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A rainbow
channel

I

t would be very easy for us at The Margin to
follow a straight-forward and predictable editorial
path. There are certain topics and stories that
a channel-focussed magazine is expected to
cover, and where it’s appropriate, we certainly do.
But, there are also topics that don’t typically get
coverage, despite having relevance to and impact
on the channel. I believe that The Margin needs to
take a different approach and we must tackle all the
important subjects, specific and general, that affect
your business.
In this issue, we’ve chosen to focus on
transformation in the channel, and it’s a particularly
pertinent subject. The sad passing of Madiba late last
year has brought the rainbow nation ideals, for which
he fought, back to the fore. While the idea of his
legacy remains, perhaps more pressing to business
is the reworking of the B-BBEE codes, which were
officially launched in October 2013. These revisions
are set to impact on business operations right across
the channel.
These code alterations have placed greater
emphasis on ownership and procurement. And,
as part of a supply chain, being empowered and
compliant can certainly help to secure contracts,
especially with those organisations in the wider
eco-system that supply government agencies, with
government itself, and with larger corporates that
need to keep their own ratings healthy.
In these pages, you’ll find stories on the revised
code and its implications, as well as an investigation
into the current state of transformation in the
channel. Of course, transformation in a sector with
a subject matter as fast-moving and complex as IT
isn’t as easy as flicking a switch, but 20 years after
democracy, is enough being done in SA? Is there
really appetite in the channel for change?
Elsewhere in this edition, you’ll find stories on the
recent CES event in Las Vegas and the consumer
tech trends coming down the line, or certainly the
innovations and developments on show.
In our new regular feature, the retail challenge,

we also get the picture from the front line, of what’s
been selling and what hasn’t from retailers in
Joburg’s northern suburbs. Another new feature
is our mini survey of experts in a particular field of
technology, with the aim to build a picture of the
market area and channel opportunity; in this issue,
we’re looking at cyber security. There’s also a story
on how the move to the cloud is affecting licensing
opportunities.
In addition to the gratuitous plugs to the articles
and content of this issue, I’d also like to use this
page to thank all who took the time to complete our
recent readership survey. Your feedback has been
very helpful, and as a couple of responses noted,
we’re happy to keep the dialogue going, so if you
do have any suggestions, then please e-mail me on
adrian@itweb.co.za.
I’m also happy to announce that the lucky
winner of the prize on offer to our survey
participants, valued at over R30 000, is Kgosi
Mathibe, from AE Solutions. Congratulations, Kgosi.
I hope you all find this edition interesting and
insightful.
Happy reading

Adrian Hinchcliffe
Editor
adrian@itweb.co.za
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DEFINING THE DISTRIBUTION
BATTLE LINES
When IT distribution becomes a numbers and volume game the
whole industry suffers - Paul Conradie, CEO of Westcon-Comztek.

T

he distribution landscape, similar to the
sands of the Sahara desert, continues
to shift and change, and 2014 will be
no different as continued consolidation
will see the industry once again morph
and take on a new shape and form.

With external socio-economic factors such as
the fluctuating rand, a shifting political landscape
and a global move by investors to look more
carefully at emerging economies, the local
business landscape is changing. This is leading
to a scramble by distributors to sew up as many
brands and resellers as possible. But by this the
perceived value they bring to the members of
their channel is fast diminishing.
When business gets tough there is always the
temptation to do more, to add more, to find more,
as opposed to buckling down and continuing to
do what you do well. At Westcon-Comztek we
have never pitched ourselves as a broad based
distributor, in the classic sense of the term
04 The Margin | Q1 2014

It is ingrained in our DNA to provide value beyond
the box. So while we are seeing a dash towards
securing the shrinking margin by a number of
players in the market, our model and our goal is
to not water down or dilute our services to our
channel, but instead to improve them, better our
services and in turn provide our customers with
a better experience.

Paul Conradie

CEO of Westcon-Comztek

‘‘

In short success is not
something that can be
achieved by racing to be
the biggest. Success in this
industry is achieved by being
the best. By listening to
your customers and forming
relationships with your brand
partners that will last beyond
tomorrow.

‘‘

But will this shape be positive and will it benefit the
industry? Change in the IT industry is a constant
that we are well versed with, and one that we
have come to expect and embrace. But there
are changes afoot in the distribution game that
may not yield the positive results they promise to
achieve.

where we fill our warehouse as fast as possible
and clear our shelves even quicker. In fact quite
the contrary.

As a member of a global business we aren’t
afforded the luxury of flipping a switch to illicit
change. In these terms, this is an extremely
positive thing, as it has ensured that we first
research our market, get to know our customer
needs and then make investments into
programmes and business areas which we know
will yield a long-term benefit for our customers.
Loyalty has also become a factor these days and
not just between a distie and its resellers, but
also from the vendor’s side. The temptation to
flood the market with product through multiple
channels is a very real one. In this instance, a
benefit of being part of a larger company is that
our vendor partnerships are often negotiated
on a global scale. This allows for consistency
across regions and enables our multi-national
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Top Class Technology from a Single Source
If you believe in utilising premium-quality ICT products for your business, think of Mustek as your
perfect partner when it comes to maintaining a healthy bottom line. Not only does Mustek offer
comprehensive tailor-made ICT solutions, we also provide a seamless nationwide
service function to ensure optimal performance and delivery.

www.mustek.co.za
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Android 10.1'' Tablet

Music. Pics. Info. At your fingertips
S101
• ARM Cortex A9 1.6GHz CPU
• Android 4.2 Jelly Bean
• 10.1'' WSVGA (1280×800) Capacitive Multi Touch TFT Panel
• 1GB DDR3 / 8GB NAND Flash Memory
• Embedded 802.11 b/g/n Wireless LAN / Bluetooth 2.0

• Built-in Front: 0.3M Rear : 2.0M Camera
• Micro SD card reader
• Built-in Sound, Speaker, Microphone
• 1x Micro USB2.0, 1x Micro HDMI
• 1 Year Warranty
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ICT industry consultant Paul Booth keeps you on top
of the notable deals and developments that have taken
place in the international vendor community over the past
couple of months.

Booth’s bulletpoint bulletin
Mustek buys into
Sizwe
In, what is fast becoming a trend,
another distributor has bought into an
IT products and services company.
Following Sizwe IT Group’s buy-out
from the ConvergeNet Group, which
was formalised in December in a deal
valued at R120 million, distributor
Mustek decided to get in on the action.
Mustek agreed to acquire an
indirect 26 percent equity interest
in Sizwe Africa IT Group, for a total
cash consideration of R15.2 million.
Mustek will also provide a loan of
R6.6 million to Zaloserve Proprietary
Limited, the ultimate holding
company of Sizwe, and a loan of R8
million to Omni Capital.
A Mustek company statement
reads: “The acquisition of a stake in
Sizwe will enable Mustek to move up
the value chain by strengthening its
service offering.”
Former Sizwe CEO, Tim Modise,
resigned at the end of November, but
will continue to consult to Sizwe on
an ad hoc basis. He is succeeded by
Hanno van Dyk, who will assume the
role of CEO.

10
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EOH acquires Sybrin

Asher Bohbot, EOH

Local outsourcing giant EOH has bought financial services software developer Sybrin for an
undisclosed sum.
Sybrin, headquartered in South Africa and boasting a presence in 17 African countries,
employs more than 150 people and has completed over 400 product implementations
across four industry verticals with a core focus on financial services. Sybrin’s products
include workflow software, payment, imaging and document management solutions, which
it provides to financial services and other industry sectors.
EOH CEO Asher Bohbot says the company was attracted to Sybrin because of its
management team, solution set and African presence. “Sybrin is a great fit into our existing
strategy, which includes stronger vertical focus and aggressive African expansion.”
Sybrin revealed there were no plans for restructuring of staff or company processes, and
that, for the foreseeable future, its strategy would remain unchanged.

Compiled by Paul Booth and Adrian Hinchcliffe

Vendor deals

Local deals

• Apple purchased SnappyLabs, a burst photo app maker;
Topsy ($200 million), a social media search and analytics
start-up; and PrimeSense, a maker of chips that enable 3D
machine vision ($345 million).
• Avago Technologies purchased storage and networking
semiconductor manufacturer LSI Corporation for $6.6 billion.
• Cisco bought Collaborate, a startup that has developed
a mobile collaboration app; and purchased Insieme, its
majority-owned datacentre technology startup, for $863
million.
• Citrix Systems purchased Framehawk, a company that
optimises delivery of virtual desktops and applications to
mobile devices.
• Facebook purchased Branch, a startup that has developed a
service that seeks to revamp the classic internet discussion
forum; and Little Eye Labs, a builder of performance analysis
and monitoring tools for mobile app developers.
• FireEye acquired Mandiant, a cyber-forensics specialist firm,
for $1.05 billion.
• Google acquires Nest Labs, a digital thermostat maker ($3.2
billion); Bitspin, a Swiss mobile app developer; Boston
Dynamics, a robotics design company; and FlexyCore,
a software developer focussed on improving the running
speed of Android apps without increasing battery drain ($23
million).
• IBM acquired Aspera, a company that helps users securely
speed the movement of massive data files; and Fiberlink
Communications, a mobile management and security
company.
• Intel purchased Hacker League, a company that helps
service developers in API tracking, metering and security to
provide access to critical data; and the wireless infrastructure
business of Mindspeed Technologies.
• Lenovo has paid $2.3 billion for IBM’s x86 server business,
which includes IBM’s System x, iDataPlex servers and other
server maintenance operations.
• Microsoft purchased Parature, a customer service SaaS
provider, which helps businesses manage helpdesks and
provide other customer support services, for $100 million.
• NetSuite bought TribeHR, an HR software player.
• Oracle bought Corente, a cloud-based services company;
Responsys, a web-based marketing software maker;
BigMachines, a cloud-based configure, price and quote
solution provider; and Compendium, a cloud-based content
marketing provider.
• Seagate Technology purchased Xyratex, a network and
storage company, for $374 million.
• Tribune acquired Sony’s Gracenote subsidiary for $170
million.
• VMware bought Desktone, a pioneer of Desktop as a Service.

• AdaptIT has entered into a partnership with ABB’s Ventyx, a provider of ERP
solutions, which will enable the former to deliver solutions to clients in the energy
and utilities sectors.
• Bitrate has recently been appointed as the distributor for Nutanix’s virtual computing
platform to the South African and the sub-Saharan markets.
• Breakpoint has been appointed South African reseller for Aspera, a specialist in
high-performance file transfer technologies.
• CA Southern Africa has entered a partnership with security specialist Nclose.
• Duxbury Networking has been appointed a distributor for Lantech, a networking
products manufacturer.
• MB Technologies acquired a 51 percent stake in GAAP Point of Sale, a provider of
asset management solutions.
• Pilot Software Holdings has purchased its Tshwane partner, Pilot Software Tshwane.
• Pinnacle Africa has been appointed as an official distributor for ASUS, and hard
drive vendor, Seagate.
• Ricoh SA has reached an exclusive distribution agreement for two printer rangers to
be sold through discount retailer Game.
• SecureData Africa has been appointed regional value-added distributor for Blue
Coat.
• Prior to its acquisition by MB Technologies, SecureData made a R36 million disposal
of SensePost, its independent information security assessment services subsidiary.
• StorTech has been appointed as a Premier Partner of global cloud and virtualisation
specialist, VMware.
• Westcon-Comztek has signed an agreement to distribute F5’s application delivery
and security solutions in South Africa.

African developments
• Hitachi Data Systems will open an office in Kenya to serve
East Africa.
• Sage Africa has opened an office in Lagos, Nigeria.

international developments
• Dell has de-listed following its privatisation deal.
• PwC and Booz & Co merged, in a move that will create one of the world’s largest
management consultancy firms.
• John Chen replaced Thorsten Heins at the head of Blackberry.
• JT Wang, resigned as chairman and CEO of Acer, to be replaced by Jim Wong.
• Microsoft released Windows 8.1, which adds a more familiar desktop feel to the
tablet-focussed precursor Windows 8.
• IBM reveals plans to invest more than $1.2 billion to build up to 15 new datacentres
across five continents to expand its cloud services and reach new clients and
markets.

Local developments
• Communications minister, Yunus Carrim, has inaugurated the National Cyber
Security Advisory Council.
• Business Connexion has replaced Dimension Data as the number one IT services
provider in South Africa, with T-Systems holding its position at number three,
according to IDC.
• CA Technologies will open a Mainframe Academy in SA.
• Hisense South Africa revealed plans that it is to expand its business locally and
will shortly unveil a mid-tier smartphone range, as well as more technologicallyadvanced televisions.
• HTC has closed its South African office.
• MTN made a 33.3 percent investment in Africa Internet Holding, a venture designed
to tap business opportunities in areas such as online retail and digital services.
• Net 1 UEPS Technologies has signed a BEE deal with Business Ventures Investments
worth R264 million.
• Teraco will build a third datacentre that will be located in Cape Town.
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Showcasing the future
The Margin’s columnist
Aki Anastasiou reports
back from the floor of
CES 2014.
by Aki Anastasiou

E

very year, at the beginning of January, the masses
descend on Las Vegas in a technology pilgrimage
that attracts thousands of devotees and business
people from all over the world. They fly in in search of the
next big things in consumer electronics.
For those who’ve never been to the Consumer
Electronics Show (CES), it’s big, really big, and very
intimidating. My Fitbit gadget registered that I walked an
average of 16km every day. Needless to say, my personal
trainer was very happy with me as a result, especially after
Oculus Rift had gamers buzzing with its Crystal Cove
the December holidays.
prototype. The next generation virtual reality head-mounted
The show sets a benchmark for the year ahead and
display creates an augmented experience that simply blows
has introduced many breakthrough innovations in its
your mind. Sensors keep track of your every movement to give
40-year history. It was at CES in 1970 where the VCR was
a completely immersive experience of your surroundings. You
launched, the CD player came in 1981, and HD television
really do feel as if you’re part of the game. The company that
was introduced in 1998, to name a few.
raised initial capital from a kickstarter campaign recently got
Many of the highlights on display from the last five
an additional $75 million venture funding boost.
years have been portable devices, such as tablets, smaller
computers and the convergence of connected devices with
televisions maintaining centre stage.
This year, televisions continued to draw attention –
with Ultra HD (UHD) or 4K TV being the star attraction.
Samsung and LG both launched 105-inch curved UHD TVs.
The picture quality is spectacular and the curvature gives a
more immersive visual experience.
In terms of the trends, other than UHD TV, CES 2014
was defined by wearable technology, 3D printing, digital
health, gaming, connected cars and the smart home.
Growth has been incremental in the technology industry,
and this was clearly evident
at CES 2014. I get the sense
that companies are saving
the best for when economies
recover. Wearable technology
If there’s one negative about the mobility of the
and smartwatches are yet
notebook form factor, it would have to be the bulky
to be refined. But there’s an
power adapter you have to carry around to charge it.
exciting buzz being created
Well, that’s about to change. Former MIT graduate
by entrepreneurs and many
Anthony Sagneri has spent years developing a charger
technologies are bubbling
to disrupt portable computing. The Finsix is a 65-watt
under the surface. They’re
laptop charger the size of a cellphone charger that also
being driven by smaller,
has two USB slots to charge a tablet and smartphone
robust chips and processors,
simultaneously. The secret is in how it manages
sensors and software. Join
power; the Finsix can cycle power up to 1 000 times
the dots and connect them to
faster than a standard charger. It goes on sale in the
the Internet of Things and the
middle of 2014.
‘next big thing’ will be here
sooner than we expect.

Oculus Rift Crystal Cove

Finsix 65W Laptop
Adapter
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Scanadu Scout
Digital health is the next revolution to hit the technology
industry. The race is on to develop a Star Trek Tricorder-like
device to read your vital signs. One product that is leading
the pack is the Scanadu Scout. The circular device, which
fits into your hand, works by holding it against your temple
for ten seconds. Your vitals, such as heart rate, body
temperature, blood pressure and oxygenation levels, are
then displayed on your smartphone. The Scanadu Scout is
currently awaiting FDA approval and, once that’s granted,
is expected to go on sale later this year.

MakerBot 3D
Printers
Also making a big splash was 3D
printing. It was probably the busiest
section and saw thousands of visitors
passing through. Makerbot, one of
the pioneers in 3D printing, launched
three printers in its Replicator range
targeting the beginner right up to
the professional user. Could this be
the year that 3D goes mainstream?
Pricing is still an issue despite the
fact that a $499 printer was launched
this year. There will be consolidation
and some companies may not
survive, but 3D printing is without
doubt a technology that will grow in
popularity.

Lenovo X1 Carbon
The Lenovo ThinkPad celebrates 22 years of innovation this year. The latest X1
Carbon ThinkPad remains the Rolls Royce of Windows computers. Weighing just
1.18kg, it’s a mere 17mm thin and claims the title of the thinnest 14-inch notebook
in the world. One of the biggest changes is the keyboard. Lenovo has designed
an adaptive keyboard feature that replaces the top F1 Key row with an LCD strip,
allowing you to allocate specific functions to each key.

