.”
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Channel news
Just what has the channel been up to?
Compiled by Matthew Burbidge

Geekulcha hackathon

RS Components sponsors Geekulcha hackathon
Distributor RS Components this year sponsored hardware, components and prizes for the
annual Geekulcha hackathon. Over 100 young developers from all nine provinces entered the
virtual event, which took place over 42 hours in March.
Wesley Hood, STEM education specialist for RS Components, said the Geekulcha team had
been an inspiration in its ability to adapt to changing conditions over the past year.
“Although we miss being at their physical events, it was great to be part of the virtual panel
of judges. The teams really showed off their skills and brought some innovative ideas to the
table,” he said.
An app aimed at bringing cloud kitchens to street food vendors won the R15 000 prize.
LMSY’s (Let me serve you, pronounced ‘lim-zee’) developer Trevor Morethe said: “I have to
wait too long to get my food during my lunch hour, about 30 minutes, plus the drive to and
from the place…There needs to be a convenient solution to pre-order food for collection.”
Morethe envisions that the app will notify customers of orders ready for collection, and
they’ll be able to rate vendors. The app will show vendors in the vicinity and an admin fee will
be charged to buyers. The vendor-facing version will manage incoming orders.
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Rectron brings
Newland ID
scanners on board

Rectron announced in April that
it would now be adding Newland ID, a
manufacturer of barcode scanners, to its
portfolio. Rectron will be distributing the
full Newland ID range, comprising wireless
handheld scanners, stationary scanners,
mobile computers, tablets, micro kiosks,
and OEM scan engines, and pre-sales and
first-line technical support. This includes
managing all repairs and RMA-related
incidents in-house and with third parties.
“Through Rectron, the South African
market will now have full access to the
Newland ID range, as well as stock readily
available on all run-rate items,” said Fatima
Khota, point of sale lead at Rectron.
Newland ID’s business is targeted
at the automatic identification and data
capture technology for businesses. The
manufacturer also has its own mobile device
management software Ndevor, which is free
and included in each of the Android devices.
Jonathan Hatton, SA country sales
manager at Newland, said its product
portfolio has grown over the five years it’s
been operating in South Africa, particularly
in industries like warehousing, retail and
healthcare.
“We expect to see a massive uptake of
barcode scanners in industries that form
the backbone of the economy, such as retail,
healthcare and logistics,” said Khota.

Silicon Sky boosts IaaS
offering with Infinidat

RS PRO sensor

Silicon Sky has offices in South Africa, the UK
and US, and specialises in Infrastructure-asa-Service (IaaS), including compute, network,
storage, security, backup and disaster recovery.
As cloud-based infrastructure gained impetus in
the local market, its Iaas offering grew, and the
company’s previous storage solution was unable
to keep pace with the scalability it required.
The multiple storage tiers added complexity as

New sensors at RS Components
RS Components has announced the expansion of its RS PRO
sensors range for use in factory automation applications. The
range includes ultrasonic proximity sensors, and fibre-optical
sensors have been added to complement the existing photoelectric proximity
sensors (through-beam, retro-reflective and diffuse), inductive proximity
sensors and capacitive proximity sensors. Depending on the sensor
technology selected, RS PRO products can be used to detect a range of
materials, including metals, plastics, paper, liquids, powders and particles.
They can be incorporated into quality and verification systems: for example,
to count units accurately, detect the presence or absence of an object, or
to measure parameters such as pressure, flow, and viscosity. Applications
range from product manufacturing, laboratories, and food and beverage
production to automated packaging and distribution warehouses.

Online retail jumps to R30 billion
Online retail in South Africa more than doubled in just two years,
thanks to the explosion in demand for home deliveries brought about
by the pandemic. The study conducted by World Wide Worx with the
support of Mastercard, Standard Bank and Platinum Seed, said the total
growth for online retail in South Africa in 2020 came to 66%, bringing
the total of online retail in South Africa to R30.2 billion. “The most astonishing aspect
of this total is that it is more than double the R14.1 billion reached in 2018, in just two
years,” said World Wide Worx MD Arthur Goldstuck. “It is also 50% higher than the total
forecast for 2020 three years ago, when online retail in South Africa was expected to
reach R20 billion by 2020.” In 2018, the R14.1 billion in online retail represented 1.4% of
total retail, estimated at the time at R1.07 trillion. Online had outpaced traditional retail
growth throughout the past 20 years, since it came off a low base, but traditional retail
still grew every year until 2019. In 2020, it slumped as a result of lockdown as well as
economic stress. According to preliminary data from Stats SA, at current prices, total
retail fell by 4.2%, to R1.05 trillion. The percentage of retail made up by online retail sales
came to 2.8% – exactly double the percentage for 2018. “While equivalent growth cannot
be expected for 2021, it can be stated fairly confidently that it will exceed the 30%
growth of 2019, when expansion was organic and a factor of the evolution of shopping
habits and retail strategies,” said Goldstuck. “Those factors remain in place, along with
the massive boost given to both areas of evolution since the pandemic began.” This
means we can expect to see total online retail sales of around R42 billion in 2021, taking
the online percentage of total retail to around 4%, assuming traditional retail returns to
its previous growth path. The categories experiencing the highest growth, aside from
data and airtime top-up, were clothing, at 56%, and groceries, at 54%. The demand for
online entertainment also surged, with 52% of respondents saying they had spent more
money on virtual experiences than they did before the pandemic. The majority had
participated in video calls for work or leisure (88%), three-quarters (75%) had watched
TV or films through an online subscription service, and nearly half (47%) had taken part
in a virtual cooking class.

Hayden Sadler,
Infinidat
it created disparate service levels and did not
offer a truly multi-tenant environment. It also
had to frequently move its customers’ systems
and data from hard disk drives onto solid state
drive storage. This required an expensive manual
migration process, and it was then that the
company approached Infinidat, which supplied its
InfiniBox storage array. Silicon Sky had several
requirements, including high speed response
times, 100% availability and true multi-tenancy.
It also needed a predictable cost per gigabyte
to support the business’ IaaS offering. A single
500 terabyte system was implemented in 2018,
which took a day to provision and integrate
with the company’s environment. Additional
storage arrays were added in the two years
that followed. Hayden Sadler, country manager
for South Africa at Infinidat, said it had agreed
to a flexible opex model to make the solution
more appealing, and as a result, Silicon Sky
purchased additional storage arrays outright.
Brenton Halsted, Silicon Sky managing director,
said its customers had noticed the difference
immediately, and that in the IaaS market, the
most important considerations were price and
performance.
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Datacentrix retains Trend Micro platinum
partner status