CES attracts over 150 000 industry professionals, including a media contingency of over 5 000 journalists.
This year, more than 3 200 exhibitors occupied 180 000 square metres of exhibition space.
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Tullett’s tech talk
Jon Tullett has been covering IT for two decades. He is
ITWeb’s senior news analysis editor, and maintains the
ITWeb CIO Zone portal at ciozone.itweb.co.za.

Order from chaos

I

’ve been watching the announcements from
this year’s CES – the consumer electronics
show – with great interest. Amid the slew of
gadgets, smartphones and TVs were a couple
of indicators that suggest some major disruption
coming. And with that disruption comes both
opportunity and risk. There are some interesting
developments in mobility, and display
technology is also up for rejuvenation.
PC sales may be plummeting globally,
but monitor sales have shown a much more
graceful descent. There are several reasons for
this, and one of them is that while tablets may
be displacing the guts of the PC, peripherals
are still moving. The arrival of tablets like
Dell’s Venue 11, designed to be slipped into a
docking station with external screens, keyboard
and mouse, suggests that peripheral sales to
business users could see a growth swell even
as BYOD stings PC sales. That slipstreaming
of tablet mobility into fully-fledged workplace
desktop computing has the potential to open a
lot of opportunities.
However, identifying those opportunities is a
tricky business. Mobile computing is undergoing
a phase of design turmoil reminiscent of the
variety of notebook designs in the ‘90s. We had
the swappable drive bay/battery combinations,
the trackballs giving way to track pads, built-in
AC adapters, built-in mice, rotating screens…

14
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you name it. Ultimately, sense prevailed and,
for the most part, designs settled down to the
familiar configurations we see today. Similarly,
tablet manufacturers are also testing a host
of innovative options – phones that dock into
tablets, giant table-sized tablets, devices that
dual-boot Windows as a PC and Android as
a tablet, bendy screens, wearable interfaces,
phablets. It’s sure to settle down in due course
(and Apple’s minimalist elegance is probably a
safe bellwether of the ultimate direction for at
least some categories) but, right now,
uncertainty remains and it’s difficult for the
channel to keep up.
Market fluctuations also lie ahead in the
display industry, with touch-capable monitors
catering to users who have become accustomed
to interacting with tablet apps through the display
rather than traditional input devices. Expect
to see non-touch screens marginalised as the
technology becomes cheap enough to include
by default.
Today, more than 77 percent (IDC) of monitors
sold are in 16:9 format, and that is for one reason
and one reason only: because TV content is
16:9 too. Widescreen display formats are not
ideal for traditional workplace applications like
word processing and web browsing – the loss of
vertical screen real estate, exacerbated by new
ribbon interfaces, is decidedly unwieldy.

Touch interfaces, too, are awkward in verticallyoriented displays.
But the trends are inexorable, and the lesson
is: don’t ignore the elephants in the room. In the
case of display formats, that’s TV. And for touch,
it’s tablets.
TV in particular is about to drive another
change in display technology, and that will see
new products with healthy early-adopter margins
coming to market in the near future. Ultra-highdefinition TV is about to happen in a big way.
UHD is exactly double HD in both dimensions:
3 840 x 2 160. And it’s a sure bet, as it’s a natural
evolution, unlike 3D. All the TV manufacturers
are trumpeting their new 4k/UHD screens, and
content producers are also coming to the party –
Netflix has declared that all its new content will
be filmed in UHD.
So we can expect a push from users for
displays capable of handling UHD content, and
that will trickle steadily into product lines. Many
products today can natively handle HD content,
but there are relatively few monitors, a very
small number of laptop screens, and no tablets
at all capable of handling UHD resolution.
Last year was a quiet one by comparison:
2014’s crop of technology may take a while to
get traction, but the trends they set will reshape
broad swathes of the technology we sell and
implement.
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Miles Crisp, SecureData
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SecureData’s secure future?
MB Technologies reveals the reasons for snapping up SecureData Holdings – ending 14 years on the JSE for the IT
security company.
by DJ Glazier
photography Karolina Komendera

M

B Technologies (MBT), a local tier-one
technology distributor best known for
its Tarsus brand, is finalising the buyout and subsequent delisting of SecureData
Holdings.
The R86.3 million deal is the latest in a
series of acquisitions and investments by local
distributors, as waves of consolidation sweep
through the South African ICT channel.
MBT says the tie-up with the security
distributor makes a lot of sense for both
parties. Interim CEO Pieter Rorich tells The
Margin there’s a growing requirement to have a
dedicated security focus within the group.
“Security will become more and more
important. It’s a solution set we certainly need to
be providing to our customers.”
Rorich describes the current distributor
landscape as ‘very competitive’, adding that
advancements in areas like connectivity and
mobility are changing the game: “Companies
need to reposition themselves and grow with the
market in order to fulfil the needs of customers.
“SecureData has a solid reputation and
access to some of the top products in the
security industry, so it fits with our strategy of
focussing on the right vendors, within each area
of the group.”

Turning a corner
The past couple of years have seen SecureData
turn in some less-than-impressive financial
results. For the year ending July 2013, it reported
net profit of just R2.4 million, from revenues of
R290 million. The previous year, it had reported
a net loss of R38 million.
But Irnest Kaplan, MD of Kaplan Equity
Analysts, believes the ship is starting to turn
around. He points to a clearer geographic focus
and to a management restructure, and describes
the last set of results as ‘a far more credible
performance than the previous year’.
Fundamentally, SecureData has a solid
reputation in security solutions, he adds.

Kaplan doesn’t foresee the deal massively
altering the IT landscape, but notes that it may
lead to minor price reductions in SecureData’s
offerings due to the new economies of scale
and shared resources available within MBT.
SecureData’s vendors should welcome the
news, he adds, saying that it helps to ensure
the long-term sustainability and viability of the
security company.

Benefits to SecureData
“SecureData will remain as a separately
functioning subsidiary, within the distribution
cluster of MBT,” confirms its MD Miles Crisp.
He believes the opportunities to share services
(like logistics, credit facilities and HR functions,
for example) will improve cost structures.
“In a distribution environment where
margins are very thin, these kinds of costefficiencies are important,” he says.
Secondly, the 80-person security company
will benefit in areas of talent retention and
succession planning. Crisp says with more
opportunities available to staff within the
broader MBT group, SecureData staff can more
easily fulfil their career ambitions.
Crisp isn’t nostalgic about seeing the
company delist, saying that since about
80 percent of the shares are tightly held,
SecureData has experienced low trading
volumes over the past few years. Being listed
was becoming unnecessarily expensive.
“There are certainly other ways of financing
the growth of an organisation our size.”
Finally, Crisp points to opportunities for
cross-selling within the client bases of the two
companies, and for SecureData to lend its
expertise to the security aspects of MBT’s other
products and businesses.
Other than extracting some of those
synergies, in the near term, no dramatic
changes to SecureData’s operations and its
interactions within the reseller environment
are expected.

“There’s a constant tension in the channel structure.
There are vendors that undermine their channel
partners, and then there are distributors that
undermine their channel partners.”
Miles Crisp, SecureData

Impact of the delisting on
investors?
The delisting of SecureData still leaves
one direct access point for investors to
gain exposure to specialised IT security
services, according to Irnest Kaplan.
ISA is listed on AltX and provides
various security services through its main
operating subsidiary, Information Security
Architects Pty Ltd.
“ISA continues to make reasonably
good profits and continues to pay
dividends,” notes Kaplan, adding that
both SecureData and ISA are small
counters that do not attract the attention
of institutional investors, so remain fairly
thinly traded and tightly held.

Preserving channel structure
Rorich confirms that ‘80.6 percent of SecureData
shareholders have given an irrevocable
undertaking to vote in favour of the deal’. This
commitment happened in November 2013.
Kaplan believes that since MBT and
SecureData are both distributors (although
focusing on different technology lines), the merger
doesn’t change the composition of the channel.
Unlike the investment of distributor Pinnacle
Holdings into IT services company Datacentrix, for
example, in this case he says there’s ‘no upsetting
of the value chain’.
Maintaining the ‘integrity’ of the channel
structure is something that SecureData’s Crisp
feels is important: “There’s a constant tension
in the channel structure. There are vendors that
undermine their channel partners, and then there
are distributors that undermine their channel
partners.”
He believes that by entering other layers in the
value chain, a distributor is ‘inviting conflict that
may well become very difficult to manage’.
Crisp adds that security is currently a high
priority for a lot of IT organisations around the
world, so it’s no surprise that a larger distributor
like MBT would look to beef up its security
offering with an acquisition like this.
Whether or not SecureData will experience all
the benefits that Crisp articulates remains to be
seen, but the initial indications suggest that it will
grow faster within the family of MBT than it did
when standing alone.
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Selling green: look to the
bottom line
South African medium and large businesses
were using cloud services, with 16 percent
saying they will be taking up cloud this year,
as IT decision-makers gain confidence in the
cloud environment. “Cloud computing is the
next big step in the evolution of computing and
the internet,” says David Meads, Cisco’s vice
president for Africa. Cisco forecasts that global
cloud traffic, the fastest growing component of
datacentre traffic, is expected to grow 4.5-fold – a
35 percent combined annual growth rate (CAGR)
– from 1.2 zettabytes of annual traffic in 2012 to
5.3 zettabytes by 2017.

A green lining

Has the value of the environment
really lost its impact on business?
Or is there still merit in focussing on
the benefits of ‘Green IT’?
by Tracy Burrows

W

hile international think tanks look
to strategies to preserve the natural
environment, local businesses are
likely approaching ‘green’ from a financial
perspective.
According to Gartner, sustainable business
practices will be among the top five priorities
of over 60 percent of European and North
American CEOs in the short term.
Global computing giants have long built green
into their products and processes, influencing
the local market as a result. South Africa has
followed suit with e-waste disposal programmes,
responsible manufacturing and power-saving
solutions. However, green is often seen as a
‘nice to have’ rather than a ‘must do’, say local
IT companies. Green is simply not a top priority
for local enterprises, they say. What’s really top
of mind is the bottom line. Some of these costcutting solutions also support the green agenda.
High among these are virtualisation, cloud
computing and advanced datacentre solutions.
The recent Cloud in Africa: Reality Check 2013
research study released by World Wide Worx
and Cisco found that in 2013, 50 percent of

Backing cloud as a massive trend, IBM is
focussing on it as one of its key strategic
business areas. Mark J. Hennessy, IBM GM –
Global Business Partners, believes enterprises
need to look to the cloud to green their
operations. He says IBM has seen significant
growth in enterprise interest in cloud solutions
in recent years. For the first time, IBM’s cloud
computing revenue exceeded $1 billion in a
quarter (Q3 2013), while in the first three quarters
of 2013, IBM’s cloud revenue jumped more than
70 percent year-to-year.
While virtualisation and cloud computing
may deliver ‘green’ power savings to individual
enterprises, the datacentres supporting
these services have rapidly growing power
requirements. IBM’s research into cloud
innovations has resulted in over 1 400 IBM
cloud patents, including a solution dubbed the
‘green button’, which automatically redistributes
cloud services to lower-power or under-utilised

systems, to manage datacentres more
efficiently and reduce environmental impact.
Keith Walker, IBM master inventor and
co-inventor on the patent, says: “We’ve
invented a way for cloud service providers
to more efficiently manage their datacentres
and, as a result, significantly reduce their
environmental impact.”
IBM notes that cloud computing also
underpins smarter planet and smarter
city solutions, which, in turn, enable the
rollout of sustainable and environmentallyaware solutions. By deploying cloudbased solutions to better manage energy,
infrastructure, roads and water resources,
public and private sectors are empowered to
optimise resources and minimise their impact
on the environment.
Because data storage and management is
driving some of the enterprise’s biggest power
costs, greener, power-saving solutions are
not only beneficial for the environment, they
also save vast amounts of money. According
to the US Department of Energy, datacentres
can consume up to 100 times more energy
than a standard office building.

The real green driver
Andy Oldfield, director of Emerging Markets
at networking and electrical infrastructure
solutions firm Panduit, says his company is
seeing growing interest in solutions to reduce
power and cooling costs. But green is not
always the primary driver for this, he says –
the main factor is the cost of power.
“There are some players who focus their

Governed by conscience
Actual harm to the environment is prohibited by regulations governing the natural environment,
and air and water quality legislation. But in the case of business as usual, South African
businesses are encouraged, rather than compelled, to strive to introduce green practices
wherever possible. The Institute of Directors Southern Africa states in a practice note entitled
`Implementation guidance on environmental sustainability practices and performance’ relating
to the King III Code requirements, that it’s a company’s board of directors that is responsible for
ensuring the company has an environmental policy and strategy. It states that environmental risks
cannot be considered in isolation, but should be integrated with financial and social risks.
The IoD says in its Sustainable Development and Leadership Survey 2012 that the new
paradigm – sustainable development – co-exists with the old business focus on profits. The survey
found that nearly two-thirds of respondents say that board decisions often or almost always take
into account social values, but that, in general, environmental considerations feature slightly less
prominently. At least a quarter – and up to approximately one-third – of respondents indicated that
board decisions rarely or never take into account environmental or social considerations.
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David Meads, Cisco (Photography: Karolina Komendera)

“Now, we’re finding that companies are becoming
greener, but cost savings and efficiency are the
drivers – green is just a by-product.”
Christo Briedenhann, Riverbed Africa
procurement on green products – like cabling
that comes in recycled packaging – but in
many cases, this is little more than a marketing
exercise,” he says. “The interest in greener
storage technologies is really based on cost.”
Oldfield highlights Ethernet power-down,
flash drives, better load management and
advanced, thermally sealed cabinets as
potentially huge power savers in the datacentre.
“If enterprises invested in refreshing their
servers and re-architecting the datacentre, using
new power-saving solutions, they could run
a datacentre on 20 percent of the power they
consume today,” he says.
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Oldfield believes South African enterprises
could extend their power-saving across the
enterprise by at least 50 percent, through
smarter operations, more efficient building
management solutions and innovation using
available technologies. “South Africa should be
making more use of solar power,” he says, “and
enterprises should move to thin client computing
and OLED lighting. Even air conditioning systems
could be revisited, using free cooling that utilises
the cooler air in winter and mid-season.”
Kalvin Subbadu, components sales manager,
WD South Africa, says businesses and consumers
are increasingly looking towards green technology

in an effort to reduce their energy consumption
and lessen the impact on the environment.
Ever-increasing utility costs and instability of
the grid are also making green technology even
more of a compelling choice.
Christo Briedenhann, country manager of
Riverbed Africa, says that green emerged on
the corporate agenda some years ago, when it
was approached from a corporate responsibility
perspective. “Now, we’re finding that companies
are becoming greener, but cost savings and
efficiency are the number-one driver – green is
just a by-product,” he says.
Briedenhann says consolidation of the
datacentre and optimisation of the WAN
delivers significant cost savings to enterprises.
“There are savings on power, cooling and
resources, and because data is moved out of
the branch office and into the main datacentre,
IT technicians do not have to travel to dispersed
branch offices to carry out maintenance,
resulting in additional green benefits.”

2-in-1 devices:

Brought to you by Intel and
AxizWorkgroup

where do they
2-in-1 devices that combine
the power of a notebook and
the convenience of a tablet
are rapidly evolving. What
will ensure their success?
AxizWorkgroup and Intel
executives discuss the key
factors.

I

s the next generation notebook the one that has a
detachable tablet? What does the price need to be?
And will the computing power and user experience
match up to what people expect? Traci Maynard,
AxizWorkgroup Executive for Microsoft says currently
there’s a price issue.
“The challenge is that to be able to have a desktop
machine where you can take the screen off and use it
as a tablet, there’s a cost premium,” she says. “If we
can get to the point where the multinational vendors can
offer 2-in-1s at a more affordable price, then you’ll see
a bigger uptake.”
Trevor van Zyl, Group Brand Executive for Samsung,
Proline, Supermicro and Components agrees.
“I think the market is falling flat at the moment
because Android tablets are available from R5 000 down
and Windows-based tablets are available from R5 000
up. One is a computer, the other is a communications
tool. Until the market sees the difference, the 2-in-1 is
going to struggle.”
Johann Toerien, AxizWorkgroup Business Unit
Manager for HP Personal Systems says there are also
capability questions.
“I’ve heard concern from IT managers who ask
whether 2-in-1s are powerful enough to use in a work
environment. And is the tablet portion light enough?
Obviously it’s going to evolve; I think the first generation
has been more oriented towards consumers.”
Avi Mistry, Intel Enterprise Business Development
Manager says that when tablets were first launched, one
could see people starting to carry two devices.
“Users carried a conventional laptop and a tablet.
When they wanted to do work, it was on the laptop.
When they wanted to have fun then they pulled out the
tablet. That’s a pain. You need two sets of cables, a
bigger bag and it becomes messy. The new form factor
marries consumption-based computing and creation-

Willie Smit
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“Too many consumer-oriented tablets
that are used in a business environment
can be found with the kids at home six
months later.”
Avi Mistry, Intel

based computing. 2-in-1s are not point solutions. I think we also need to differentiate
between consumer-based and enterprise ready devices. A latter kind of device is going
to have printing capability, security integration within your back end and business
applications.”

Too many options?