Werner Kapp,
Dimension Data

Datacentrix has retained its platinum partner status with
cybersecurity company Trend Micro. It first reached the platinum
tier in 2018. Rudie Raath, chief security officer at Datacentrix, said
it has worked hard to uphold its revenue goals, and has continued
to invest in technical skills. He said it has a dedicated security team
in place and that its SOC monitors its customers’ environments in
real-time against any security threats. Gareth Redelinghuys, the
Trend sales lead for Southern Africa, said only the most productive
of partners will reach platinum status, which is by invitation only.
Datacentrix offers Trend Micro hybrid cloud security,
network security and end-user protection solutions.
Datacentrix also announced that it has extended its
partnership with Sage, and that it is now the official
local solution provider for the company’s Intacct
software, for cloud-based financial management
and accounting.
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NTT sees growth in MEA region
Dimension Data, a wholly owned subsidiary of NTT, is to be strengthened
by deeper integration with its global parent, which said it was increasing
its commitment in the MEA region. Dimension Data (MEA) employs
about 12 000 people and was acquired by NTT in 2010. The company
currently operates directly and through partnerships in more than 80%
of the countries in the MEA region. Abhijit Dubey, group chief executive
of NTT, said the decision to remain invested in Dimension Data is driven
by the company’s belief that the MEA region is strategically important
to its vision and also represents a growth opportunity. NTT has begun
construction of its Johannesburg 1 datacentre which, when completed,
will deliver 6 000m 2 of IT space and 12MW of IT load. It will also
increase NTT’s datacentre platform in Africa to over 20MW of IT load
capacity. The project is planned for completion in the last quarter of this
year and will be operational in the first quarter of 2022. DD CEO Werner
Kapp said that by using its local knowledge and NTT’s global reach, it can
offer its clients superior products and services. He said its clients were
asking for digital-first solutions, and that particularly in the light of the
pandemic, businesses wanted to be more agile, efficient and productive.
Rudie Raath,
Datacentrix

IFS and iOCO partner up
ERP vendor IFS and iOCO said in May that they will work
together to provide solutions to their customers, particularly
in field service management. iOCO said it will certify 100
professionals on the IFS solution in the course of the next two years.

Kaspersky in Africa
Kaspersky announced in May it has partnered with value-added distributor DataGroupIT, which will provide the company with access to new markets
in Nigeria and Ghana. DataGroupIT has over 1 000 clients in over 15 Sub-Saharan African countries, with its teams delivering sales, pre-sales, logistics,
marketing, and financial support. Lehan van den Heever, enterprise cybersecurity advisor for Kaspersky in Africa, says the region is becoming a major focus
for the company, and he expects the agreement will give it access to new verticals. He added that the new distributed working environment has created the
potential for additional cyber risk.
Kaspersky also announced it has been appointed as the commercial cybersecurity partner for Africa House London, a trade agency established to
encourage trade, commerce, and investment between the UK and some high-growth markets in Sub-Saharan Africa. The deal will see the company provide
cybersecurity services to British companies setting up business in Africa and African organisations establishing themselves in the UK. Van den Heever
says the bilateral programme had been designed to increase trade in the post-Brexit landscape. The trade initiative will be deployed through three modules:
a cloud-based trading and collaboration platform, workflow and thought leadership resources, and an interactive and searchable customer relationship
management database. “Any leads or partnerships discovered will be managed through our African channel and benefit both partners and resellers in those
countries. Through Africa House, Kaspersky will have widespread public visibility as a leader within the cybersecurity arena and have access to more than
6 000 UK and Sub-Saharan Africa growth businesses looking to set up or expand within Africa,” he adds. Anthony Martin, Africa Trade initiative director,
says there is growth potential in African markets for UK businesses. “It is critical to the UK’s continued success, in a post Covid-19, post-Brexit landscape,
that UK businesses unlock that potential.”
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The Hustle

Taking it online
The pandemic may have
forced in-person events
online, but brands have
since discovered that
virtual events add an
exciting new dimension
to their marketing
arsenal.
By Tracy Burrows

or companies accustomed
to live networking events
for partner and customer
engagement, the lockdown
came as a shock. The usual
mingling and demo format that once brought
scores of important contacts together under
one roof was no longer possible, so most
organisations that had already scheduled
events switched them to online gatherings.
Not surprisingly, these early efforts involved
little more than talking heads and a lot of
reminders to speakers to unmute themselves.
However, within months, online
event organisers had upped their game.
Professional AV teams and MCs were brought
in, and virtual event platforms added features
for more audience engagement. Delegates
could attend conferences from wherever they
were, without travelling or missing important
phone calls. Companies hosting the events
realised they could bring in international
keynote speakers without the cost of travel
and accommodation, and it was far easier to
secure a slot in their diaries when the event
required only an hour of their time. Webinars
gained gravitas, and started delivering more
sales leads and engagement.
ITWeb’s events team, which presents
dozens of major industry events every year,
had to pivot quickly when the lockdown was
announced. Their events were moved online,
with a rapid learning curve for everyone.
Debbie Visser, ITWeb events business
development director, says many clients
often ran lead generation campaigns in the
form of physical events, conferences and
roundtables.

F
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CELESTE
W H I TA K E R ,
Fizz Marketing

She says everyone hoped the lockdowns
would be short-lived, because its clients used
these physical events for lead generation.
“When we realised that life wasn’t going
to return to normal in the near future, we
quickly adapted our strategy and thinking,
and our virtual events, webinars and webinar
series were born. We haven’t looked back.”

Rapid ROI

ITWeb events director Lisa Lawlor says
for sponsors that normally held in-person
networking breakfasts, webinars are proving
successful.
“They’re able to host twice as many

delegates and their feedback is that they are
getting good, qualified leads from their events.
Delegates appreciate that webinars are easy
to put in their calendars, they don’t have to
drive anywhere, and they only need allocate
an hour to learn and understand a topic,”
she says.
For sponsors and organisers, online events
can prove more cost-effective than inperson events, thanks to the saving on venue
costs. However, the tech support and event
platforms do come at a significant price, and
it’s necessary to invest in good facilitators
to keep the virtual event professional and
engaging, Lawlor says.

Fizz Marketing, which recently arranged
the first virtual Institute of Information
Technology Professionals South Africa
(IITPSA) President’s Awards event, emulated
the usual gala dinner format by sending out
wine and snack packs, and employing a live
musician on a virtual stage while guests
socialised in the chat panel.