Traci Maynard

Johann Toerien
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That differentiation also needs to be considered for different kinds of workers in an
organisation.
“Many executives still use their phones’ push e-mail so that they can respond on the
fly but still work on a traditional notebook. So you have to differentiate between someone
who just does a lot of e-mail and someone who needs the power to run a spreadsheet or
create a presentation. I don’t believe the 2-in-1 has enough power to cope yet. It’s also
still easier for the IT person to keep a traditional notebook or desktop integrated with the
back end. But a 2-in-1 with an additional battery can get something like 16 or 17 hours
of battery life. If you could get real computing power into the form factor, then that’s
where it could shine,” says Van Zyl. One important question that needs to be answered is
to do with screen size.
“I don’t think the market has worked out the optimum screen size for tablets yet.
10” is not a great experience for spreadsheets. 15” dominates the notebook models. So
at some point, the 2-in-1 that works is going to have to find the right size for business
users,” says Willie Smit, Group Brand Executive for Acer, Sony, LG, Asus and Targus.

Trevor van Zyl

Avi Mistry

Terence Barter

Craig Brunsden

really a tablet with extra battery life, a keyboard and connectivity. It’s as simple as that.
So you’re getting the best of both worlds,” he says.

OS woes

Craig Brunsden, AxizWorkgroup Managing Executive for Software agrees. “The tablet
screen size debate is absolutely valid. The question is can you translate that to the 2-in-1
device? Increasingly we’re seeing the market being unsure about it. And don’t forget the
smartphone is getting bigger so there’s that too. To cram everything into the 2-in-1, I’m
not sure will fly. A powerful 15” screen on my desktop and a 7” take away is perfect.”
Toerien fears that yet another extra device will confuse potential customers.
“I think the market has only just accepted the Ultrabook™ and now we’re throwing in
the 2-in-1. Add tablets to that and there are just too many options from a business point
of view. Customers don’t know what to go for.”
Intel’s Mistry says he’s seen studies that show that if the devices were closer to $400
instead of $900 to $1000, then they would fly off the shelves. “People know what they
want. And too many consumer-oriented tablets that are used in a business environment
can be found with the kids at home six months later. The heart of the 2-in-1 is that it’s

One inhibiting factor for 2-in-1 adoption has been lacklustre Windows 8 sales. Van Zyl
doesn’t think many companies are backing Microsoft on the OS side. Terence Barter,
Group Brand Executive for Dell products agrees.
“The whole idea of Windows 8 was to drive touch capability. Dell looked at it and
introduced a whole lot of consumer products and a lot of corporate products. We were
hoping Windows 8 would drive touch unit sales, but it did not take off like we thought it
would. I don’t think it’s a Windows issue, but more that customers do not want to pay
more for touch units,” says Barter.
However, Mistry says that can be overcome.
“At the heart is the user experience and how engaged a user can be. The typical
corporate user of a Windows device has gone through many iterations all the way
through to Windows 8. But 8 just felt unnatural in many cases which is why Microsoft
has come out with 8.1 to address those shortcomings. But infrastructure and security? It
ticks the boxes. Once you nail user experience down, everything else falls into place.”
And there’s the potential of hybrids – one OS for the notebook part and one for the
tablet – notes Mistry.
“At the recent Consumer Electronics Show, we saw new models of Windows 2-in-1
devices that can also run Android and you can switch between them seamlessly. We have
visibility in our processor roadmap to show that the form factor will have two processors:
one in the screen and one in the main chipset. And 2-in-1s are very important to us.
They are a key form factor for which we want to drive adoption – much as we have done
with Ultrabooks™.”

Contacts
Joelene Wheeler
Joelene.Wheeler@axizworkgroup.com
011 237 7458
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Trevor Tshabangu, Transcend Corporate Advisors
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Not a black-and-white issue
What impact will the new Code for measuring Broad-Based Black Economic
Empowerment (B-BBEE) have on the ICT industry?
by James van den Heever
photography Karolina Komendera

G

ICT Charter: hurry up and wait

azetted in October 2013, the new B-BBEE
code was issued in terms of section 9
of the Broad-Based Black Economic
Empowerment Act. It will come into effect in
October 2014.
The new code is, in the words of Trevor
Tshabangu, director at BEE consultancy
Transcend Corporate Advisors, ‘a step change’.
There can be little doubt that the new code
heralds a significant shift. Given the complexity
and the sheer volume of detail – the code runs to
more than 100 pages in the Government Gazette
and even has some scary-looking formulas
(more about them later) – this article can only
touch on the main changes and what they mean
for the channel.

Sectoral codes (or charters), as Werkmans’ Pieter Steyn points out, remain hugely important.
The Broad-Based Black Economic Empowerment Act says that a company’s B-BBEE status may
only be measured in terms of that code, if it exists. There is the potential for the sectoral codes to
ameliorate some of the more onerous aspects of the generic code.
The ICT sector does have a gazetted charter and so presumably this will have to be brought into
alignment with the new code. The DTI says that the Department of Communications, as the line
ministry, is driving the process of appointing a new ICT Council to “deal with all matters related to
the implementation, monitoring and review of the ICT Charter.”
Despite numerous requests for comment, the Department of Communications did not respond –
hopefully not an omen of the way it will handle the creation of the new ICT Charter.
The DTI has given all of the Industry Charter Councils 12 months to align their codes. This
means that the ICT Council has until October 2014 to draft and go through the legislative process
of gazetting a replacement code that substantially abides by the framework of the amended
B-BBEE code. Alasdair Yuill, of Mantis Networks, doubts whether it is practically possible for all of
the industry councils to comply, and in any event, the consequences of missing this deadline are
not legally clear. Many will be hoping that the ICT Council drags it legislative feet!

Greater complexity
The new code is much more complex than
the one it’s replacing – too complex, most
commentators agree. Smaller companies, in
particular, will find that consultants are pretty
much a must, says Alasdair Yuill, MD of
Mantis Networks, a developer of BEE
compliance software.
Paul Booth, independent industry analyst
and consultant, says that while the bigger

players won’t be much affected, he expects
smaller companies to start getting creative about
finding ways round the code. His view is that
people get fed up with bureaucracy and that the
channel’s focus is on getting the job done – with
compliance pretty much an afterthought.
“Every centimetre of red tape strangles the

The changing face of B-BBEE
B-BBEE Level

Amended Codes

Current Codes

Recognition level

1

≥100 points

≥100

135%

2

≥95 but <100 points

≥85 but <100

125%

3

≥90 but <95 points

≥75 but <85

110%

4

≥80 but <90 points

≥65 but <75

100%

5

≥75 but <80 points

≥55 but <65

80%

6

≥70 but <75 points

≥45 but <55

60%

7

≥55 but <70 points

≥40 but <45

50%

8

≥40 but <55 points

≥30 but <40

10%

Non-Compliant

<40 points

<30

0%

opportunity for growth,” says Adrian Schofield,
manager: Applied Research Unit at the Jo’burg
Centre for Software Engineering (JCSE) and
past-president of the Institute of Information
Technology Professionals South Africa.

New thresholds
All companies under the R10 million mark now
qualify as Exempted Micro-Enterprises (EMEs),
while Qualifying Small Enterprises (QSEs) now
fall between R10 million and R50 million. EMEs
are automatically deemed Level 4 contributors
(100 percent recognition level), but those that are
black-controlled qualify as Level 2, while 100
percent black ownership counts as Level 1 (see
table for the contribution percentages per level).

New categories and new ways
of scoring
The seven elements of the code have been
reduced to five. More important, three of them
– ownership, management control and skills
development – are deemed priorities. This
means that 40 percent of the targets in each
are minimum compliance requirements for
Large Enterprises, and QSEs must comply with
ownership and one other element. Companies
that do not comply with these minimums will
automatically be downgraded by one level.

Source: http://www.thedti.gov.za/economic_empowerment/docs/bee_launch.pdf
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Ownership takes centre stage
Ownership is not only one of the priority areas
but it offers a greater potential number of
points: 25 as compared to 20 previously. As
noted above, EMEs with black shareholding are
massively advantaged. Government is clearly
making a concerted effort to change industryownership patterns.

B-BBEE points system
Code

Elements

Points
(Amended Code)

Bonus points
(Amended Code)

100

Ownership

25

0

200

Management Control

19

0

300

Skills Development

20

5

Skills development targets six percent of
payroll now, which includes external training
for unemployed black people. “Six percent
is too high for a R15 million business,” says
Tshabangu. Yuill agrees, but says that the focus
on skills is generally a good thing.

400

Procurement and Supplier Development

40

4

500

Socio-economic Development

5

0

Total

109

9

With bonus points

118

Harder to do well

Source: Alasdair Yuill

Skills development targets up
dramatically

The point allocation per level has changed,
which means that most companies with
existing B-BBEE ratings will be automatically
downgraded (see table). Thus a firm that
currently has a Level 4 rating with 65 points
will find itself a Level 7 come October 2014.
The priority elements result in much less choice
generally. Another important fact is that the
points for each level are no longer even (some
are five points, some ten, some 15): as each point
costs money, the opportunity cost for progressing
between levels is not straightforward.

More onerous for QSEs
QSEs will now be measured by all five elements
of the code, whereas under the previous code,
they could nominate four out of the seven
elements. Most importantly, if they fail to meet
the minimum compliance for ownership and one
other priority element, they will be subject to the
automatic downgrade referred to above.

previously in the QSE category (R10 million to
R35 million) will now find themselves having
to cope with a much more onerous regime
altogether. One suspects that many of these
companies may have obtained their existing
B-BBEE levels without altering their shareholding
– now ownership has to receive attention.

“Every centimetre
of red tape strangles
the opportunity for
growth.”
Adrian Schofield, JCSE

What does it all mean for the
channel?
Along with everybody else, channel players will
find complying with the new code harder and
more complex.
Of particular impact for the channel are
the new conditions for QSEs, a category into
which many will fall. Channel players that were

However, there is good news for companies
that still fall into the R5 million to R10 million
range: formerly QSEs, they now fall under the
threshold and so automatically qualify as EMEs.
One challenge the new code faces is
that, according to Yuill, the equations used

B-BBEE hotspots for the channel
• Most channel players will now fall into the QSE category. As noted, compliance is now
complex, so do whatever it takes to understand how all the moving parts fit together – there’s
going to be more than one way to skin this particular cat.
• Ownership will be a particular hotspot for channel players, many of whom are likely to have
used other means to get empowered under the old code. Don’t make the mistake of giving
ownership to new partners who can’t add value.
• Even if you’re not interested in doing business with government, remember that those you do
business with might be – as part of a supplier ecosystem, your B-BBEE level is part of your
competitive differentiator.
• The ICT Charter offers a way to fine-tune the generic code for the ICT industry – but it will only
reflect your thinking if you get involved.
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for calculating management control are
mathematically faulty. The unintended
consequence is that African males offer less
bang for the B-BBEE buck than, say, Indian
females. One Indian female, Yuill calculates,
is the equivalent in B-BBEE points of eight
black African men. Tshabangu agrees there is
a problem, and hopes that it will be addressed
in the forthcoming Interpretive Guide. When
asked for comment, the DTI did not address
the calculation issue, simply stating that “the
calculation is based on the economically active
population as published by Stats SA. The aim is
for entities to take into account the demographics
of black people…”

Will the new code work?
Despite the problems, Yuill thinks on balance the
code is a step in the right direction, with the new
emphasis on skills development coming in for
praise. Vic Booysen, channel director for SubSaharan Africa at Hitachi Data Systems, tends
towards a more negative view. He is worried by
the challenge faced by companies that do not
already have major black shareholdings, and
also that the virtual disappearance of corporate
social investment from the code will impact
poor communities.
Booysen also points out that government’s
drive to achieve world-class service delivery
may be hampered by the need to balance the
excellence of the proposed solution from one
company with the better B-BBEE rating of a
competitor with an inferior solution.
In the end, the main challenge everybody
mentions is the complexity of the new code.
Schofield is forthright, saying that affirmative
action globally has seldom worked where the
implementation framework is too complex. “We
need more creative thinking, not tinkering with
something that already wasn’t working properly,”
he says. “If we don’t get B-BBEE to work
effectively, the danger is that we’ll ultimately end
up with the Zimbabwe or Saudi Arabia option.”

Fronting primer
The most common forms of fronting
are:

Window dressing
Black people are appointed but
discouraged or inhibited from
substantial participation in the
company’s core activities, or their
participation is misstated.

Benefit diversion
The economic benefits received by
an organisation for having B-BBEE
status do not flow to black people in
the ratio specified by law.

Opportunistic intermediaries

Looking behind the façade
New B-BBEE code takes on
fronting.
by James van den Heever

W

e all know fronting is bad, but what is
it, exactly? The DTI’s definition is: “[A]
deliberate circumvention or attempted
circumvention of the B-BBEE Act and the Codes.
Fronting commonly involves reliance on data or
claims of compliance based on misrepresentations
of facts, whether made by the party claiming
compliance or by any other person.”
The trouble is that fronting is not defined within
the current B-BBEE legislation. It may amount to
fraud in terms of the common law, but it’s not really
dealt with explicitly in any law. Changes to the
B-BBEE legislation are mooted and are expected
not only to criminalise fronting, but to impose
tough penalties, including imprisonment of up to
ten years. These amendments are currently before
Parliament, but there’s no indication when they will
become law.

Changes to the B-BBEE
legislation are mooted
and are expected not
only to criminalise
fronting, but to impose
tough penalties.

With legal sanction absent, companies found
to be fronting may be placed on a database of
restricted suppliers by the National Treasury and
DTI, and prohibited from doing business with
government for ten years. The DTI can also suspend
a fronting organisation’s B-BBEE scorecard until
suitable corrective action is taken.
There’s plenty of indirect pressure, too,
because the codes are designed to create a
ripple effect throughout the industry. Thus even
though company X might not want to do business
with government and so would not ‘need’ a
good B-BBEE ranking, its clients might have a
very different outlook. Because a company’s
procurement can contribute B-BBEE points,
company X would find its competitive edge
somewhat blunted by its lack of empowerment
credibility, and thus its inability to contribute to its
client’s point count.
Transcend’s Trevor Tshabangu says that one
of the unintended consequences of the new code
might be to make fronting seem more attractive to
Qualifying Small Enterprises (QSEs), particularly
those at the lower end of the range (R10 million to
R50 million). This is because the new code requires
QSEs to comply with the ownership and one other
priority element, whereas in terms of the previous
code, smaller companies could comply without
having to consider their ownership structures.
Tshabangu argues that a number of QSEs are whiteowned and will now need to change their ownership
structures pretty extensively. He worries that a R12
million company might simply lack the resources
(financial and management) to accomplish this,
and could be tempted to see fronting as the easy
way out – even though such a strategy is clearly
dangerous and highly short-term in its thinking.

When an organisation concludes an
agreement with another organisation
solely to make use of the second
organisation’s favourable B-BBEE
status.
Other types of fronting include:
• Forged certificates bearing
names of well-known verification
agencies.
• The use of unaccredited
verification agencies.
• Opting to use the BEE codes of
good practice rather than the
sector codes.
• Using old or future financial year
data to ensure that one’s turnover
comes in below the threshold for
generic codes or QSE codes.
• Using employee trusts where
the ultimate beneficiaries are not
black people.
• Putting employees into positions
where they do not hold similar
responsibilities or get similar
rewards to white people in the
same positions.
• Misrepresenting training costs.
• Misrepresenting procurement
spend by counting imports or by
using invoices from a supplier
BEE shell company to derive an
inflated score or counting a third
party’s BEE status.
Source: Department of Trade and
Industry website, www.thedti.gov.za
and Stephen Timm, “BEE fronting
getting increasingly sophisticated
in face of new law”, Small
Business Connect, http://www.
smallbusinessconnect.co.za/news/
bee-fronting-getting-increasinglysophisticated-face-new-law.html.
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Eileen Wilton, Gijima (Photo by Karolina Komendera)
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Transformation: a grey area
Looking to chart the progress of
transformation in the channel The
Margin found that it was anything
but a black and white picture.
by Donovan Jackson
photography various

S

queezing blood from a stone is arguably
an easier task than getting a handle on
the state of transformation in the channel,
with key players from distributors to resellers
and even the Black IT Forum universally coy in
their willingness to share opinions or statistics.
However, those who do hold views tend to
find that transformation isn’t exactly a roaring
success – and that’s perhaps why spokespeople
and executives are ‘too busy’ to chat about their
perceptions.
Over thirty companies and individuals across
the channel were contacted for information
or opinion to include in this article (for the
purposes of disclosure, these requests were
made in November and December 2013).
Of the ‘major players’ only Gijima provided
complete answers to the questions submitted;
AxizWorkgroup provided some statistics, and
Tarsus Technologies did give some input to
specific responses.
The public relations representative of one
of the non-responding companies contacted

provides, perhaps, the most telling insight:
“Maybe that [unwillingness to comment] in itself
is the story. Because, to be honest, I don’t think
there is much transformation in the channel. Bar
the resellers, the disties don’t seem to be all that
transformed. And then on the reseller front it is
more the large systems integrators who seem
to have big attractive businesses that attract
big government contracts that seem to be the
honey to the BEE investors.
“People don’t want to comment on things or
areas where they feel they aren’t succeeding.”
What of the Black IT Forum, an entity
tasked (ostensibly) with advancement
of transformation? Perhaps the greatest

“The major cause is a
lack of suitably skilled
people in technical
roles and IT sales and
services.”
Jacques van Wyk, Ricoh

disappointment of all, representatives from both
the Gauteng and national levels were contacted,
but no responses to numerous e-mails or
telephone calls were received.

But there is some sentiment
One individual who was prepared to share his
views is Garth Francis, MD of Cape-based IT
business Xepa Consulting. “The channel is aware
of transformation, but transformation is not
happening fast enough. It’s not top of the list and
it’s merely ticking a box to comply. The channel
is still dominated by white males,” he says. Is
transformation actually taking place?
“Generally, no,” he replies.
Apart from well-connected and wellresourced, top-tier systems integrators, such
as Gijima, Dimension Data and Business
Connexion, life is tough for the aspirant black
technology reseller or channel account manager.
“Black-owned companies are still stuck in
survival mode and not growing fast enough. I
believe it’s not only about B-BBEE, but more
about relationships and who you know in
the right places,” says Francis. “I still see the
business development manager positions
dominated by white males.”
From a vendor perspective, Jacques van
Wyk, GM of indirect operations at Ricoh SA, says
real black empowered businesses do exist. “Not
[just] the window dressing black empowerment
but black-owned and run; we have two fullyfledged black empowered dealers. It’s definitely
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“People don’t
want to comment
on things or
areas where they
feel they aren’t
succeeding.”
Anonymous PR practitioner

gain the full qualification, once a few basic skills
are gained.
Moreover, van Wyk doesn’t see ‘industry
organisations’ doing much to address
transformation. “In our industry, we would
benefit from a gentleman’s agreement between
the various companies providing learnerships
and development programmes, but that doesn’t
exist. It’s supposed to exist in some form through
the Sector Education and Training Authority
(SETA), yet SETA is ineffective to the point where
they’re largely ignored by both companies and
current and potential employees. It would be
hugely beneficial if government could play a
leading role in this instance, but that just isn’t
happening at this stage.”
As with the BITF, repeated attempts to get
comment from ISETT SETA for this feature
achieved no results.

The comprehensive response

happening but it’s not happening fast enough.”
So, the question remains: why not? “The
major cause is a lack of suitably skilled people
in technical roles and IT sales and services. We
struggle to find suitable candidates who were
previously disadvantaged with the requisite skills
to fill the roles that we need,” he says.

A complex challenge
Van Wyk says transformation in a complex
industry like IT just isn’t as easy as flipping a
switch. “It takes a great deal to transform. [For
example] we have learnership programmes in
place because there are too few external tools
that adequately prepare people for our industry;
we have between ten and 20 people start the
programme each time; yet we only get two or
three qualifying at the end.”
He puts this low completion rate down to a
couple of main factors: lack of ability to grasp the
subject matter, but most often a lack of desire to

30 The Margin | Q1 2014

The one company which was willing and able
to respond comprehensively to questions that
most other organisations shied away from,
provides further insight into the slow pace of
transformation in the channel. With a BEE
scorecard rating of AAA Level 2, Gijima CEO
Eileen Wilton isn’t shy about the fact that
transformation isn’t happening fast enough
across the channel. “Although significant
progress has been made, the pace is not ideal.”
She says factors at play include ‘tough
economic challenges’ and human resource
challenges (‘the scarcity of previously
disadvantaged individuals (PDIs) with critical
skills and competencies’).
Wilton has some views on what can be
done to improve transformation: “Firstly, all
empowerment bodies need to ensure that
charters are in place, properly understood by all
and the measurement against performance is
consistent.
“Secondly, empowerment bodies should
form more partnerships with private sector
organisations and make more financial resources
available from the skills levies paid.

“And, thirdly, closer collaboration between
educational institutions and industry with the
view of alignment of educational programmes to
industry needs aimed at equipping learners with
skills, competencies and knowledge required by
industry,” she says.

In demand but still a minority
While the lack of responses received to our
enquiries could be perceived to indicate
organisations contacted for this feature aren’t
transforming as successfully as they would like,
The Margin is not suggesting channel players
are actively seeking to avoid employing African
staff. Quite the contrary; in fact, we’re very much
aware of internship programmes run by the
likes of Gijima and EOH, which give hundreds
of young PDIs the chance to get real work
experience and skills. And, with the prevailing
political climate and the advantages that can
flow from having black faces in the company
picture, qualified, capable African staff are in
demand.
However, black-owned companies are
struggling with the same issues in finding and
nurturing sufficiently skilled people, says Ricoh’s
van Wyk. “It’s sad when you have a black-owned
business with only one or two black people – the
owners – and they must employ skilled white
labour to fill the majority of roles in the business.
I know of a dealer in our industry that is blackowned but has to do just that, because they
can’t find black people with the right skills. These
are not ‘tenderpeneur’ businesses, they are
real black empowerment businesses and even
though we have seen more black businesses
appearing in the industry, their transformation is
extremely slow because they struggle with the
skills issue like we do.”
While skills is certainly a major factor, the
slow pace of channel transformation should
probably be considered in simple economic
terms, the overriding question of which is this:
‘Does it add value?’. Economics tends to be
colourblind; when the answer is ‘yes’, all else
will follow.

Distributors ranked by B-BBEE status
Name

Certificate available
online for download

Level (date gained)

First Technology Holdings
(includes First Distribution & Phoenix Distribution)

Yes

Level 2 (January 2013)

Kolok

No

Level 2 (March 2013)

Pinnacle (includes AxizWorkgroup)

Yes

Level 3 contributor (January 2014)

Tarsus

Yes

Level 3 contributor (July 2013)

Mustek

Yes

Level 3 contributor (August 2013)

Westcon Comztek

Yes

Level 4 (January 2014)

ESQUIRE

Yes

Level 4 (April 2013)

Rectron

Yes

Level 4 (August 2013)

Drive Control

Yes

Level 4 (November 2013)

Core Group

No

In the process of getting certified

Corex

No

Non-compliant

Sahara

No

Repeated requests for the certificate to
be e-mailed failed
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Vox Pops: Does the channel take
transformation seriously?
Broad-Based Black Economic Empowerment (B-BBEE) is seen by many as a contentious issue, despite government’s desire to
‘level the playing field’ in what has for a long time been a predominantly white-dominated industry. For those black-owned small
and medium enterprises (SMEs) operating in the channel, there is a requirement for larger enterprises to provide business support
to help them grow. Despite this, there are perhaps not as many B-BBEE SMEs in the market as there should be. Furthermore, many
of the smaller value added resellers (VARs) in the channel target public sector contracts, with the expectation that they will receive
government support – which is not always forthcoming – in growing their businesses.
The process of transformation often occurs at a glacial pace, while government isn’t renowned for its ability to follow through on
its commitments to SMEs. When this is added to the already contentious nature of the process of B-BBEE, it seems an appropriate
time to ask those at the coalface for their opinions on this subject. The Margin posed the following question to a selection of channel
players, both large and small: “Is transformation taken seriously by the channel?”
by Rodney Weidemann
Photography Karolina Komendera

Bradley Riback, CFO at the Integr8 Group, says the company’s commitment to
transformation is based on its conviction that it’s the right thing to do. He says
there’s no doubt that it’s an imperative driven by a need to normalise South
African society.
“However, it must be stressed that genuine transformation speaks to making
a real difference in the lives of those people targeted. Thus, any transformation
strategy must give value to the company’s shareholders and ensure sustainable
development of people.
“Integr8 understands that transformation cannot be viewed as a static
ideology. It’s a moving target that must be constantly evaluated for success.
Transformation can’t be solely driven by the employer. It’s incumbent on each
employee to assist in driving it.”

Bradley Riback
Integr8 Group

Syd Brett, MD of Lesedi Corporate Technology, says that while there may
be issues with government’s approach to using SMEs, companies like his
simply have to be transformed, otherwise they won’t get the business.
“Since around 80 percent of our business is done with government
entities, it’s vital that we transform. It’s the single biggest imperative to our
staying in business. So adopting a strong B-BBEE posture is very much a
‘have to do’, regardless of whether we want to or not.”

Syd Brett

Lesedi Corporate Technology
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Willem Viviers
Mustek

Maria Motau, managing member at Ibhubesi Information
Technologies, is unhappy with the approach adopted by the OEMs
and vendors themselves.
While the OEMs often assist SMEs with regard to
recommendations for contracts, she points out that they have
three partner levels – Silver, Gold and Platinum – which receive
preferential treatment in terms of pricing and rebates, not to mention
service and treatment.
What this means, she says, is that small black businesses can’t
compete on an equal footing with the larger, more established
organisations, as the benefits the latter obtain from their partner
status keeps them a step ahead all the time. In other words, unless
the OEMs do more to assist small black businesses to compete
on the same level as the larger businesses, the status quo in the
industry will remain.

Willem Viviers, manager of Mustek’s Key Accounts division, suggests that
while there are many small, black-owned businesses, government appears
to be failing in its duty to these SMEs.
“The specifications the public sector sets for SMEs to tender for business
are often too high and meeting them too expensive, meaning that often,
these entities simply cannot adhere to the tender specifications set out by
parastatals.
“In most instances where government agencies, through Sita, put
out a tender for smaller entities to become involved in projects, they ask
the players to compete with one another for the business. The trouble
is that the only real way for SMEs to compete with one another is on
price, meaning that they are forced to reduce their profit margins (in some
cases to as little as 0.5 percent) in order to win the contract. Furthermore,
parastatals often fail to pay within the required 14-day period, sometimes
taking up to 120 days to pay. This obviously leaves the SMEs in a parlous
financial state.
“I believe parastatals should allow SMEs to compete with one another
based on their business reputation, rather than simply on price. In this way,
the good companies will rise to the occasion. The current approach does
not allow for any sustainable SME base to be built. If parastatals didn’t set
such unreasonably high standards in place just to be allowed to bid for a
contract, and they also followed through by paying timeously, these small
black-owned businesses would have a chance, but as it stands, the playing
field is certainly not fair.”

Maria Motau

Ibhubesi Information Technologies
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licensing

The tale of the cloud, the licence
and the death of the pirate
Does licensing and software
delivery through the cloud really
spell the end of piracy? And how
does it impact the channel?
by Ben Kelly
photography various
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T

he days of software being delivered
via CD and users having to punch in
long and convoluted software keys to
get applications to work are well and truly
over. Increasingly, vendors are switching from
traditional modes of licence management to
cloud-based services.
Last year saw Microsoft and Adobe, both with
massive install bases, move their key products
across to a subscription model, Adobe with the
move to Creative Cloud and Microsoft with the
launch of Office 365.
The moves may seem radical at first but with
the continued evolution of dedicated online

services, the need for larger companies to act,
or risk being left behind, is becoming ever more
pressing.
Subscription services are nothing new for
the technology field, but Adobe and Microsoft’s
abandonment of the model where customers buy
software and use it in perpetuity is the biggest
indicator yet of the influence that online services
have had on the market.
One part of the market that long ago moved to
a subscription model is security. The requirement
for constant updating of tools to cater for the
constantly shifting ocean of threats meant it was
impossible for vendors to support customers in

Johannes Kanis, Microsoft SA (Photo by Karolina Komendera)

perpetuity without a subscription model in place.
Fred Mitchell, Symantec product manager at
Drive Control Corporation, says his experience
is that while the subscription model has brought
the vendor and the end-user closer together, the
channel still plays a vital role in the relationship.

The need for partners
“No vendor has the resources to maintain a
relationship with all its customers as well as
drive marketing to all corners of the market,” he
says. “The channel is also critical in providing
support for products, once the initial sale has
been completed.
“The model where the channel partner
provides the service, but is supported by both the
distributor and the vendor is just as important
now as it was in the past,” he adds.
While security vendors have been
delivering product online for years, the switch to
a fully cloud-based system was a big departure
for Adobe.
Simon Bromfield, Adobe’s senior channel
manager, says the intent was not to exclude the
channel from the sales process.
“We invited all our channel partners to
participate in taking the new strategy to market,”
he says. “Some partners have, however, adapted
better than others in adjusting to the new model.
“The channel was still a vital cog in the
machine, particularly as customers were used to
buying software in a specific way, but the cloud
sale is a more consultative process than before
and this is where some partners have been
having difficulties.”
This view is backed up by Johannes Kanis,
senior partner business and development
lead at Microsoft SA. He comments that most
of the partners have adapted well to selling
a subscription. Some partners, those whose
business models were wedded to the old

distribution models, are struggling to move
forward, however.
“These companies are struggling to adapt to
the online world, but we’ve put programmes in
place to assist them,” he says.
“We’re also seeing the emergence of a new
breed of partners, those that have never sold
traditional solutions, ‘born in the cloud’ so to
speak, specifically in the SME space.”
Transforming the revenue models of vendors
and partners from once-off payments to
annuity income is one distinct advantage of a
subscription model. However, the cloud offers
additional benefits, including the ability to link

“We’re also seeing
the emergence
of a new breed of
partners, those
that have never
sold traditional
solutions, ‘born
in the cloud’ so to
speak, specifically
in the SME space.”
Johannes Kanis, Microsoft

usage to a single user rather than to a specific
machine and making cloud services and mobile
applications available.

Positive side-effect
Although Kanis and Bromfield both say that
countering piracy was not the aim of the move
to a subscription model, the ability to regularise
software licensing is a key side-effect of the
business model.
Both Microsoft and Adobe have struggled
over the years to counter outright piracy (where
software is copied and sold without the vendor
getting paid) and licensing irregularities (where
companies do not manage their software licences
properly). The move to a subscription model has
the capability to counter at least some of those
problems.
“Piracy is not going to go away as some people
simply refuse to pay on principle, but we’re seeing
a drop in the number of compliance issues,” says
Bromfield.
“This is mostly because the cost of the service
is so low, it makes access to legal software
easier.”
He adds the one concern the company has is
the renewal process. Because Creative Cloud is
sold on an annual basis, it’s reliant on companies
renewing subscriptions and not simply backsliding
to days when piracy was rife. He comments the
company is trialing other payment strategies in
other countries and those that prove successful
may be brought to South Africa in future.
There’s no doubt that the transition from
classical licensing models to subscription models
is almost complete. For channel partners, it
means a shift in the business model from big
upgrade paydays to regular income; for vendors,
it means better compliance, and for users it
means more regular updates and never having to
decide when to upgrade.
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Microsoft Office 365 - The Silver Lining of The Cloud
slug xxx

Almost all major industry players are talking about “the cloud” and/or at least seriously considering
restructuring their business pillars to make way for cloud services. No more is “the cloud” spoken about like
it’s a foreign concept that no one understands, but more and more people are now realizing the potential it
holds as IT evolves. Cloud services can benefit companies in many ways, like moving investments from a
capital- to an operational expenditure therefore becoming a consumer of IT rather than an owner of
expensive infrastructure. Employees have greater flexibility and mobility accessing data and tools from a
range of devices from almost any connection.

Microsoft Office 365 is exactly what you need to make the most of the cloud.
Microsoft has released multiple options of Office 365. Though at times it was not
easy to get your head around Office 365, we now find that the IT market is
becoming better acquainted with the services available from Microsoft. These
services are available to purchase from Distribution or Online and is tailored
for specific industries:

1
3

For the full-time higher education student and home
user, Microsoft offers Office 365 University & Home
Premium. This service includes the latest Office
edition, 20GB Skydrive Storage &
60 Skype minutes.

For larger or Government organizations,
Office 365 Enterprise and Government
Plans are available.

2

For the small to midsized business user, Office 365
Small Business Premium and Office 365 Midsize
Business are available, which include the latest
Office edition, Exchange online, SharePoint services
online and Lync online.

Contact the
AxizWorkgroup Microsoft
Team today and find out
how you can
benefit from the cloud.

Microsoft Cloud Services
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The AxizWorkgroup
Microsoft Team
will guide you to
understand
Microsoft Office 365
services. With a
well-respected team in the
industry that holds many
years’ experience in
Microsoft product/
program licensing, it is no
secret that our
customers feel the true
value of trust and
partnership.
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Clare Williams
Clare.Williams@axizworkgroup.com
011 654 6186
IT Experience: 3 years
Microsoft Experience: 3 years
Microsoft Renewals Specialist

AxizWorkgroup recommends
Microsoft® Software

Gladwel Soko
Gladwel.Soko@axizworkgroup.com
011 654 6177
IT Experience: 14 years
Microsoft Experience: 5 years
Microsoft Product Manager – Software

Yolanda Leite Pinheiro
Yolanda.Pinheiro@axizworkgroup.com
011 654 6203
IT Experience: 14 years, 6 months
Microsoft Experience: 14 years, 6 months
Microsoft Sales Lead

Yonika Murugan
Yonika.Murugan@axizworkgroup.com
011 654 6120
IT Experience: 13 years
Microsoft Experience: 13 years
Microsoft Product Manager - Licensing

Traci Maynard
Traci.Maynard@axizworkgroup.com
011 237 7128
IT Experience: 20 years
Microsoft Experience: 3 years, 1month
Microsoft Business Unit Manager

Lee Soobrayalu
Lee.Soobrayalu@axizworkgroup.com
011 654 6280
IT Experience: 13 years
Microsoft Experience: 8 years
Microsoft Product Manager - Africa
Michele Oehley
Michele.Oehley@axizworkgroup.com
011 654 6205
IT Experience: 9 years
Microsoft Experience: 7 years
Microsoft Business Development Manager

Christine Fick
Christine.Fick@axizworkgroup.com
011 237 7198
IT Experience: 2 years
Microsoft Experience: 1 year
Microsoft Marketing Assistant

Regions:

Western Cape

Gary Middleton
021 529 9522
Gary.Middleton@axizworkgroup.com

Eastern Cape

Lindi Warren
0413950129
Lindi.Warren@axizworkgroup.com

Kwazulu-Natal

Annie Madurai
0315698701
Annie.Madurai@axizworkgroup.com
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on the front line

The retail challenge
Vendors, research houses and the media are quick to give their opinions on the trends and state of the ICT sector, but what
is the reality for retailers? The Margin spoke to two Johannesburg-based retailers – one privately-owned and one part of a
major chain – to gain some insight into life on the front line of technology retail.
by Rodney Weidemann
photography karolina komendera

Matthew Lowe, store owner,
Matrix Warehouse Fourways

To watch the
interview with
Matthew please
click or tap here.