Gathering data

Fizz Marketing CEO Celeste Whitaker says
the company also had to pivot fast at the
start of lockdown and has been refining and
improving its virtual event model. “We staged
33 virtual events last year, and they proved
very successful. We quickly learned that
online events should not be too long, they
have to be exciting and engaging, and that we
have to do something in addition to just the
event,” she says.
Among the advantages of virtual events
is that hosts and organisers get feedback
through chat and polls run on the event
platform. “You get great data out of it,”
Whitaker says.
Virtual events also lend themselves to
broader engagement, she says. “As marketing
tools, we’re saying the event doesn’t have
to live only in the event. You can build hype
and a real community around them, and
repurpose the event content into mini chunks
of information for social media. With big
events, with sponsors or exhibitors, you can
build it out to include sponsor booths, with
videos and brochures for download, and you
could retain this in an archive supported by
an email marketing campaign so you engage
more delegates, for longer.”
Making events deliver real returns
demands new approaches and new skills.
Says Whitaker: “Our role has shifted quite
a bit in the past year, almost into video
production. Now people expect the video and
audio quality to be so much higher. Venues

LISA
LAWLOR,
ITWeb

are now offering studio-as-a-service to
meet this demand. Some have venues with
a permanent green screen where you can
go and record videos and livestream, so that
you can bring in the real feel of an event with
more professional quality.”

The delegate experience

»
“For a recent event,
we sent gift boxes
sealed with a chain
and a code, and
revealed the code
piece by piece
during the event.”
Celeste Whitaker, Fizz Marketingogies

The ITWeb events department also innovated
early, bringing in add-ons like goodie bags
and food to enhance the delegate experience.
“We hosted our CIO banquet online last
year, in which we arranged virtual networking
tables and sent three-course meals to 200
guests,” Lawlor says. While feats like this
are possible, sending out fresh food can
prove logistically challenging and she says
a more viable option is to courier nonperishable snack packs and branded gifts to
delegates. “We get great feedback from this.
Senior executives and their families really
enjoy having lovely snacks and branded
merchandise arriving at their homes. They
appreciate it and remember it.”
Whitaker agrees: “Gift boxes are a great
way to keep people engaged, before, during
and after the event. For a recent event, we

sent gift boxes sealed with a chain and a
code, and revealed the code piece by piece
during the event.”
Innovations like these build hype and
engagement, with delegates sharing their
excitement on social media. “We’ve also
done virtual wine tastings, with wine boxes
accompanied with cheese and biscuits,
as well as beautiful breakfast boxes with
champagne. Fun elements like these are
a great way to connect the event and
audience.”
It is also important to add value by
making the event accessible to international
audiences and to offer attendees recordings
of the event.
Whitaker says among the things she has
learned by organising multiple virtual events
in the past year are that hybrid and virtual
events are here to stay, but how they will
evolve has yet to be seen. “It’s a moving
goal, but there is definitely a place for virtual
events in the marketing mix,” she says.
Says Lawlor: “We hope to return to running
in-person events this year, but we believe
webinars and hybrid events will remain a
good option for many events.”
Q2 2021 |
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Pivoting to
power
A new team at Ellies Electronics is
turning around the fortunes
of the four-decade-old company.

SHAUN
PRITHIVIRAJH,
Ellies Electronics
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“You can’t run a R1.4 billion turnover business
on Excel. We brought in a lot of IT expertise
and dragged the business kicking and
screaming into the modern age.”
Shaun Prithivirajh, Ellies Electronicss
By Tracy Burrows

llies Electronics is turning
around its operations to
become a consumer-first,
solar-focused electrical and
electronics specialist.
Ellies, once best known for its ‘bunny
ears’ TV aerials and satellite dishes, is
pivoting the business to become a businessto-consumer player across home electrical,
fibre and alternative power, to keep pace
with a changing market.
“Five years from now, we aim to be the
leader in the solar space, and the go-to
brand for consumer electrical products,”
says Shaun Prithivirajh, CEO of Ellies
Electronics.
The company has seen dramatic change
over the past two years, when a new board
and management were put in place. Says
Prithivirajh: “The new team was put in place
in 2019, after years of poor performance. We
set out to turn the business around.”

E

Fresh start

Power play

Ellies has started becoming involved in
the streaming space, signing a partnership
agreement with Vox last year to bring fibre
into the home through its installer networks.
A key play for Ellies is now alternative
power and UPS systems, and the company
aims to become the leading provider of solar
into homes in future. Building on the trusted
Ellies brand, the company plans to build
out a new network of certified electricians
to install complete solar systems for
customers.
“There’s no better ad for solar than
when loadshedding starts,” he says. “We
are inundated with calls every time there
is loadshedding. One challenge in this is
that customers generally don’t understand
how solar works and have very little idea of
the size of the capital investment that will
be needed. Every household has different
needs, so you can’t just package solar power
as a retail product.”
To help customers, and in line with a
swing to a more consumer-facing company,
Ellies is developing a solar power calculator
that will allow customers to drag and drop
appliances into the app to get an indication
of how much power they need, and an idea
of the cost of meeting this need with solar.
Prithivirajh believes Ellies is well
positioned to become a leader in this space.
“There are many suppliers of solar to the
home, but Ellies has the brand recognition
and trust, as well as 19 branches around
the country. Very few competitors in this
space can boast that. We will leverage these

Customer-centric

A major swing for Ellies will be a shift to
become a more consumer-focused entity.
“A focus for us is the customer journey,”
says Prithivirajh. “We are used to dealing
with onsellers and retailers. Now we are
migrating to a business-to-consumer profile,
so the experience must change. A lot of
effort will go into that, with retraining and
new systems. You’ll see a change in our
stores, with more of a focus on end-user
products and a return of lighting – which
was once our mainstay. As we head to
a B2C model, we will also relocate and
remodel our stores, and possibly look
to a ‘store within a store’ concept at key
retailers,” he says.
The dramatic shift has brought with it a
need for change management, and a lot of
associated stress, Prithivirajh concedes.
“A lot has changed. A true measure of that
is when outsiders speak to our staff and
they see a different culture and vibe in the
business. But a key indication of whether the
change is proving successful are our interim
results, and they show it’s already having a
positive effect on the business.”

»

The first to go was the distribution
warehouse in the Johannesburg CBD.
“We were terrible at distribution. There
were ongoing losses,” he says. “We had
a warehouse in Eloff Street, and most
of management’s time was spent in the
warehouse getting stock onto trucks, and no
time was spent strategising and growing the
business.”
The company also had a bloated top-level
structure, and still ran a great deal of its
operations using paper-based processes.
“You can’t run a R1.4 billion turnover
business on Excel. We brought in a lot of
IT expertise and dragged the business
kicking and screaming into the modern age.
It has helped tremendously,” he says. The
company also cut its exco from 12 to four
people, and appointed a third party logistics
provider, Value Logistics, making a dramatic,
immediate impact on its operations. “This
has allowed us to be far more efficient and
achieve new cost savings,” he says.
Ellies also got to work pivoting to become
more competitive in a new market. “Much
of what we do is ‘behind the wall’ so

consumers mainly knew us for the bunny
ears aerials,” Prithivirajh says. “Funny
enough, we still sell those as there is still a
demand.”
Ellies has also become synonymous with
DStv satellite dishes over the years, which
remains an important area for the business.
“However, we have also seen the growth of
streaming, and we needed to diversify our
revenue streams. MultiChoice is still our
biggest partner – we do the installations and
behind the wall cordwork,” Prithivirajh says.

opportunities to drive solar into the South
African landscape through our retail stores
and a new network of certified electrical
service providers.”
In addition, Ellies is expanding its UPS
range, introducing a number of smaller
UPS products, including a ‘Cube Mini’,
which weighs less than 5kg and powers a
router and laptop for up to six hours. This is
proving popular among families and remote
workers. The company is also introducing
a new, lighter trolley inverter with lithium
ion batteries. “UPS and inverters have
been our biggest line in the past 18 months,
thanks to lockdown and the move to mobile
workforces,” he says.

“There’s no
better ad for
solar than when
loadshedding
starts”
Shaun Prithivirajh,
Ellies Electronics
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Partner awards

Salesforce rewards
local partners
The winners are:
Sales excellence SMB: CloudSmiths

Recognises partners that are committed to growing the Salesforce footprint within small to
medium-sized businesses, from one to a 100 employees.

Robin Fisher, senior area vice president
for EMEA emerging markets

alesforce has rewarded those
businesses that excelled in
2020, with the Partner of the
year prize being awarded to
the EXHA consultancy.
Robin Fisher, senior area vice president
for EMEA emerging markets, says there was
‘huge’ opportunity for partners in South
Africa, and that there are 344 certified
Salesforce skills in the country (up 40%
year-on-year) holding about 981 credentials
(an increase of 58% year-on-year).
He adds that according to IDC, cloud
computing annual subscriptions in South
Africa will grow 29% annually, from
$370 million in 2018, to $1.7 billion in 2024.
“Sub-Saharan Africa is a fast-growing
market for Salesforce, boasting over 600
South African customers from Standard
Bank to Cape Union Mart, Liberty and
MultiChoice.”
IDC’s forecasts show a significant payback
from investments in cloud computing out
to 2024. But, spending on public cloud
computing in South Africa will be less than
11% of spending on total IT – meaning there
is massive growth opportunity for local
cloud partners, he says.

S
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Sales excellence enterprise: Deloitte

This award recognises partners that are committed to growing the Salesforce footprint
within the commercial and enterprise markets.

Customer success: BlueSky

This is awarded to the partner that maintained a 4.3 customer success
score throughout the year and demonstrated growth in building industry
or cloud-based go-to-market-specialisations.

Outstanding knowledge: BlueSky

Awarded to the partner that showed the most growth in number of
credentials held from 2020 to 2021.

Partner of the year FY20: EXAH

The award recognises partners that have proven their commitment to
building a world-class Salesforce practice.

Community impact: Tetrad IT
This is awarded to partners that dedicate time, money and resources
to their local community, as measured through their enrolment in the
Talent Alliance and Pledge 1% sustainability programmes.

Outstanding new logo: PwC
This award celebrates partners that positioned Salesforce to help
solve unique and complex business challenges for new customers
across Africa.

Rising star: iOCO

This accolade recognises a new partner that joined in the previous
year, based on the Salesforce partner programme pillars.
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41

INDUSTRY

roundtable

V I N AY
HIRALALL,
Tarsus on Demand

Cloud opportunities
for channel partners
While there are plenty of ways channel players can add value,
they must decide what service to deliver.
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By Matthew Burbidge

orldwide end-user spending on
public cloud is forecast to grow
18.4% this year, and will
reach $304.9 billion, up from
$257.5 billion in 2020, according
to Gartner. Infrastructure-as-a-Service (Iaas)
will be the fastest grower, with revenue
expected to rise about 151% between 2018 and
2022 to $76.6 billion. Platform-as-a-Service
(Paas) revenue is expected to grow about 104%
to $31.8 billion. Software-as-a-Service (SaaS)
revenue will reach $143.7 billion by 2022. Of
particular interest to the channel is that cloud
management and security services will grow by
70% by 2022 to $17.9 billion. How best to take
advantage of this?
The Margin: How far is the South African
channel transforming towards being cloudcentric? Are businesses still unsure about
how to go about it?
Andrew Cruise, MD, Routed, a vendorneutral provider of cloud infrastructure, says
with distributors and the channel, in general,
he’s seen reluctance, at least until last year, to
invest in cloud, ‘without the certainty that it’s
definitely coming’.
But there’s now been an inflection point, from
a supply-driven to a demand-driven market.

W

“The distributors have been standoffish
about going all in to the cloud, and rightly so.
I don’t think it was ever certain that cloud
would permeate the market as quickly as it
has, particularly over the last year. There
have been predictions that everyone’s going
to be in the datacentre by 2022, by 2025,
by 2030, and I think they’re all wrong. Cloud
has a place, and I think that on-premise has
a place. What we’ve seen, particularly with
distributors, is that they are now investing
the capital in marketing operations and
selling cloud. My favourite saying recently
is one from Winston Churchill: ‘You can
rely on the Americans to do the right thing,
but only after they’ve exhausted all other
possibilities.’
“The disties are now doing the right thing.”
Jason Sharp, director, cloud and
hosting, First Distribution, wants to define
what cloud is, and says his definition is, ‘the
delivery of technology over the internet in a
pay-as-you-go-model’.
“If you start with this definition, then a
lot of what we’re doing as a disti makes a
lot more sense. Is a virtual machine a new
invention in the cloud? The answer is no.
There are several people here who have

extensive datacentre offerings with that exact
service. What has begun to expand is the
concept of a hyperscaler, and public cloud is
becoming more freely available. We’ve been
advocating this since 2013.
“If you look at AWS and Microsoft, those
public cloud providers offer immense
Infrastructure-as-a-Service offerings. They
compete with the local hosters, and the local
hosters in certain circumstances are better
than they are. Where public cloud providers
begin to differentiate is in microservices.
If you take a look today – and this is a stat
from one of the large public cloud providers
– less than 10% of workloads sit in public
cloud. If we consider that workloads are
growing at double digits each year, you
can double the number of workloads in
the public cloud and it wouldn’t even dent
the number of workloads sitting in private
clouds or on-prem.”
Lee Syse, senior cloud solutions
architect, VMware, categorises cloud
adoption as one with two endpoints: public
cloud is traditionally driving use cases that
customers need to take services to market,
and the delivery of applications. He says
application development needs to follow suit.