Matrix Warehouse
Describe your business and what sets you apart.
Matrix Warehouse is a retail store that provides the latest IT products at
affordable prices and combines this with the best service possible. Since we
have a national footprint of 93 stores, we can offer this to almost everyone in
South Africa.
Describe your typical customer
Our customers generally fall into the LSM 7 to 10 segment, with around 70
percent being end-user customers and the other 30 percent being corporates
and schools. Conversely, around 70 percent of our revenue comes from the
corporate side.
What has been your best-selling category in the past 12 months?
Increasingly businesses and consumers seem to be taking to notebooks, and
our high sales figures for this category clearly indicate that people like their
smaller size and easier portability.
What has been your best-selling product in the past 12 months?
Our high-end notebooks – the Intel Core i5 and Core i7 – have been selling
really well. It seems most people are now eschewing the cheaper entry-level
machines as they’ve realised the multi-tasking and efficiency benefits highend products offer, and are willing to pay more to get it.
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What is not selling as well as expected, despite a big channel push?
We’ve found a lot of vendors trying to push all-in-one PCs, along with tablets, but
the prices for these machines remain too high, so demand has remained low.
What has been the biggest surprise product?
We’ve seen an increase in demand for customised gaming desktops. More people
seem to want machines that come in specific colours and are built up according
to their specs.
What is the strangest question you’ve been asked by customers?
The funniest one was a chap who, after perusing our store for a few minutes,
asked us where our beds were. When we said we don’t stock this type of product,
he seemed quite confused and asked: ‘Aren’t you Mattress Warehouse?’
What are the biggest challenges you face in running your business?
Being in the IT space, our biggest challenge remains keeping up with technology
trends. We have to constantly do research so that if a customer asks a question,
we’re able to answer it intelligently.
Who is your business or technology hero?
Richard Branson, whose entrepreneurial skills are amazing. You only have to look
at what he’s accomplished in his life, right back to starting his first business at the
age of just 14.

Diane Bowran, CEO, Direct
Deals in Woodmead

To watch the
interview with
Diane please
click or tap here

Direct Deals
Describe your business and what sets you apart.
Direct Deals was launched four years ago, followed a few months later by
24-Hours Only, which is our online business. The company was started
with a particular retail mission – to ensure excellent and personalised
service to our customers, which is facilitated by experienced personnel.
Our goal has always been to provide the lowest price on every single item
in-store.
Describe your typical customer
Our customer base encompasses a wide spectrum of demographics – while
initially it was mostly male, we’re seeing a lot more women becoming more
confident in making technology purchases. Generally speaking, we service
end-customers, although we do service certain corporates that supply us
with frequent orders.
What has been your best-selling category in the past 12 months?
In-store, laptop sales continue to be number one, closely followed by TVs;
in our online store, the fastest seller appears to be external hard drives.
What has been your best-selling product in the past 12 months?
Talking specific products, our physical store has experienced a marked
increase in sales of the Lenovo G580 laptop. Online, it has definitely been
the Toshiba 1TB 2.5-inch external hard drive.
What is not selling as well as expected, despite a big channel push?
There’s no doubt that Samsung’s Galaxy Note 3 and Gear devices received
a lot of hype and there have been some pretty big promotions trying

to drive interest, but the attendant sales have not been there. We’ve
received plenty of enquiries from customers, but I think these devices are
comparatively expensive and, to date, we’ve not really moved a lot of stock.
What has been the biggest surprise product?
The Samsung 50-inch LED TV; there has been such great demand in the
past few months, it seems to have wings and is flying out of our store. This
has certainly been quite surprising.
What is the strangest customer question you’ve been asked?
A customer who had bought a laptop from us came back to the store
requesting a new one. When we enquired what the problem was, he
said his machine had been stolen and he expected to receive a new one
because it was still under guarantee.
What are the biggest challenges you face in running your business?
Undoubtedly it remains the typical retail challenge of gross profit. It’s a
competitive market. It’s particularly tough being an independent, because
you’re up against larger retailers with significant buying power. Our offer
to beat any price, while still taking on these big players, is definitely no
easy task.
Who is your business or technology hero, and why?
Definitely Sam Walton, who launched the Wal-Mart empire, as he was a
retail maverick with passion and innovation. Despite building a massive
organisation, he remained focussed on the individual stores and always
kept in touch with what was happening.
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future of the pc

Not quite Waterloo
Overwhelmed from all sides, the once mighty PC has fallen on hard times.
So, does it have a future, and if so, where’s the innovation?
by Axel Bührmann
photography karolina komendera

Julian Pienaar, Lenovo
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opping off six almost disastrous years of
falling sales, 2013 was the worst ever for
the PC – whether notebook or desktop.
You can put the blame squarely at the feet of
consumers: obsessed with smaller, sexier tablets
and smartphones, they’re not interested in
traditional PCs, which have become little more
than shared content creation tools.
Although the PC is still the primary computing
device for many, used more hours per day
than tablets or phones, there’s little reason to
replace older systems, says Jay Chou,
senior IDC research analyst.
“And, despite industry
efforts, PC usage has
not moved significantly

beyond consumption and productivity tasks to
differentiate PCs from other devices,” he says.
“As a result, PC lifespans continue to increase,
thereby limiting market growth.”
It’s a global trend, stretching from First World
to emerging countries, where research firm
Gartner reports consumers tend to invest in
smartphones as their first connected device, and
in tablets as their first computing device.
The mobile fixation thrusts deep into the
computing heart of the enterprise, where once
all-powerful but still paranoid IT departments
battle the forces of consumerisation and the
Bring Your Own Device (BYOD) trend.
External factors, including financial issues
and lacklustre Windows 8 demand, haven’t

helped much either, and the PC market will
continue to contract, replacement cycles will still
be lengthy, and margins so small they may as
well be non-existent.

Napoleon’s last stand?
Odds are, then, that we’re looking at the PC’s
Waterloo in 2014. Its decline, fall and inevitable
death seem to be a done deal.
Not so fast. Despite widespread PC
pessimism, not all vendors have seen negative
growth over the past few years. The two
standouts are Lenovo and Dell. Gartner placed
Lenovo at the top of the 2013 PC pile, with Q4
growth of 6.6 percent from the same quarter
the year before, and a market share of 18.1
percent. Lenovo’s EMEA growth was even more
noteworthy, jumping 23.7 percent from the same
quarter in 2014. Globally, Dell was the only other
PC vendor to experience similar growth figures –
6.2 percent.
While consumers are – or were – an important
part of the equation, the PC is still the stalwart of
corporate computing, and interest hasn’t waned
among South African enterprises. Dell hasn’t
seen demand fall at all, says Chris Buchanan,
director: end-user computing, Dell Africa, and
today it sells as many corporate PCs as it did a
year ago. Other vendors have told The Margin
that local demand is so great, they struggle to
keep up.
There are glimmers of light here and there,
and researchers are now starting to talk the PC
up again.
IDC reports that lower price points of thin and
light products – key to the PC’s future success
– are stirring a new PC replacement cycle and
could even result in ‘some’ growth in 2014.
Consensus from both IDC and Gartner is that
the PC market has bottomed out, with IDC more
recently predicting sales will become ‘slightly
positive in the longer term’.
David Drummond, VP Middle East and
Africa and southern Africa country manager for
Acer, pointed out in an interview with ITWeb in
January that while there has been increased
mobile penetration across Africa, PC sales in
regions such as Angola, Ghana, Kenya and
Algeria are on an upward curve.
“Whatever issues of profitability experienced
by western vendors, where the PC is fighting
a losing battle against tablets, iPads and other
devices, for most end-users on the African
continent, owning a PC adds another layer to
their technology access – it’s still meaningful,”
Drummond says.

Forcing an upgrade
Then there’s the inevitability of change. Besides
businesses being forced to accept the reality of
having to replace PCs that have gone far beyond
their sell-by dates, Dell’s Buchanan also points
out that corporate interest will again intensify as
Windows XP support ends in April.
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Make the right impression
Whatever your business, it always pays to look
professional. That’s why, when choosing signage
solutions, you want to choose the best. Welcome to
Philips Signage Solutions. Making use of leading
technologies, Philips has developed the most
comprehensive range of displays to create the right
impression for any company. Whether you need a highly
sophisticated display or you are on a tight budget, there
is a Philips Signage Solution that’ s right for you.

QL-Line
Intensify your signage experience
Signage Solutions Q-Line Display with priceless smart performance. Deliver
startlingly clear images in a more eco-friendly way with the edge LED display.
High on performance and reliability, yet low on power consumption, it is
ideal for projects where no compromise is accepted.

axiz workgroup

Videowall Displays
Create the most stunning video walls
Signage Solutions Videowall direct LED Display with zero bezel. Create the
most mesmerising video walls with our range of models. With practically
zero bezel and stunning full HD picture quality, you’re sure to create the
most memorable visual experience.
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Gartner’s Preliminary Worldwide PC Vendor Unit Shipment Estimates for Q4 2013 (Units)
Company

Q4 2013
Shipments

Q4 2013 Market
Share (%)

Q4 2012
Shipments

Q4 2012 Market
Share (%)

Q4 2013-Q4 2012
Growth (%)

Lenovo

14 932 408

18.1

14 005 093

15.8

6.6

HP

13 592 600

16.4

14 642 581

16.5

-7.2

Dell

9 773 821

11.8

9 205 892

10.4

6.2

Acer Group

6 474 738

7.8

7 703 752

8.7

-16.0

ASUS

5 399 000

6.5

6 661 483

7.5

-19.0

Others

32 461 044

39.3

36 509 123

41.1

-11.1

Total

82 633 610

100.0

88 727 923

100.0

-6.9

Note: Data includes desk-based PCs and mobile PCs, including mini-notebooks but not media tablets such as the iPad. Data is based on the shipments selling
into channels.
Source: Gartner 2014

“If there’s no longer driver support or other
upgrades, companies with a large installed
XP base will definitely struggle, unless they’re
prepared to pay for expensive support,” he adds.
It certainly isn’t an easy time for the corporate
PC and the channel that supports it. As Gartner
points out: “The attributes that qualify a PC as a
business-class model — including long image
stability, long product lifecycles and a three-year
standard warranty — are eroding as vendors
struggle to maintain even meagre profitability.”
In the face of tough times and such tough
talk, Gartner analysts Stephen Kleynhans and

“Despite industry
efforts, PC usage
has not moved
significantly beyond
consumption and
productivity tasks to
differentiate PCs from
other devices.”
Jay Chou, IDC

Leslie Fieri maintain the channel is now even
more important than in years gone by. Since
most corporate customers are looking at a
single-supplier strategy for purchasing their
PCs, they say, Gartner puts a high value on
the breadth of products supported by a strong
channel network.
“Having a strong reseller channel will
become more critical in the coming years,”
they add. “Gartner regards global presence as a
significant criterion for evaluating potential PC
suppliers.”

Meeting the requirements
For Gartner, the bottom line is that enterprise
PC buyers have unique requirements that go
beyond price to include platform stability,
global account management, support, service
capabilities and fast turnaround on warranty
repairs.
And that’s exactly why Lenovo is doing so
well, says Julian Pienaar, Lenovo technical
solutions advocate, who is positively gleeful
when The Margin asks him whether all this talk
of the dying PC has any foundation.
“Dead?” he asks. “Most definitely not.”
Then again, Pienaar works for a company
both IDC and Gartner identified as the global PC
market leader in the Q4 2013, ending a year
on an exceptionally high note after continually
jostling with HP for top spot. Even with this
leadership position, Pienaar admits the PC has
had its heyday.
“Across the globe, the market is definitely
bottoming out,” he adds.
“One reason is that many of those
companies that initially embarked on aggressive
tablet and mobile strategies have become far
more cautious. They’re still on the look-out

for the ‘ideal’ business device, and have also
discovered employees are just not prepared for
tablets for business use.”
Consequently, he says, for most corporates,
the notebook continues to be the mobile
business tool of choice.

Still a need for traditional
desktops
“But there’s still a clear market for traditional
desktops,” Pienaar adds. “Financial institutions
such as banks are shipping huge amounts of
desktops for branch banking, call centres, and
so on – and that’s not going to change in a
hurry. Desktops will always be there, as they
will be in municipalities.”
So if there is market potential, surely there’s
a need for reinvention and innovation? Pienaar
agrees, saying vendors are ramping up R&D
into smaller, more innovative form factors. Here
Pienaar introduces The Margin to one example:
the second-generation, enterprise-ready,
paperback-sized ThinkCentre M93p Tiny.
“Another form factor is the all-in-one (AiO),
which has taken off simply because of space
practicality and ease-of-use,” Pienaar adds.
“Many AiOs come with touchscreens, making
them far more intuitive than the cumbersome
keyboard and mouse combination. AiO pricing
has also come down to such an extent that
businesses have come to regard them as
commodities.”
Despite the pessimism that centres on the
demise of the PC as we’ve known it over the
decades – square, bland and boring – PC makers
are optimistic that phoenix-like, it will rise from
the ashes, with a greater variety of form factors
and innovation, all underscored by the stability
of continued and steady corporate demand.
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one for the future

Rudie Raath, HP

A sea of sensors
Data analytics is the future – that much we all know. But as HP’s Rudie Raath explains, today’s sensors are creating a
future of unfathomable information – and machines will do our thinking for us.
by James Francis
photography Karolina Komendera

I

n his book A Short History Of Nearly
Everything, author Bill Bryson notes
something interesting. Geologists, particularly
those who looked for oil, were aware of
continental plates and fault lines long before
scientists verified their existence. The reason
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is simple: finding oil is all about looking in the
right place, so those who understand the world
beneath our feet have a distinct advantage.
This, in a nutshell, is how we all approach
data: nobody cares how or why data is created,
just what it tells us and how we can use it. And
that, says Rudie Raath, is core to the world
we’re busy entering. If you think this sounds like
a conversation about big data, you’d be right.

But the chief technologist at HP South Africa
sees far more to this than meets the eye. While
everyone talks about the potential of analytics
and knowledge farming, Raath proposes a far
more radical future.

The nanotech difference
“Take the oil and gas industry: it’s being
revolutionised by sensors. Today, you see

“It’s not hard to imagine the reality of machines
designing machines and creating their own elaborate
ecosystems, without one human lifting a finger.”
Rudie Raath, HP
we’re seeing sensors becoming cheaper, better
and more intuitive. What used to take a lot of
machinery and highly specialised personnel can
now fit into your pocket and be used by anyone.”
Indeed, the evidence is already in your pocket:
modern smartphones use sensors that are more
advanced than those used just a few years ago
by the world’s militaries. Ever since nanotech
has matured into a manufacture-ready state,
it has quietly been turning everything on its
head – especially sensors. And these, in turn,
are opening up countless doors as they create
feedback loops between the real world and the
data it generates.
“Imagine you wore a medical sensor, and it
alerts you that your body is low on sugar,” Raath
says. “You also happen to wear a sensor that can
analyse your food, sniffing out the ingredients. As
you sit there, you’re getting information relevant
to you, in real-time and without much effort
on your part.” He extrapolates into a broader
example: one day, our highways may contain
sensors automating the cars that drive on them.
“When people talk about a sea of sensors,
they’re not kidding.”