»
“There’s a massive lack
of skills, and there’s a
massive opportunity
for channel partners
to venture into the
space of helping
enterprises adopt,
manage and maintain
these platforms in
public or private
clouds.”
Lee Syse, VMware

LEE SYSE,
VMware
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“People have become exceptionally good at certifying
themselves, but can they actually do it technically?”
Richard Vester, IoCO

“Customers need some place to develop
and modernise their applications in a quick
framework, and a lot of the time, the private
clouds they’ve built on-premise don’t have
the capability to spin up those workloads or
build applications in a modern way that a
public cloud would provide.”
He says private cloud use cases are still
very relevant, and that with the traditional
applications still out there, IDC predicts that
90% of them are not going to change in the
next three years, and will still be used in five
years.
He says local enterprises are reporting a
shortage of cloud skills in operating, building
and managing new applications.
“There’s a massive lack of skills, and
there’s a massive opportunity for channel
partners to venture into the space of helping
enterprises adopt, manage and maintain
these platforms in public or private clouds.
44
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It changes the consumption and operating
model, and I definitely think that’s an area to
work on in our region.”
The Margin: Who is doing multicloud?
You can have your email, or Office 365
in the cloud, but as far as production
workloads go, I’ve heard that once you’re
in one cloud, you’re not going to move
around. Is that right?
Richard Vester, head of cloud, IoCO,
disagrees, and says his company and a
number of his customers are starting to use
a multicloud model.
“If you look at the hosted cloud world
where we’ve been playing for the last
nine years, there are applications that run
amazingly well in a hosted cloud space. Now
customers are starting to understand their
applications a little bit differently. If it’s cloudnative, then it makes sense to put it into the
hyperscale world. We’ve got customers that

are running part of the application in AWS,
and part of their application on the hosted
cloud platform, and we give them the view of
being able to manage different worlds.”
He agrees with Syse that there’s plenty
of opportunity for partners to support
customers.
“The biggest opportunity is for channel
partners to focus on their lane. If you try to
do everything, it’s not going to be possible
(to succeed). You see it from the breadth
that AWS brings: 1 000 to 1 700 new
enhancements every single year, and you’re
never going to stay abreast of all the different
capabilities. You need to be good in one area,
and then look at how you can support other
partners in the channel.”
He says some customers are modernising
some of their older applications, and iOCO
was lifting and shifting those into the
hyperscalers for them.

»

“But they’re not doing that with some of
the applications they can’t modernise, and so
they’ll separate the two. It’s still logically one
network.”
Robin Fisher, head of Salesforce in the
Middle East, Africa and Mediterranean
regions, says the company’s business was
‘going like the clappers’ in the EMEA region.
Organisations of all sizes are realising they
have to pivot to a ‘cloud first approach’, and
there is no stopping the cloud juggernaut. He
says for every dollar it made in South Africa,
$5 goes into the partner community, mostly
around professional services. He projects this
will be $7.50 by 2024.
Vinay Hiralall, go-to-market strategist,
Tarsus On Demand, says Covid has
accelerated cloud adoption, but the type of
adoption is driven by the particular customer
segment. Those in the enterprise and midmarket are predominantly adopting multicloud,
and professional services are being supplied
by its partners.
In the SMB sector, meanwhile, there’s plenty
of SaaS adoption.
He says remote working has seen increased
adoption of productivity and collaboration
tools, mainly from the Microsoft stack.
“A lot more customers are demanding
analytics, or understanding the behavioural
science in their business. They’re finding
cloud computing to be the access point to get
those insights to run their businesses more
efficiently.”
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“If you’re not having discussions about cloud,
you’re out of the game.”
Robert Marston, Seacom

He adds that the local economy is very
competitive, and customers adopting the
technology are looking to create operational
efficiencies or a competitive advantage.
“That’s why we’ve seen a lot of new Saas
providers coming into the market.”
The Margin: What more can we do to
push cloud transformation?
Hiralall says he’s seeing the evolution
of the ISV in the market, particularly in
the last 12 months, which is driving cloud
consumption and adoption.
He says an opportunity exists to bring
the traditional channel and ISV together so
that they can collaborate with a customer on
Saas solutions.

“When you talk about the enterprise and
a multicloud approach, yes, there is risk in it,
but what I’m hearing from the market is that
there’s also a risk in not having a multicloud
approach.”
Robert Marston, global head of product,
Seacom, says it has an Iaas offering that
is predominantly sold through the channel,
simply because the channel has the required
skills, and is also investing in training.
“Cloud is a big buzzword, but it’s also
rapidly changing into a reality as we see
the hyperscalers set up shop and more
requirements from customers to go the cloud
route. Channel partners have the customer’s
ear, and they’re investing in managed skills

ROBIN
FISHER,
Salesforce
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services, so they can take the end-customer
into the cloud environment they want to get
into.
“Cloud is a very encompassing term at
this point in time. It could mean Saas, or
Infrastructure-as-a-Service, or on-prem
cloud. There are so many different areas of
cloud at the moment.”
He repeats the point that it makes the most
sense for a channel partner to specialise in

“I don’t think it was
ever certain that
cloud would permeate
the market as quickly
as it has, particularly
over the last year.”
Andrew Cruise, Routed

JASON
S H A R P,
First Distribution
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one component or area, rather than trying to
cater to everyone.
“Find something that you’re good at, and
that your customers are demanding, and
scale up on the basis of that, and then start
to see what else you can do on the back
of that.”
The Margin: What do customers want?
“I think there’s a massive shortage of IT
skills in general,” says Marston.

»
“When you talk about the enterprise and a
multicloud approach, yes, there is risk in it, but
what I’m hearing from the market is that there’s
also a risk in not having a multicloud approach.”
Vinay Hiralall, Tarsus on Demand

“If you’re managing onsite infrastructure,
you’re going to have a worse skills shortage
now because not only are you having to
manage the application, but you’re having
to manage the hardware and uptime, and
datacentre infrastructure. Customers will
avoid the high costs of having to employ
skilled IT people, and by moving into the
cloud, they get rid of the risk of not being
able to find people.
“The cloud, in the case of Africa, makes
a lot of sense. With all the overheads
associated with IT, by moving into the cloud
environment, you can de-risk yourself, and
start to focus on the application and what
the end-users of the service are requiring.
“Everything is about cloud these days. If
you’re not having discussions about cloud,
you’re out of the game. You have to ask:
What is this cloud thing? What can I do? Is it
simply switching from a hosted exchange to
MS365? Or do you need cloud because your
people are working from home, and you
need a cloud solution for conferencing?”
Sharp says there’s a very big difference
between a company with an existing
workload, and one starting from scratch.
“For people starting with a newer
workload, it’s easy to find a microservice
from one of the hyperscalers, or get the
infrastructure from one of the private cloud
providers. It’s more cost-effective and it’s
an operational expense from the start and
you don’t need the capital. It’s very different
when you have an existing workload that
you want to migrate and there’s a lot more
involved in that move. Cloud adoption,
where there are existing workloads that
need to move, is a lot slower because it
requires change management, versus firms
that are creating businesses internally, or
have new workloads or technology.”
He says there are challenges for
businesses and the partner community
around transacting cloud. Distributors have