The preference evolution

hard-core drillers walking around with tablets,
getting real-time feedback on what’s going on
beneath them.” This is unparalleled – what used
to take guesswork is now unbelievably exact,
and becoming more so. The catalyst, says
Raath, is the boom in sensor fabrication courtesy
of nanotechnology: “If you asked me five years
ago if nanotech was market-ready, I’d have said
no. But so much has changed since then and

Yet this is only the tip of the iceberg. All these
sensors will provide data, which will need to be
analysed continuously. Raath dismisses the idea
that we’ll run out of storage space. Instead, he
predicts that, eventually, nanotech will deliver
storage capable of putting a datacentre on
something the size of a coin. However, we are
going to become more reliant on machines to do
a lot of the thinking.
“At present, human-to-machine interactions
make up around ten percent of all data. This
is going to shrink as machine-to-machine
transactions grow.” Faced with unending streams
of data, we’ll become reliant on machines to filter
those for us. This is not only because we’d be
overwhelmed, but as the oil prospectors of old,
we care little for the ‘how’.
“Sensors and the machines crunching their
data will be transparent to us. We’ll come to

expect real-time information that is relevant to
our personal interests.” This phenomenon is
already taking place through preference engines
– online retailers and streaming services are
spending millions developing software that
can predict and recommend what you’d like.
But in a decade, this will be a whole different
game. Not only will the data reaching you be
determined by preference engines, but the
machines talking to each other will also receive
data based on preference engines predicting
their wants. Somewhere a machine will study
the behaviours of other machines and then
determine what kind of data they would like to
process. This is to be driven by serious artificial
intelligence, forging a system of personalised,
multi-layer data analysis.
“From there, it’s not hard to imagine the
reality of machines designing machines and
creating their own elaborate ecosystems,
without one human lifting a finger.”

Robot overlords?
That is a tad scary and evokes at the least
images of Skynet from the Terminator films.
But Raath dismisses such technophobia: “It’s
important to remember that machines follow
question/answer logic. Even what could be seen
as machine intuition is still very methodical.
But that x-factor that makes human beings both
dangerous and exciting can’t just be recreated.”
Still, he does expect a clash between the
real and digital world – sooner rather than
later. The ability to make split-second decisions
based on real-time data will have a profound
impact on how our reality functions. Nanotech
will allow cheaper and smaller devices to sit
in every nook and cranny, constantly sending
out updates. A farmer can intercept a bad crop
as it is harvested. A doctor can spot a heart
attack before it happens. And machines will
decide what users and other machines want to
see, based on what we chose before. It’s not
that guesswork will disappear. But in a decade,
making an educated guess could have a whole
new meaning.
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Shifting paradigms

Vox Ex Machina
`Nobody talks, everyone just types’.
How often do we hear that? And
yet the pendulum is swinging back
again – voice is returning. Only
this time we’re not talking to other
people, but machines. And they’re
talking back.
by James Francis
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he first computer capable of listening
emerged in the 1950s: engineers at AT&T’s
Bell Labs created Audrey, which could
only understand spoken digits. It took another
decade before IBM showcased a rival system,
but by the 1970s, voice recognition was getting
attention from a wider arena. During this period,
a critical breakthrough was made: researchers
found that the road to effective speech
recognition is linked to search technologies.
Today, talking systems are becoming
aggressively common. Although the technology
was visible on older devices, users didn’t take

note until Apple’s Siri digital assistant arrived.
The natural voice recognition candle had largely
been held by dictation software, which requires
training before deciphering your prose. Siri, albeit
not a dictation agent, works almost out of the box
and bridges the gap to the user with surprising
speed. Its ability to understand and respond in
natural language has awakened mainstream
interest. And when a well-aged technology
reaches that mark, the floodgates will open.
There’s no end to the examples voice
technology can and has been tied to. Google and
Samsung are both aggressively pushing voice

Jargon
NLU: Natural Language Understanding
TTS: Text To Speech
IPA: Intelligent Personal Assistant
(example: Siri)
ASR: Automatic Speech Recognition

times may begin favouring voice adoption. These
interactions are not just about communication:
voice systems give value to our environments.
For example, you can tell Siri that you need
to buy milk and, when the opportunity arises
(such as being near a shop), Siri will remind you
of this. It’s a competitive field, and leading the
pack is Nuance, creator of the Dragon software
line. It engineered the tech behind Siri, S-Voice
and the new BlackBerry devices, not to mention
proprietary software for computers, smart
devices, cars and homes.

features on their services, while the technology
has also cropped up in car and home systems. It
would appear that voice has been chomping at
the bit for some time…

Riding the cloud
Natural voice recognition requires more than a
good microphone. Previously, software had to
be trained to interpret your musings – and for
good reason. Understanding natural language
is a tricky skill, as it’s loaded with nuances,
contradiction and sometimes just plain rubbish.
But that is how we communicate. For dictation
software, this is already a challenge, so how did
these things start talking back?
As mentioned, search technology is a big
part of it. Apart from tracking our words, the
software uses statistical prediction engines to
look for patterns. But that approach is limited by
the scope of its processing and database. Enter
the cloud: the secret behind Siri, Google Now

and Samsung S-Voice is the ability to access
online servers, which crunch requests through
predictive models and artificial intelligence.
The reason why Siri performs so much better
than the software of the past is because it’s
cheating. You’re not talking to a phone so
much as a vast server farm dedicated to
deciphering the mutterings of millions. Individual
implementations vary, but they all rely on
connectivity and cloud technology to create their
magic. And it works: in 2012, ABI predicted cloud
tech providing 68 percent growth in voice tech
through to 2017. That may prove conservative.

Talk to tomorrow
The early 21st century’s devices are about
bringing us closer to tech. Touch-screens are
a perfect example: these have successfully
transformed intimidated luddites into feverish
zealots (just think of an older relative and their
iPad). So, perfect storm of technology aside, the

The Players
Nuance, creator of Dragon dictation software, is still the industry leader and licenses its technology
to numerous major players like Apple. But its position is shaky: Apple, Google, LG, Facebook
and Samsung are all working on proprietary systems, because they don’t want to share their
knowledge databases. IBM, a long-time voice pioneer, has Watson, a computer so accomplished
at natural voice that it can competitively play the answer-question quiz show Jeopardy. Then
there’s iSpeech, a distinctly left-of-field player that seems intent on voice tech for the masses
– from home to text-to-speech on websites – with the goal of making money from the resulting
ecosystem. Third-party applications exploiting the power of speech is the next step in the ladder,
ushering an era of true wide-scale voice tech adoption.

The reason why Siri is
so much better than
the software of the
past is because it’s
cheating.
Not surprisingly, Nuance has seen staff
poached by Google and even engaged in legal
action against Yahoo. Facebook also recently
entered the game with key acquisitions. It’s an
attempt to move beyond the eyeball: the text
displayed on handheld devices can be a barrier
to communicating effectively. Text to Speech
is a natural solution. Talking to a device also
overcomes interface limitations on small screens
and is now often credited for the surprising
success of Samsung’s Gear smartwatches. And
voice is transitioning into a pure data feature,
so recognising it will be a boon for information
markets. Like any search string, those voice
commands can be catalogued.
But more broadly, these companies are not
yet so concerned about ‘why’ than ‘how’. The
future uses of voice have still to be divined.
Though tactile interfaces will likely keep
dominating gadgets, white products such as
microwaves could accomplish a lot if they
understood your voice. Luxury cars have
implemented this for years and your home is
close to finding its own voice. Speech is not yet
set to replace touch-screens or keyboards, but
will bring interactivity to areas of our lives that
never had it. Certainly, a conversational smart
doll cannot be far off.
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The rebirth of telepresence
Video-conferencing has long been touted as the next wave of communications beyond voice, but how well are top-end
solutions like telepresence really selling, especially when popular (and free) alternatives are available?
by Carel Alberts
photography courtesy of CISCO

T

he global telepresence market, once the
exclusive preserve of large enterprises, is
declining and being overtaken by lowerend Internet Protocol-based solutions offering
high-quality video-conferencing on standard
networks and rich collaboration on all devices
and platforms.
“As workforces become more mobile and
distributed, video is becoming more pervasive
and a key part of business collaboration.”
These words from Gawie Herholdt, a consulting
systems engineer at Cisco Systems, serve
to introduce the company’s portfolio of video
telepresence solutions, while also providing a
pretty good rationale for telepresence itself.
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Thanks to the culmination of three forces
– globalisation, mobile enablement and rapid
advances in communication and collaboration
technologies – there is extraordinary demand
for the plethora of solutions that allow teams to
work more productively and efficiently.

Defining telepresence
Paraphrasing Wikipedia, telepresence is a set
of technologies that allow a person to feel or
seem present at proceedings elsewhere, or to
have a physical effect elsewhere through the
use of robotics.
Video-conferencing, according to topicbased website Telepresence24.com, is

Enlightened hype
Gartner’s Hype Cycle puts video
telepresence on the ‘Slope of
Enlightenment’, meaning enterprises are
increasingly finding credible uses for this
technology collective. In another year
or so, it could ascend to the ‘Plateau of
Productivity’, a period when a number
of winning telepresence components are
likely to coalesce into a core solution that
answers most enterprise needs.
Source: www. gartner.com/doc/2560815

“As workforces
become more mobile
and distributed,
video is becoming
more pervasive and a
key part of business
collaboration.”
Gawie Herholdt, Cisco

high-end codecs supporting high-bandwidth
and high-definition video were said to qualify
as telepresence. But recent technology
developments have led to a more democratic
view. Very high-quality systems are now
available at the low end of the market, to the
point where they threaten the industry status
quo. With this in mind, there is no reason why
even desktop or field-based video-conferencing
cannot qualify as corporate telepresence. After
all, the feeling of being there seems a pretty
illusory benefit when much cheaper systems can
hold their own in terms of quality.
Hence we will focus on the videoconferencing portion of telepresence solutions,
with or without the ‘immersive’ experience.

The market speaks
As noted in the sidebar (tiers of video
telepresence in the enterprise), high-end systems
are a dwindling interest, whereas there’s growth
at the lower end.
According to IDC, the worldwide market for
video-conferencing and telepresence in 2012
was worth $2.64 billion – down 2.6 percent from
$2.71 billion in 2011. The most recent quarterly
results (Q3 2013) reveal a market in flux.
Quarterly growth was positive across all
video equipment segment revenues (immersive
equipment, video infrastructure equipment,
room-based systems and desktop video
systems), while the year-on-year picture is just
the opposite and down compared to Q3 2012.
Latin America and EMEA showed quarterly
and annual growth in sales. Large annual

Tiers of video telepresence in the enterprise
High-end immersive systems

Mid-tier

The focus of many telepresence vendors
still falls on high-end immersive systems
installed in dedicated telepresence
conference rooms.
However, while it is wonderful to conduct
meetings with colleagues and not miss a
single visual nuance, special video rooms do
seem to miss the point of cutting out travel
and increasing productivity.
These solutions further make up a
diminishing portion of the market, as noted
further down. The Margin believes they
will fulfil a niche requirement for widely
distributed companies (with national or
multinational footprints) that have sufficient
need for office-based video-conferencing,
for instance by executives or strategic
project teams.

The next tier is lower-cost telepresence solutions
that can be used to convert general-purpose
meeting rooms into video communication rooms.
These can be used for meeting overflow, satellite
offices, mid-sized companies with multiple
locations (and a myriad other applications,
including telemedicine and e-learning).

Low-end
Then there are personal telepresence solutions for
office, home or hotspot use.

Software-based systems
Skype is the most famous of the software-based
systems. According to telecoms market research
firm Telegeography almost a third of global calls
are now made on Skype.
(See graph below)

increase in international phone and skype traffic
55

International Phone Traffic

International Skype-to-Skype

50

Annual Growth (billions of minutes)

one component. It succeeds the term ‘video
telephony’ and includes all forms of video
communication, including the peer-to-peer
Skype platform. Telepresence combines video
with other infrastructure to aid the abovementioned illusion of ‘being there’.
For many years, only solutions featuring
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declines were evident in Asia-Pacific and North
America. The market opportunity in Europe, the
Middle East and Africa is valued at more than
$400 million according to IDC estimates.

Vendors
Cisco, still the global market leader with 44.7
percent, experienced a 7.6-percent decline
year-on-year. Polycom, with 23.9 percent share
of revenue, was down 14.5 percent. Huawei

was the only top-three vendor to show an
increase in revenues.

Opposite end
“Most significantly, we’re starting to see
the impact of lower-cost video systems
and more software-based offerings,” says
Rich Costello, senior analyst, enterprise
communications infrastructure at IDC.
Huawei launched one such lower-cost
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Telepresence.za
South African providers of telepresence
services and offerings include the
following:
Telkom Telepresence provides life-like
virtual meeting experiences to enterprise
customers from its telepresence rooms in
Cape Town and Centurion.

solution in 2013, the TE30. It’s an all-in-one
camera, microphone and HD codec that is plug
and play, and easily connects to an HD TV, so
well suited for the meeting room of an SME. It’s
designed to use WiFi or Ethernet connections
and uses video motion enhancement to save
on bandwidth requirements, which ties in well
with local internet connections, especially in
more rural locations.
Another solution to highlight is Vidyo,
which is lauded for democratising high-quality,
affordable telepresence. The vendor is known
for its desktop video-conferencing, but caters
for room-based, desktop and mobile users in
enterprises and smaller businesses too.
Rob Lith, business development director
at Connection Telecom, the South African
representatives for Vidyo, say the vendor’s
adaptive video-layering architecture allows
it to deliver natural, affordable, high-quality
video over the internet, and 3G and 4G cellular
networks.

Vidyo, whose infrastructure powers Google
Hangouts, was cited as having the ‘the best overall
video quality and performance’ in the most recent
Forrester Wave for Desktop Video-conferencing
(Q3 2013).
According to the Forrester Wave report, what
separates the leaders in this market (identified
as Microsoft Lync, with Avaya, IBM, Cisco and
Vidyo also identified as Strong Performers)
are their interoperability strategies (or unified
communications and collaboration vision). Vidyo
has been active in driving H.264 SVC, HEVC and
SIP video-conferencing interoperability, and most
recently announced it would collaborate with
Google to enhance video quality within WebRTC.
In turn, Cisco’s commitment to interoperability is
evident in its strategy of native H.264, SIP, XMPP,
BFCP, and TIP product support. Cisco integrates
with Microsoft’s Exchange, Office and Lync, IBM’s
Sametime and Notes, VMWare’s Zimbra, and
Google’s Gmail to name a few, and supports a
broad range of platforms and devices.

Duxbury Networking partners with Vu
Telepresence to bring video-conferencing
products to the enterprise reseller
channel.
Bridge Conferencing Solutions is the
local channel partner of RADVision,
whose Scopia XT immersive solution is
billed as a low-cost, intuitive alternative.
Omega Digital Technologies brings a
full range of telepresence solutions to
its customers in the three major urban
centres.
Neotel has opened a public telepresence
facility at the Cape Town International
Convention Centre, and also has facilities
at its Midrand offices.
Cisco is the global market leader in
telepresence solutions, with a full range
of high-end to point solutions.
Connection Telecom represents
Vidyo in South Africa. Its solutions
are distinguished by their architecture
allowing high-quality, any-device videoconferencing on standard IP networks.
Huawei offers telepresence solutions to
the South African market through its local
distributors.
Avaya also has a local presence and in
June 2013 launched a video collaboration
solution designed specifically for the
small and midsize enterprise segment.
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Leading portfolio
As the market-leader in telepresence, globally and in Europe, Middle East and Africa, Cisco’s
telepresence portfolio can be used illustratively.
The ‘Immersive’ series offers all that is needed to construct spaces that make conference
participants feel they’re in the same ‘virtual collaboration’ space – the best in lighting, surfaces
(high-resolution screens and even panel desks), cameras and microphones.
Further down the line, the ‘Multipurpose’ range, for equipping general-purpose meeting rooms
with video, is, we believe, the sweet spot of the South African channel opportunity.
Cisco’s other ranges include the ‘Personal’ series for desktop, home office or hot spot use,
and finally, there’s a rather exciting range of point solutions for channel, home or enterprise
enthusiasts.

Figuring it out
The Margin takes a quick glance at some of the statistics and forecasts released recently.
Compiled by Paul Booth and Adrian Hinchcliffe

Worldwide IT spending
is on pace to reach

$3.8 trillion
in 2014,
according to
Gartner.

Pyramid predicts

Gartner’s visions

Pyramid Research announced its
technology predictions for 2014. The top
three for Africa are:

Some of Gartner’s top industry predictions for
IT organisations and users for the mediumterm future are:

By the end of the year, one
in three mobile subscriptions
will be on 3G or more
advanced networks.

Gartner predicts worldwide shipments of
traditional PC, tablet, ultra-mobile and
mobile phones will grow 7.6 percent
this year.

Five more African countries
will launch long-term
evolution (LTE) this year.
Netflix, the internet video
streaming service, will launch
in Africa this year, with South
Africa possibly being the first
country.

The worldwide total disk storage systems
market declined 5.6 percent in Q3 2013,
with EMC still keeping its lead over HP
and IBM, says IDC.

Worldwide notebook
shipments in Q4
2013 dropped
5.9 percent,
according
to Digitimes
Research.

The local IT market
is due to grow
by 6.5 percent,
according to IDC’s
Q3 ‘Black Book’.

By year-end
2017

at least seven of the world’s
top ten multichannel
retailers will use 3D printing
technologies to generate
custom stock orders.

By 2018

3D printing will result in the
loss of at least $100 billion
per year in intellectual
property globally.

By 2018

20 percent of the top 100
manufacturers’ revenue will
come from innovations that
are the result of new crossindustry value experiences.

Tablets will comprise
50 percent of the overall
PC market shipments in 2014,
with 285 million, a number set
to grow to 396 million by 2017,
forecasts Canalys.