an important role to play in this respect, and
how, for example, they assist partners in
understanding the billing model.
Reiterating the comments of Syse, he says:
“We need the channel to provide solutions to
the market. If you provide a solution, it’s an
easier sell into the SMB market, rather than
trying to sell them the different components.
All of these elements are so important to
successful partners, and the success for
end-customers in adopting cloud.”
The Margin: Does anyone have a case
study they’d like to share?
Vester says he has a good example with
an app known as Candy, which is used by a
company called CCS Property Management.
The app was written in .net, which iOCO
modernised, and moved to a virtual desktop
on AWS, allowing it to be consumed as a
service globally.
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“In the past, it was a bit of a clunky
application, and was sitting on their own
server infrastructure, which was dying
and wasn’t able to support their growth of
customers.
“There was some application
modernisation that we needed to do, and
now that it’s sitting in a hyperscaler, it’s
booming. There are number of migrations
we’ve done for customers, and the migration
is not as simple as people think,” he says,
adding that landing zones need to be built,
and security taken care of, for example.
The Margin: What would you suggest
partners do? Do they need to get certified
in as many clouds as possible?
Vester says he laughs when he sees
people on LinkedIn saying they’ve got 12
different badges.
“I think it’s a load of hogwash. People
have become exceptionally good at certifying
themselves, but can they actually do it
technically? Can they go into the platform,
and actually deliver the services that they’re
certified to do? I did my AWS certification,
and it took me three days to study for it, and
I did my Cloud Practitioner (certification).
I understood the foundations and
fundamentals of AWS, but even if I went and
did my Solution Architect (certification), it
doesn’t mean that I can deliver everything in
the cloud. You need to actually work on the
platform to become skilled and experienced.”
He says Cloud Guru is a fantastic training
platform, ‘but don’t just rush out and see
how many certs you can advertise. Become
good at something, and get in there and do
the technical and practical stuff, as opposed
to just certifying yourself.”

ROBERT
MARSTON,
Seacom
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Printers

MARC
P I L L AY,
Konica Minolta

Print is not dead
No people, no printing. How has the printer industry fared?

By Matthew Burbidge

here are countless metrics
that measure the effect of the
pandemic on business and
society, but one that throws
how office work changed into
stark relief is that of printer sales. According
to local figures from the Infosource advisory
firm, total sales of multifunction printers in the
first quarter of 2020 in South Africa were at
22 778. This dropped to just over 9 000 units
in Q2, and then slowly started to recover for a
total of just 62 000 units for the year.
As Marc Pillay, CEO of Konica-Minolta in
South Africa, told me recently, the last year
has been the toughest he’s seen for both
businesses and people. He should know, as

T
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he’s spent almost three decades in the printing
industry, starting out as a technical apprentice
after he finished school.
He says that even before the lockdown,
he was already seeing a decline in the
multifunction printer market driven by
digitisation. Businesses were scanning more
and printing less.
“And then we all know what happened last
April. Everybody shut their doors and we all
had to learn to navigate this new world.”
He says the biggest impact has not been
felt in its new business, but in what he refers
to as ‘click’ and annuity revenue. The annuity
business has `taken a hiding’ and is down by
between 25% and 30%. The click revenue, the

service revenue from running the machine, is
also down. However, These figures are slowly
improving.
This is purely because people aren’t at the
office, or at least not as much as they used to
be. He says a lot of staff members at medium
and large businesses and corporates are only
going in twice a week, which he believes is
going to last for the foreseeable future.
“There are certain industries where people
have to be in the office, and others where staff
can operate quite effectively from home. Last
year was a catalyst in that area – to teach
people how to work from home – but it also
showed people that you can work from home
if you have a proper internet connection and

there are virtual ways of interacting with your
customers and peers.”

Move to digital

“At a board meeting, people used to sit around
a table, everybody printed minutes and there
were copies of the agenda. Now, you have
a virtual board meeting and somebody just
shares their screen. All those images, prints,
copies are gone. And they’re not coming back.”
So with the annuity business down by about
a third, Pillay says he was faced with two
choices.
“You either accept that your business is
going to be a little bit smaller in terms of
revenue, or you choose to find that revenue
elsewhere. We chose to find it elsewhere and
looked at innovative ways of bolstering the lack
of print. We need to play more in the digital
space.”
He says the total market size in South
Africa, excluding the personal market, is
roughly between 75 000 and 80 000 units
per annum. Of course, that was before the
pandemic, and that figure was quite a bit lower
in 2020. Still, that’s a lot of printers, and the
country has one of the most mature markets
in the world.
“It’s an unbelievable stat,” he says, adding
that South Africa is ‘ahead of the curve’ when
it comes to things like managed print services
and the rental model. However, he believes it’s
now more important than ever to show the
value of MFPs and their effect on business
productivity.
He says the machines are no longer just
a printer or an output device, but, as they’re
linked to the internet, are now workstations
and standalone servers. He says work can be
stored on the machines, and they’re now more
what he calls a ‘communication centre’.

Keen competition

Different ways of selling

I ask that with so many offices still empty, and
people not printing and buying, how has it
managed to make up so much ground?
He says it’s due to a lot of cross-selling,
and offering existing customers more digital
solutions, such as document management.
“We’ve had to put in a diversification
plan very quickly, but it’s always about the
document. When paper gets scanned, it
becomes digital, and once it’s digital, we can
do anything with it. We’ve been offering clients
solutions about how to manage their paper
better, and how to manage their document
workflow. There’s still going to be documents.
Even if people aren’t in the office, there’s still
a document being generated, whether it’s in
a physical or digital format. There’s still stuff
moving around between people,” he says, such
as authorisations, signatories and board packs.
As to a digital workflow product, he says
it uses OnBase, from Hyland Software, for
corporates, and its own solution KM Files for
the mid-market. With digital signatures, he
says the company is ‘working on it’ and there
are some dominant companies, such as USbased DocuSign.
“For us, the key is to show the workflow
from scanning it on a bizhub device, and
managing that all the way through to cloudhosted solution, or whatever the customer has
in place, or needs.”
Many people want mobile and virtual
printing, and this is done by sending the
document through an app, which would end
up in the printer queue. When the employee is
next at the office, the print can be released.
How has the industry adapted?
He says it was fortunate in that it has its
own direct channel and an indirect channel

composed of dealer partners. It has 19
branches in South Africa, and about 45
independent dealers selling the brand. For
the larger deals, it will typically partner with
its branches or dealers. The company hasn’t
lost any partners, and while there may have
been some delays in paying dealers, they’re all
still in business. It has also helped its dealer
partners with extended terms.
Unlike other businesses, its supply chain
was also no affected, or, as he says, it takes
the ‘safety-option’ with supply.
“We carry nothing less than three months
stock in our warehouse, and we split it
around the country, so can move it around
quickly. We’re fortunate to have the Bidvest
chequebook to allow us to do that.”
What does he see for the future of print?
“My vision is that there’s going to be a
return to the office in a lot of sectors, but the
hybrid model will remain for the short to
medium term. We need to be innovative in how
we get a share of wallet from clients to make
that hybrid model seamless. That’s going to be
our trick as an industry,” he says.
“For example, if a customer buys your
solution, how do you make it work from home,
and how do you make it work at the office at
the same price and the same service levels?
That’s going to be the future of our industry to
make that work. It’s very difficult to provide a
service-level agreement to an end-user sitting
in a gated estate in Joburg. Can you imagine
the nightmare of trying to get in? These are the
kinds of things we have to analyse and think
about. Our industry is going to change, and we
need to start providing print points around the
country for people to go to,” he says, adding
that it does have a partnership with Minuteman
Press, which could well be expanded in future.
“We’re not sitting back. We’re looking at
how we do things differently. We’re one of
the largest Konica-Minoltas in the world and
we’re involved in quite a few of the global
discussions. South Africa has recovered
from this pandemic a lot quicker than many
European countries. The revenue has come
back a lot quicker.”