A summary of the figures is shown below:
ZAR (m)

2013

2014

IT services

46 615.7

51 654.0

Software

16 531.6

17 881.9

Hardware

50 039.8

50 974.7

Total IT market

113 187.1

120 510.6

Global smartphone
subscriptions will reach

5.6 billion

by 2019, of which 930 million
will be in Africa, according to
Ericsson’s Mobility Report.
Africa also
accounted
for 20
percent
of all new
mobile data
subscriptions
in Q3 2013.
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in profile

Mini
Survey

A

Intrigued to understand the local
cyber security market, The Margin
conducted a mini-survey among the
people who know it best.
BY Adrian Hinchcliffe

merica’s NSA, Britain’s tabloid journalists,
teams of Chinese ‘researchers’ and
thousands of teenagers holed away in
their bedrooms all have one thing in common:
they’re after your valuable information.
Protecting an organisation’s data from
hackers, malware and viruses is becoming ever
more specialised and challenging as the variety
and quantity of threats increases. Megatrends
like big data, cloud computing and bring your
own device (BYOD) also add extra dimensions
and challenges to securing access to burgeoning
amounts of data.
And herein lies the opportunity. Where
there’s fear of uncertainty and risk that an
organisation’s most valuable assets can be
corrupted, destroyed or stolen, there’s a need
for solutions and services offering reassurance
and protection.
Conducting a mini survey among vendors,
distributors, systems integrators (SIs), valueadded resellers (VARs), security solutions
providers and consultants, questionnaires were
sent to experts and companies operating in the
local field of security.

Responses received totalled 23, and
vendors accounted for the biggest percentage of
respondents (44 percent).
Consultancy

Vendors

Systems
Integrator/valueadded reseller/
security solutions
provider

Distributors

17%

44%

17%

22%

Is cyber security taken seriously?
To gauge attitudes around the level of opportunity, respondents were
asked if cyber security was taken seriously among both
private sector and government.

Where’s the
opportunity?
To understand where the opportunities are,
respondents were asked to identify the top three
vertical industry sectors that are showing most
interest in security.

Government

Financial services

21

Public sector

11

Telecommunications

9

Business
18
13
8
4

2
Yes

To some extent, but more
can be done

No

1
No response

* Respondents were asked to rank the top three.
Click or tap the graph to see additional results
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Click or tap the graph to see additional results

Top drivers for
security purchases

Understanding the drivers
Getting to grips with the business drivers is important for the SIs and VARs that want to
capitalise on the opportunities presented by security solutions. Asked to identify the top
three drivers, the respondents see the rise in threats and regulatory requirements as the
biggest factors. The top response given by the security-focused SIs/VARs was ‘regulatory
requirements’. One such area of compliance that companies in numerous fields, such as
financial services, marketing and healthcare, will have to consider this year is the new
Protection of Personal Information Act.

17
17
14

Increasing threats
Regulatory requirements
Loss prevention
* Respondents were asked to rank the top three.

Products and
services
The next three questions were designed to
determine which products and services are
currently selling well, and where growth is
expected.

1

Which products are fuelling sales?
Click or tap the graph to see additional results

13

Endpoint security

12

Web security

11

Data loss prevention

2

Which services are fuelling sales?
Click or tap the graph to see additional results

Managed
security services
Deployment and
installation services
Penetration/
vulnerability testing

The worldwide cloud-based security services
market will reach $2.1 billion this year and rise
to $3.1 billion in 2015, according to Gartner.

3

16
8
7

Which product/service will grow
most in the next 2-3 years?
Click or tap the graph to see additional results

11

Managed security services

Revenues and margins
Asked to split their revenues between security products and services, SIs/VARs claim to
make an average of 42.5 percent of revenues from products, and 57.5 percent from services.
Meanwhile, the average margin made from selling products is 15 percent and services generate
approximately 28 percent margin.

Security policy/compliance/
auditing/forensics
Data loss prevention

9
7

* Respondents were asked to rank the top three.
Click or tap the box to see additional content
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Click or tap the
image to see
additional
content

Adding security
to the portfolio
What are the biggest
challenges faced in
selling security?
• Lack of user education, leading to increased
attacks or breaches.
• Lack of executive awareness around the need
for security; true awareness often only comes
after experiencing a breach or attack.
• Not being able to demonstrate the value
of security, or as one respondent terms it,
‘providing a tangible ROI’, especially in a time
of cost reduction.
• Ensuring solutions and offerings stay one step
ahead of the cyber criminals.
• Keeping up with the ever-changing IT
landscapes and trends, such as cloud and
BYOD, and being able to offer customers a
holistic solution.
• The local skills shortage.

With much growth potential, adding security
products and services to the portfolio could be a
key new revenue stream for systems integrators
and value-added resellers that don’t already play
in this area. The Margin asked respondents what
advice they would give to companies looking to
add a security focus.
The general feeling is that market entry is
a strategic business decision that resellers must
undertake seriously. Gregory Anderson, country
manager of Trend Micro, says: “I would highly
recommend that they [SIs/VARs] research their
options before making any decisions, and to
ensure they provide adequate resources to the
new offering from technical aspects, to sales
and marketing.”
Resourcing qualified skills and keeping on
top of the latest developments is key, and that
requires ongoing investment and dedication. “Make
sure you’re capable of supporting your products
technically – international support is often lacking,”
says Claire Milroy, director, SecureLab.
Of course, selecting the right products will be a
key determinant of success. “Pick the technologies
that close the gaps in the client’s software and
network in order to prevent the adversary’s attack
at the point of infiltration. Typically, technologies
backed up by strong research capabilities will give

Future market
Although The Margin has no qualifications in astrology
or an honour’s degree in futurology, we like looking at
trends and trying to predict the way things may map
out. With this in mind, we asked our panel of experts
how they believed the local security market landscape
would evolve over the coming years.
The first talking point was the impact of
megatrends, such as cloud, and its role as a delivery
mechanism. “Security will move to managed service providers and SaaS
models,” says Dominic Richardson, marketing manager: Sub-Saharan
Africa, Panda Security.
Andrew Potgieter, business practice director at Westcon Security
Solutions, agrees: “A big drive will be Security as a Service, taking the focus
away from product sale towards a pay-per-use model.”
The second megatrend at play is analytics. “More focus will be given on
foresight, security analytics will be on the increase as the need to mitigate
the advanced persistent threat arises,” says Brandon Naicker, risk advisory
manager, Deloitte.
The third megatrend that will disrupt the landscape is mobility. Riaan
Badenhorst, managing director, Kaspersky Lab Africa, says: “With the
continuous improvement of mobile devices and applications, the complexity
56 The Margin | Q1 2014

organisations a fighting chance to stay ahead of
the evolving threats,” says Stefan Schmid, director
of Southern Europe, Middle East and Africa, HP
Enterprise Security.
Tied in to the choice of product is the
vendor or distributor that provides said solution.
“Make sure you partner with a vendor who is as
committed to the channel as you are – you’re more
likely to receive quality support, both technically
and from sales,” says SecureLab’s Milroy.

Be strategic
“Don’t try to build Rome in a day,” advises
Wayne Olsen, CTO, SecureData. “Security is
a layered approach. Add additional security
services as time progresses.”
Samresh Ramjith, chief solution and
marketing officer, Dimension Data, expands the
point: “Start with products and services adjacent
to existing solutions.” He cautions, however:
“Security is a specialisation – don’t dabble. Don’t
add to the noise. Sell something that works.”
Indeed, a number of respondents agree it’s
important for resellers to complement existing
offerings and create a niche. “Security is more
of a specialised and focused sell,” says Andrew
Potgieter, business practice director at Westcon
Security Solutions. “Attach security to the
areas you currently specialise in, for example,
if you focus on desktop and mobile sales, then
add end-point security. Alternatively, if you’re
network-focussed, then look at the edge of the
network security area,” he concludes.

of managing and securing these devices on
corporate networks will remain a huge focus for
security companies. This is especially evident
when looking at employee-owned devices.”
Respondents also believed that local
changes in attitude to the threat would take
place. “We will see companies of all sizes
starting to take it more seriously. This is driven
by the slow realisation that we’re no longer
isolated on the dark continent,” says Richard
Broeke, sales manager at Securicom.
Another factor that will shape the local market’s future is governance
and compliance. “Hopefully, increased local regulation and continued global
exposure will drive increased security budgets and projects,” says Samresh
Ramjith, chief solution and marketing officer, Dimension Data.
One area that will impact South Africa, from an international
perspective, is the makeup of the industry. Says Jiaqi Sun, research analyst,
IDC: “I expect to see a continuous consolidation in the vendors’ market due
to increasing competition and vendors’ strategy to offer a comprehensive
security product portfolio.”
So, in short, the picture is set to get far more complex as the
megatrends of cloud, mobility and analytics each play a part, and vendor
consolidation may also impact channel dynamics.

Targeting the
SME

The number of corporate and larger enterprises
in South Africa is finite, as are the opportunities
to provide security solutions to them – they’re
most likely well-serviced in this regard. In terms
of individual opportunities, there are a greater
number of SMEs that need security services –
very much an area of growth to target. So, how
do the demands of smaller companies vary
from the corporate enterprise?
Respondents identified a number of
differentiating factors. Firstly, and perhaps the most
commonly referenced differentiator, is funding; the
resource constraints at the SME are much more
apparent. “Due to funds, most smaller businesses
decide on the bare minimum,” says Lutz Blaeser,
MD of Intact Software Distribution.
Gregory Anderson, country manager of
Trend Micro, adds that the SME is really after the
most bang for their buck. “Smaller companies

often have higher demands on their security
providers than larger companies that are able to
devote teams of people, resources and budgets
to provide security,” he says. This lack of funds
manifests itself as smaller businesses often
have comparatively more key areas to spend
money on. The current lower levels of spend
also translate from a lack of understanding of the
very real threat and impact that cyber attacks,
in whatever form, can have on an organisation.
It is on this lack of understanding where SIs and
VARs can look to focus their attention.
As Claire Milroy, director, SecureLab, highlights:
“SMEs are less concerned about security, as they
generally seem to have a ‘we’re too small to be a
target’ mentality.” Of course, international cyber
criminals are not necessarily looking at the bank
balance of a company before they launch a hacking
attack on the SME’s network, and viruses don’t
care about the size of an organisation either. And,
as highlighted by Brandon Naicker, risk advisory
manager, Deloitte: “The risks and threats faced by
smaller companies are growing proportionally faster
than larger enterprises.”
Another core difference, driven by funding
priorities, is around the perceived need for
governance and compliance by smaller companies.
“Compliance and legislative requirements are not
a big driver for these types of businesses [SMEs]....
they would rather build an IT strategy that makes
financial sense to them,” says Heino Gevers,
security specialist at Mimecast.
So, defined by the characteristic of tight purse
strings, are there any advantages to servicing the

SME sector with security? Gevers says the SMEs are
characterised by their agility and flexibility, especially
around their IT strategies. “They [SMEs] would rather
engage through a system that can permit instant
access to services and not wait to discuss and
negotiate legal agreements and SLAs,” he says.
Understanding what the SME wants and
packaging the solution appropriately is key to
meeting their needs. “Small companies are very
price-sensitive and have low IT skills, so they
require cost-effective solutions that are easy to
manage but at the same time do not compromise
on security,” says Trend Micro’s Anderson. “They
are also looking for a more cost-effective way to
manage their security, for example on a monthly
basis rather than an annual licence purchase, as
this doesn’t suit the cash flow situations of many
businesses. This is where a managed services
offering makes sense,” he adds.
Jiaqi Sun, research analyst, IDC, adds: “Small
businesses prefer all-in-one solutions such as
unified threat management appliances while mid to
large enterprises have the affordability to purchase
stand-alone and best-of-breed appliances, as they
value in-depth defence and performances.”
So, the key take-aways for targeting the
ever-growing SME sector is down to packaging
an appropriate solution, improving education and
awareness of threats and impacts. As Richard
Broeke, sales manager at Securicom, puts it:
“Smaller companies don’t realise that they need
the same security measures as larger ones. This
needs to change as they’re just as much at risk, if
not more so, due to this misconception.”

IDC estimates that the South African security
appliance market grew 0.8 percent in Q3 2013 to reach
$12.07 million, while the EMEA security appliance
market grew 6.6 percent in the same timeframe.
The Margin says...
To conclude, the cyber security market potential is there, especially among SMEs. However,
SIs/VARs looking to leverage the opportunity must recognise it requires ongoing investment in
skills and staying on top of the latest trends and threats. Selling security products and services
is essentially the same as selling insurance. It needs to draw strongly on the impact that poor or
insufficient protection would have – if you had a perimeter breach or mass data corruption/loss,
how would that impact your business?
Strategically adding security products and services to existing technology areas, in a gradual
fashion, is recommended as the entry strategy, as is finding channel-focused vendors that sell
best-of-breed solutions. Perhaps an obvious statement, but services generate higher margins than
products. Managed security services is deemed by many as the big opportunity, which will be
especially important for SMEs looking to focus on building and running their own business.

To see the full set of results to this
survey, please visit goo.gl/1duCIs.
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in profile

Scale game
Paul Conradie, Westcon-Comztek

The newly-merged Westcon-Comztek goes head-to-head with other tier-one distributors that are arming themselves
with investments and acquisitions
by DJ Glazier
photography Karolina Komendera

A

s one of the biggest mergers in the South
African channel nears formal completion,
newly-formed Westcon-Comztek is
already operating as a single entity, ready for
battle with the other major tier-one distributors.
Paul Conradie, CEO of the new distribution
giant, tells The Margin: “We’re running full
steam ahead as one entity, irrespective of the
legal elements that need to be tied up at the
back end.”
The newly-combined entity will turn over
approximately R2 billion, and employ more than
320 people.
Westcon-Comztek is, of course, not the only
distributor that is bulking up: Pinnacle recently
bought 30 percent of Datacentrix and, even more
recently, MB Technologies announced the buyout of SecureData.
The new game is one of scale, as tier-one
distributors vie for vendor licences and the
attention of the resellers, by supplying a broad
range of value-added services.
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Conradie reports that the relationships with
international vendors have already changed
dramatically. “The merger gives us critical
mass to the brands we represent – so the
conversations have moved to territories as
opposed to countries.” In the past, he says, the
conversations would be about transactions and
quarterly numbers. Now, it’s about strategic
intent and developing the various regions.
Vendors normally want about two outlets in a
particular territory, says ICT analyst Paul Booth,
adding that the bigger the distributor, the better
they will be perceived by overseas vendors.
“It’s a matter of showing off the muscles that
you have, in order to keep your current business
and ensure new business,” he says.

Adding value
In Westcon-Comztek’s case, the integration was
swift. Conradie says that as early as August
last year, the teams began operating in the
new structure, and vendor and reseller partners
became familiar with the new set-up in the
months that followed.
Considering how long the deal was in the
pipeline, and thus how well prepared all the

parties were, the pace of assimilation was
perhaps no surprise.
He believes the impact of the merger –
anticipated to be widely welcomed by channel
partners and resellers – is already being felt
within the channel. “The value-adds we can
provide our reseller customers with has been
dramatically enhanced. We have far greater
opportunities to help them and support their
strategic intent for growth.”
Booth points out that, other than pure scale,
the biggest differentiators that distributors can
aim for are in the areas of value-added services.
“The true role of the distributor is to support the
resellers and ensure the reseller is capable of
providing solutions and ongoing support – rather
than just selling products.”
He says this can take many forms – such
as training, after-sales support, or packaging
different products into an appropriate solution,
for example. In the past, the local industry has
sorely lacked adequate value-added services, so
the channel is changing in a positive way,
he adds.
Booth also notes that both organisations
can now access a broader pool of intellectual

resources, which is important in providing a more
comprehensive suite of value-added services.

Expanding the reach
The newly-merged Westcon-Comztek entity
also offers additional reach across the continent,
which is very useful for the channel partners
that are rapidly expanding into new territories.
Comztek’s strengths were predominantly in
Southern Africa, while Westcon has maintained
a focus on west and east Africa.
“Our customers looking to expand into the rest
of the continent can now tap into our logistical

IP, knowledge and relationships in the [targeted]
regions,” notes Conradie.
He says one of the most beneficial outcomes
from the merger – and one they did not originally
foresee – is better risk management and
compliance. Due to Westcon’s global stature, it
has to stringently adhere to various countries’
compliance requirements.
“Because Westcon globally has a culture
of compliance, we’re able to help our clients
expand their business into the rest of the
continent without impacting the business or
exposing them to unnecessary risk.”

The Big Four
Analyst Paul Booth says there are now perceived to be four tier-one players in the South African IT
distribution sector

Company

Founded

Overview

Pinnacle

1993

Diversified holding group comprising
Pinnacle Africa, Infrasol, Centrafin,
AxizWorkgroup, Datanet, Merqu
Communications and JAG Engineering

Mustek

1987

Largest assembler and supplier of PCs in
South Africa, comprising Mustek and Rectron
operations

1987

Its operating companies include A.C.T.,
Channel Capital, Channel Risk Management,
Platinum Micro, Printacom, SecureData and
Tarsus Technologies.

1995

Comprised of six business practices:
Comstor, Comztek Consumer Solutions,
Comztek Software Solutions, Westcon
Communications Solutions, Westcon
Mobility Solutions and Westcon Security
Solutions.