»

He says in the past, there were separate
printer and copier markets, but these have
now converged, which is leading to increased
competition.
“Today, we compete against HP, which we
never would have done 10 years ago. Then,
it was an A4, home market device, and you’d
find them in the office, but it was mainly for
single users.”
Its go-to-market has been to focus on multifunctional devices, for multiple users.
How many people are back at the office?
Pillay says he thinks the majority of the
financial services industry, as well as the
top 100 JSE companies, are not yet back,
and his company is feeling the impact of this
decreased usage.
He says this has led to a ‘big fight’ between
the brands, but that all the companies offering
MFPs have a share of the market to a greater
or lesser degree.
According to Infosource figures, Kyocera
was the market leader for 2020, with 8 964
MFPs sold, with Konica Minolta in second

place at 8 387. Nashua was third with 8 034.
“The devices are still in the office, but how
many people are using them? That’s where
the biggest link to revenue is sitting. They’re
also not buying as much as they used to, but it
depends on your segmentation and who you’re
targeting as a customer.”
He says it has a nice mix of customer
profiles, and sold a lot to the public sector. It is
also targeting customers who didn’t have the
option to work from home, which was a new
market.
He says the company used to dominate in
the tertiary education area, and ‘that’s been a
nightmare’.
“Students haven’t come back and if they do
come back, they come back with iPads and
all their notes online. We run the print rooms
and the student labs and the libraries. In some
areas, our reduction in volume is down to
below 10% of expected volume.”
He says by September last year, their
business was roughly 30% down, but the
situation has improved a bit since then, and
they’re now about 12% to 15% down from the
norm.

“You either accept that
your business is going
to be a little bit smaller
in terms of revenue, or
you choose to find that
revenue elsewhere”
Marc Pillay, Konica Minolta
Q2 2021 |
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“In this transformed
office ecosystem,
users will rewrite their
business processes
and support them with
new, digital tools,
created by the vendors,
supplied, supported
and maintained by
distributors and the
channel.”
Chris de Beer, Infosource

Transforming the office

What does the office of the future look like (and will there still be coffee)?
By Matthew Burbidge

hris de Beer, the Africa
regional manager for
the Infosource advisory
firm, which, among other
things, tracks the sales of
multifunction printers, says he hasn’t seen
such a steep drop in sales since the global
economic crisis of 2008. The total sales of
MFPs in South Africa in 2009 was 53 812,
down from 65 943 in 2007, a decline of
12 131 units. There has been a similar trend
during the pandemic, with total sales for
2020 at 62 003 units, down from 75 976 the
year before, and from 76 499 in 2018.
De Beer predicts a ‘mild upswing’ to 63 344
units for 2021, but says this is a conservative
view, and the situation remains ‘dynamic’.
Asked what he envisaged as an office
ecosystem of the future, he says it's comprised
of three elements: the users, vendors and the
channel.
These players will all need to adopt,
create, and deliver tools and processes
that orchestrate and automate business,

C
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which, as he says, is the foundation of digital
transformation.
“In this transformed office ecosystem, users
will rewrite their business processes and
support them with new, digital tools, created by
the vendors, supplied, supported and maintained
by distributors and the channel,” he says.

Scale to demand

The implication here, he says, is that while
vendors are accelerating development of these
new business tools, the distributors and the
channel will be training and certifying their
staff to deploy, support and maintain these
products.
The office of the future, with digitalised
equipment and processes, can unlock
efficiencies, such as robotic process
automation, for example.
“If you consider the business processes
involved in something as common today as
online ordering, picking, packing, delivery and
returns, which was not nearly as common
two years ago, you can develop a sense of

the impact this has,” he says. These kinds
of services require the integration of large
business systems to function properly, and
scale to demand.
“Manual, paper-based processes cannot
keep up. The interesting point is that this trend
is in its infancy. The amount of data being
generated is astonishing and is growing,”
says De Beer.
There is, however, still a gap between how
many offices work at present, and this digital
future.
De Beer suggests private and public sector
organisation should analyse their business
processes in the short to mid-term. He
says too many businesses’ response to the
pandemic has been reactive, something that
he says must change.
“Users need to proactively drive integrated
deployments, and they need suppliers and
partners who are mature enough to deliver
the solutions they need for tools and services
that support their long-term strategies with
confidence.”

INDUSTRY

Movers and shakers

people moves

Keeping you up to date with recent industry appointments.

Compiled by Matthew Burbidge

Citrix names EMEA emerging markets channel director

J2 appoints new national sales manager

Virtualisation company Citrix has appointed Wojtek Zyczynski as the
EMEA emerging markets channel director. Zyczynski joins from Microsoft
in Poland, where he worked for 13 years on transforming the distribution
and partner channel. He joined Citrix on May 4, 2021. He will report
to Pilkku Aasma, vice president, partner sales, EMEA. Zyczynski says
the market for Citrix partners has evolved from virtualisation, and now
encompasses the delivery of intelligent digital workspaces, including
hybrid cloud and SaaS-based applications.

Cybersecurity firm J2 has appointed Roy Alves as its national sales
manager. He is tasked with building a cybersecurity skillset that will enable
African businesses to identify and address their cyber capacity needs. He
joins the company from Mimecast, where he spent 12 years building the
channel in South Africa and the rest of the continent. Alves says
cyberattacks are becoming increasingly sophisticated. “The post-Covid
threat landscape has shown that less than 50% of companies in South
Africa have a cyber-resilience strategy in place, with over 80% of
companies reporting that they have been breached due to their lack of
cyber preparedness," he says. "As more businesses adopt remote working
strategies, it is key to educate employees and build awareness around
cybersecurity. Embedding a culture of security is the key to protecting
people and businesses from the cybersecurity risks.”

IFS makes board appointment
ERP vendor IFS has announced that Jacqueline de Rojas has joined its
board as a non-executive director. It says her appointment will provide
direction, governance, and support to management during a phase of
expansion, and brings the current number of non-executive directors to
five. De Rojas is an experienced technology executive and has helped the
industry address the digital skills gap, and deliver on diversity and inclusion.
She has been awarded Commander of the British Empire (CBE) for
services benefiting the technology sector related to international trade. De
Rojas says that as the global economy reboots following the pandemic, she
thinks technology will play a crucial role in helping businesses recover and
make up for lost ground. She is also the chairperson of Metapraxis, board
director at Rightmove, FDM Group, and the Costain Group, and president of
techUK, an advocate for diversity and inclusion.

New leader for SoftwareONE South Africa
Marilyn Moodley has been appointed as the South African country leader for
SoftwareONE, a cloud technology and software solutions company operating
in over 90 countries. Moodley has been with the company for eight years,
and takes over from Grant Bryce, who has moved to head up the company’s
business in Ireland. Her new role comes as the company expands its services
to include SAP migration, app modernisation and hyperscale cloud services and
solutions. It also has an advisory, migration and managed services business with
Microsoft 365, and helps customers move on-premise and legacy systems to
Microsoft and AWS, and Google Cloud.
Q2 2021 |
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STUART, NUTANIX

What does a
database of the
future look like?
Data, and databases, can be messy.
There has to be a better way.

f a business wants to lead
through digital innovation, it
will need to have a datadriven culture. Traditional data
management infrastructure
is rigid and unable to combine diverse data
types. There is also the challenge of storing,
managing and securing growing volumes of
data and extracting insights from it. Throw
in cloud data and the fact that data is moving
closer to the application and the user, and
it becomes a hotbed of poorly managed
databases sullying the role of analytics.
Organisations that can’t access
accurate, timely, relevant, and reliable
information from their data probably run
a legacy datacentre infrastructure based
on proprietary SAN arrays and storage
fabric networks. These ‘hardware-defined’
datacentres are the first problem. What’s
needed is a data services platform that
supports open architecture and ensures
the business of continuous access and
insights, but where the infrastructure itself
is effectively invisible to users.

I

Open architecture

To turn data into a competitive advantage,
one needs to understand that it comes from
different business areas and is organised in
three primary ways: relational databases,
unstructured data, and high-velocity data.
Because data is diverse, its collection often
results in silos or individual repositories and
there’s often no cohesion between these
sources because storage formats and data
types differ.
Once data is organised, silos can be
eliminated by sticking to open standards,
adopting open paradigms, offering choice,
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and avoiding lock-in to users, customers,
and operators. This helps the business bring
in all data types and use it for improved
business decision-making. This model also
supports the API-centric IT economy as
it ensures that data can be collected, no
matter the source.
For infrastructure to be maximally
available, it must be able to self-heal,
dynamically adjust the right path to suit
the workload, and be able apply data
transformation, based on heuristics.
When designing these environments,
discipline is required because application
placement and layout are important. Data
sovereignty, workload affinity, availability, and
redundancy also need to be considered.
In a traditional database environment, an
update to an application or database may
lead to problems across systems. Here
DBAs take a snapshot before each update if
they need to roll back to an ideal state. With
maximally available data architecture, this
can be avoided entirely, and any upgrades
to underlying infrastructure supporting
your data take place without interruption to
services.

Invisible infrastructure

A competitive data infrastructure is
invisible, trusted, and autonomous. It’s
trusted because it takes into consideration
data and application security, data
protection, governance and compliance. It
is autonomous because it brings together
cloud-like simplicity and ease of use to

database provisioning, management and
patching.
Traditional database management is done
through an error-prone siloed approach to
provisioning or cloning, which is timeconsuming and makes troubleshooting
difficult. With an invisible data infrastructure,
you know the environment is integrated with
your automation tools and gives DBAs the
ability to create a self-service catalogue and
perform delegation that controls who gets
access, what they get access to (provision,
clone, patch, etc.), how much (storage, RAM,
vCPU), and for how long (spin-down of
resources).
To build an invisible data infrastructure,
your organisation must follow a softwaredefined approach. Using integrated database
management software, you can automate
and simplify management, database
provisioning, lifecycle and copy data
management. This platform paves the way
to the advantages found in Databases-as-aService (DBaaS).
The benefit to your business is an
end-to-end environment for structured
and unstructured data with raw storage
in a cloud-like experience with full APIfirst automation and self-service. You can
now embrace DevOps while maintaining
traditional enterprise apps and speed
up provisioning new file servers, object
repositories, and databases with simplified
recovery, empowering end-users, including
DBAs, and reducing their dependence on
infrastructure and ops teams.

Rooftop gardens -

landscape innovation
Rooftop gardens and green roofs have been around for many decades,
especially in highly populated urban areas such as cities and towns. Initially,
rooftop gardens were used mainly to provide insulation in cold northern
hemisphere climates. These days, with limited ‘green’ space, rooftops gardens
are used to reduce the heat island effect in cities, reduce stormwater run-off
and flash-floods, create small safe havens for insects and birds, and beautify
the environment. In essence, this is a creative and functional way of reducing
reliance on municipal water, saving water, and preventing pollution.
Rooftop gardens can be as simple as a few container plants artfully arranged
in an open space, or as complex as a fully waterproofed and vegetated roof
surface. In a rapidly growing urban environment with limited space, many
people are choosing to live in flats, apartments, and townhouses. A rooftop
garden or landscape is ideal for those living in homes without gardens.
They make use of unused or underused space and are great for plants and
veggies that require full sun. Veggies such as tomatoes, cucumbers, peppers,
peas and beans, tall corn and rambling squashes, carrots, radishes, beets,
kohlrabi, fennel, potatoes, and onions are ideal for rooftop food gardens
(but may require some protection from the wind in some areas). If you are
looking more at an aesthetic landscape, consider hardy, sun-loving, locally
endemic plants such as indigenous Highveld grasses, succulents or fynbos
(all appropriately hydrozoned).
Remember that there are a number of factors to consider when implementing
a rooftop garden or landscape:
• Make sure your structure/building/roof can support the load of a rooftop
garden (Engineering requirements will apply). Using lightweight planting
materials such as vermiculite, perlite, and sphagnum moss alleviates the
problem of weight, and absorb and hold water well.
• Rooftop environmental conditions such as full sun and strong wind
can be tough on plants. If necessary, provide shading for more delicate
plants, and buffers (for users and plants) to prevent excessively windy
conditions.
• Speak to an expert if you are interested in implementing a fully planted
green roof. You may need to consult with a structural engineer or architect
to conduct a structural analysis of your building.
• A simpler, more cost-effective solution is to use containers and raised
plant beds. Lightweight containers are ideal as they are portable, flexible
in use, and affordable. You can really get creative and can easily change
the design as required!
Rooftop gardens are environmentally-friendly, water–saving, creative,
innovative, space-saving solutions to a limit in garden and landscape space.
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