MB Technologies

Westcon-Comztek

In total, the new group now represents 56
brands across the continent. There was very
little overlap between the brands previously
represented by Comztek and those in Westcon’s
portfolio.
It’s arranged into six divisions: Comstor (its
Cisco business), Comztek Consumer Solutions,
Comztek Software Solutions, Westcon
Communications Solutions, Westcon Mobility
Solutions and Westcon Security Solutions.

“It’s a matter of
showing off the
muscles that you have,
in order to keep your
current business and
ensure new business.”
Paul Booth

Conradie says that ‘Comztek’ will ultimately
not remain as a part of the company’s name.
It will, however, live on in certain lines of
business. “In the same way that we retain the
term ‘Comstor’, Comztek may form part of the
software and consumer components of our
business going into the future.”
And while Conradie says that WestconComztek is not necessarily positioning itself
directly against the other major distributors
– he believes it offers a distinctive, high-touch
approach – the emerging battlefield continues to
evolve in interesting ways. One thing’s for sure:
this is a game only for the big boys.
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Stock watch
Find out what’s hot and hitting our shores now.

Yoga 2 (59-403105)
Category: Hybrid laptop/tablet
Brand: Lenovo
Distributor: Chris Barnes, AxizWorkgroup, 011 237 7000

Venue 11 Pro

Date of availability: Available now

Category: Tablet

RRP: R16 999 (exclusive of VAT)

Brand: Dell Computers

Specifications

RRP: Please contact distributor for price

Quad HD+ display (3200 x 1800 resolution)

Distributors: Drive Control Corporation, 011 201 8927; Pinnacle, 011
265 3232; Tarsus 011 531 1000

4th generation Intel Core processor

Date of availability: Available now

Solid-state drive
Dolby Home Theatre

USPs

Specifications
10.8 inch IPS display with full HD (1920 x 1080) resolution with 10-point
capacitive touch

360o flip and fold design with four modes: Tent, Stand, Tablet and
Laptop.

Intel Atom Z3770 processor (2MB Cache, up to 2.4GHz Quad-Core

Features backlit AccuType keyboard.

2GB DDR3 1333MHz Memory

IPS wide-view display with 10-point multi-touch technology.

802.11b/g/n, Bluetooth 4.0 and 3G / HSPA+

Provides up to nine hours’ battery life.

Integrated 2MP HD webcam (front) / 8MP (back)

64GB hard drive

Windows 8.1 (32-bit)
Weight: 726g

USPs
Office 2013 Home & Student is included with the device.
Features the ability to integrate into an existing corporate IT environment
with full compatibility with current Windows applications and Microsoft
Office integration.
Optional advanced security features and services such as TPM.
Based on Windows 8.1, Venue 11 Pro provides 2-in-1 flexibility with the
power of an Ultrabook, convenience of a detachable keyboard and
experience of a desktop.
Has a user removable/replaceable battery.
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ENABLE AND COMMUNICATE
SMARTLY WITH CISCO
New bundled solution provides customers the opportunity to
better communicate with ease

C

ustomers looking to unify their
communications need look no further
than the Cisco UCS SmartPlay solution
now available to resellers from Comstor.

The Cisco UCS SmartPlay solution is a limited
time special offer for Cisco UCS server that is
ultimately designed to help you lower the TCO of
unified communications at a customer site.
The real clincher with the Cisco UCS SmartPlay
solution is that it is a preconfigured server, that
will help kick start the business looking to make
use of a UCS solution, with minimal technical fuss.
Due to its use of the latest Intel Xeon E5-2600v2
Processors, the solution also promises optimised
performance.
In short these entry-level bundles and expansion
packs will help with reducing the complexity of
a solution, enables the user to gain immediate
efficiency, all the while increasing the capacity of
a UCS solution.

Did you know?
In September 2013, it was reported that the
Cisco Unified Computing System (Cisco UCS)
with versatile Intel Xeon processors continues its
industry leadership, capturing a total of 81 world
performance records with first-to-market results
or results that exceed those set by other system
vendors, including Dell, HP, and IBM.
In the same month, Cisco rocketed to the
number-two position among blade server vendors

worldwide, was clocking in more than 26,000
server customers, a number it had grown by 63
percent from the year before.

Built on success
According to the Comstor team, the Cisco UCS
solution is currently the fastest-growing x86
server line in the industry. It offers exceptional
performance, agility, and scalability. The product
is perfect for the business looking to get started,
or for those looking to expand an existing Cisco
UCS environment.

comztek

The UCS SmartPlay bundle includes the
Cisco UCS Unified Architecture, with UCS
SingleConnect Technology, which optimises
business performance solutions. This makes
it an ideal solution for virtualisation, workload
consolidation, and management automation, as
a result of it making use of the latest Intel Xeon
processors.

Why play smart
The Cisco SmartPlays’s popularity is built on the
back of its ability to reduce data centre costs
because the solution is competitively priced and
the bundles are preconfigured.
The new UCS SmartPlay offers include Cisco UCS
B-Series and UCS C-Series SmartPlay bundle
solutions, as well as SmartPlay Expansion Packs
to easily expand additional capacity in your UCS
environment.

Contact us for more information:

+27 11 233 3333 | ZA.COMSTOR.COM
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SmartPlay Offer Categories:
UCS SmartPlays are divided into UCS Blade
Servers and UCS Rack Servers, each with
multiple underlying options to easily align with
your needs and goals. These include:
• UCS Blade Servers
• UCS B-Series Blade Server Solutions
• UCS B-Series Blade Servers
• UCS Rack Servers
• UCS C-Series SingleConnect Rack Server
Solutions
• UCS C-Series SingleConnect Rack Servers
• UCS C-Series Rack Servers

Selecting a partner
The Cisco UCS SmartPlay solution is only
delivered through certified Cisco resellers, such
as those of you who have already partnered with
Westcon-Comztek’s Comstor division.
Partners have access to a myriad of information
and support streams that are designed to assist
them in better selling, promoting and marketing,
as well as supporting a Cisco UCS environment.
When it comes to improving communications,
virtualising your environment and improving your
data centre – then the Cisco UCS SmartPlay
solution from Comstor is the fastes way for you
to do it!
Learn more about the UCS SmartPlay solutions –
www.cisco.com/go/smartplay

products

e2451Fh
Category: Monitor
Brand: AOC
RRP: R2 899
Distributor: Eugene Kruger, Pinnacle Micro, 021 550 0100
Date of availability: Available now

Specifications
Full-HD 24 inch monitor
Luminosity of 250 cd/m²
Native contrast of 1000:1
Capable of receiving video signals via analogue VGA port as well as
digitally over DVI-D or HDMI

Brilliance UltraWide
298P4QJEB
Category: Monitor
Brand: Philips
RRP: R6 600 (inclusive of VAT)
Distributor: Bruce Byrne, Drive Control Corporation, 011 201 8927
Date of availability: Available now

Specifications

USPs
Utilises the latest in LED-backlit technology to provide a stunning
picture performance, with a mere power consumption of 25W.
Pixel response time of two milliseconds makes the monitor energyefficient and well-suited for gaming.
‘Eco mode’ and ‘e-Saver’ use intelligent picture modes to further
decrease energy consumption.
‘i-Menu’ allows the monitor settings to be conveniently changed with
the mouse in addition to the touch keys on the monitor bezel.
‘Screen+’ divides the 16:9 screen into different panes, which are
accessible through keyboard shortcuts.

LCD Panel Type: AH-IPS LCD with W-LED System.
Panel Size: 29 inch
Aspect Ratio: 21:9
Optimum Resolution: 2560 x 1080 at 60Hz
4 x USB 3.0
DisplayPort, DVI-Dual Link, 2 x HDMI
Dimensions: 700 x 538 x 273mm (with stand)
Weight: 8.46Kg (with stand)

USPs
21:9 AHIPS screen with ultra narrow bezel gives a panoramic view.
‘MultiView’ enables active dual connect and viewing at the same time.
USB 3.0 enables fast data transfers and smartphone charging.
Low bezel-to-table height for optimum reading comfort.
Built-in stereo speakers for multimedia.
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PowerShot SX270 HS
Category: Camera
Brand: Canon
RRP: R3 499 (inclusive of VAT)
Distributor: Heinrich Pretorius, Drive Control Corporation, 011 201
8927
Date of availability: Available now

Specifications
Image Processor: DIGI 6
Zoom: 20x optical zoom, 40x ZoomPlus
Shutter Speed: 1 – 1/3200 seconds
Continuous Shooting: Approximately 3.8 shots per second
12.1 megapixel CMOS, Digic 6 for stunning results even in low light

WD Black Dual Drive

USPs

Category: Disk drives

Intelligent IS for sharp shots, Enhanced Dynamic IS powerfully
compensates for movement in movies.

Brand: Western Digital

Full HD at 60 frames per second for smoother movies.

RRP: Please contact distributor for price

Hybrid Auto creates a movie summary, while Smart Auto provides
optimised settings for shooting.

Distributor: Farhad Alli, Drive Control Corporation, 011 201 8927
Date of availability: Available now

Specifications
Solid State Drive (SSD) capacity: 120 gigabyte
Hard Disk Drive (HDD) capacity: 1 terabyte
Form factor: 2.5-inch
Interface: SATA 6Gb/s
Five year warranty

USPs
World’s first 2.5-inch dual drive storage solution, integrating
both SSD and HDD – offering the speed of SSD with the storage
capacity of HDD.
Fusion of a fully accessible SSD for your operating system and
a generous capacity hard drive.
Features Sift Technology for faster performance and data
management.
Compatible with Windows XP, Windows Vista, Windows 7 and
Windows 8.
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Mecer Xpress C22G
• Intel Core i5-3337U 1.8GHz / 2.7GHz

• Built-in 1.0M Pixel Front Camera / 2.0M Pixel Rear Camera

• Microsoft Windows 8 64 Bit Standard

• Built-in Micro SD Card Reader / Built-in Sound, Speakers, Microphone

• 11.6” Capacity Multi-Touch TFT Panel (Support Full HD 1080p)

• 2 x USB3.0, 1 x Micro HDMI, Li-Polymer Battery (9000 mAh) & Charger

• 64GB mSATA Solid State Drive (SSD)

• Keyboard with Touch Pad (Docking)

• 4GB DDR3 -1600 Memory
• Embedded 802.11 b/g/n Wireless LAN and Bluetooth 4.0

• Microsoft Security Essential Anti-Virus

• Built-in GPS and 3G
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• 1 Year Warranty

products

Officejet Pro X451dw
e-Printer
Category: Printers
Brand: HP
RRP: R 5 270 (inclusive of VAT)

Pepwave MAX HD2

Distributor: Wietsche Labuschagne, AxizWorkgroup, 011 237 7000
Date of availability: Available now

Category: Networking
Brand: Peplink
RRP: R39 999 (inclusive of VAT)
Distributor: Ketan Jeevan, AxizWorkgroup, 011 237 7000
Date of availability: Available now

Specifications
Embedded 3G/LTE modems (model specific)
USB 3G LTE WAN

Specifications
Print up to 55ppm black and colour (ISO speed)
Standard duplex printing
500-sheet input tray, 300-sheet face-down output bin
Standard Connectivity: 1 x Hi-Speed USB 2.0 host, and 1 x Hi-Speed
USB 2.0 device
1 Ethernet 10/100 Base-TX network
802.11 b/g/n Station and 802.11 b/g Access Point

802.11b/g/n Wi-Fi as WAN or AP
Router throughput of 100Mbps
Stateful firewall
Integrated GPS

USPs
Ability to combine a variety of wireless services, the MAX HD2
gives maximum reliability through automatic link failover and
scalability with patented multi-WAN load balancing algorithms and
SpeedFusion bandwidth bonding.

USPs
With HP mobile printing technology, it enables users to print from
smartphones or tablets using HP ePrint, HP ePrint Mobile Apps, Google
Cloud Print, HP ePrint Wireless Direct, or Apple AirPrint.
Produce quality prints with Original HP inks, and save up to 50 percent
on printing costs versus colour lasers.
This Energy Star-qualified device uses up to 50 percent less energy than
colour lasers.

The Pepwave MAX HD2 features integrated 4G/LTE or world-mode
3G modems for instant connectivity anywhere you go.
Built to withstand temperatures from -40 to 65°C and featuring
ESD/surge protection for all ports, the Pepwave MAX is designed for
worry-free performance everywhere you roam.
The MAX brings wire-line reliability to environments where no other
solution can, with up to seven internet connections.
Seamless failover with unbreakable VPN powered by SpeedFusion.
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appointments

New at
the top
Some of the key
appointments made recently
across the channel.

Giving Attix5 a global boost
Attix5, which specialises in data protection
software and cloud solutions, has appointed
Robert Kellerman as marketing manager.
Kellerman revealed he was pleased to be
given the opportunity to grow Attix5 into an
international brand in the world of backup and
recovery. “I want to grow an honest brand which
says: Who, what and why Attix5? in such a way
that people will easily see the value in what we
do and what our products and services have to
offer”, he says.

COMPILED BY AXEL BÜHRMANN
photography supplied

Reeves gets new role
In a move designed to achieve synergies
across the Pinnacle Group, Patrick Reeves
has been appointed HP brand executive for
the group. He will oversee HP’s printing and
computing business across both Pinnacle
Africa and AxizWorkgroup.
Pinnacle Africa’s MD, Tim HumphreysDavies, says: “We will now have a single
point of vendor engagement.

Westcon appoints Westerbos as
CEO

Pinnacle Africa picks Spies
Pierre Spies has been revealed as the as
CEO of Pinnacle Africa, reporting directly to
group head of distribution, Henry Ferreira.
Following his resignation as Tarsus CEO
in May last year, Spies has been acting as a
consultant to MB Technologies, but will take
over the reins from current Pinnacle Africa
CEO Louis Fourie in June.
Fourie will be moving into the role of
group operations director and Pinnacle Africa
MD, Tim Humphreys-Davies will remain in
the position.
“We are really excited about Pierre joining
Pinnacle Africa,” says Humphreys-Davis.
“He has a wealth of experience and a proven
track record in distribution which will help
us to grow the business and execute our
future strategies.”
Spies joined Tarsus in 1992 as an
accountant until 1994 when he was
promoted to the position of financial director.
In 2007 he took over as CEO of Tarsus and
served on the MB Technologies Group board
as an executive director from 2009.

JSE-listed Datatec’s Westcon Group has named
industry veteran Dolph Westerbos as the
company’s new CEO. Westerbos succeeds
Dean Douglas.
“Dolph has a great track-record of managing
organisations that couple premier technologybased solutions and services, built on strong
operational capabilities,” says Jens Montanana,
CEO, Datatec. “Combined with his global
background and experience in emerging markets,
this makes him a great fit to take Westcon’s
market leadership even further.”
Westerbos says: “I’m excited to be joining the
company at this pivotal time to accelerate its next
stage of growth.”

The future’s bright. The
future’s Decaux
Yannick Decaux has been appointed country
manager for Orange Business Services in
South Africa and sales director for SubSaharan Africa. An Orange veteran of 17
years, his primary focus is to drive the next
phase of the company’s growth strategy
within the Sub-Saharan region. He will also
serve as director of the Board of Orange
Business South Africa.
“The region’s economic potential is at its
highest in generations, we will continue to
invest in high speed networks, in innovative
IT solutions and in our people to support the
needs of our multinational customers which
operate in Africa and engage strategically
with the African companies to help them
grow in the global markets,” says Decaux.
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partner awards

Reaching for the stars
Sage Pastel celebrates the success of its channel partners.

At an event held at Sage Technology Park, Johannesburg,
in November, Sage Pastel celebrated its resellers with a
Channel Awards evening. Eight channel partners took top
honours and 15 more received prizes and certificates. Two
categories of awards were handed out: VARs who resell,
install, implement and support Sage Pastel’s products,
and awards for registered accounting professionals that
provide a ‘total service’ to their clients using Sage Pastel
products. The winning VARs are calculated based on the
highest sales and service points.

VAR winners
Sage Pastel divides its entrants into four geographic
regions, with the top 3 VARS in each region being
honoured

VAR of the Year Gauteng – Absolute
Accounting - Lonehill

Gauteng
1. Absolute Accounting - Lonehill
2. Fincom
3. Compulink Business Systems
Western Cape
1. End 2 End Business Solutions
2. Preferred Solutions cc
3. Software 123
KwaZulu-Natal
1. MRBM Consultants cc
2. Ritzy IT
3. Colin J Kaiser
Outlying Regions
1. Fincom KZN
2. HH Accounting Services
3. Elmar Accounting & Computer

VAR of the Year KwaZulu-Natal – MRBM
Consultants

VAR of the Year Western Cape – End 2 End
Business Solutions

VAR of the Year Outlying regions –
Fincom KZN
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Mobility – ending the hype
Smartphones and mobile
connectivity are changing the
dynamics for businesses of all sizes.
Ignore this megatrend and the
opportunities presented at your peril.

W

hile there has been much hype around
enterprise mobility, the fact is that the
mobile enterprise is now a natural and
inevitable next step in business evolution globally.
With mobile penetration and dependence at
100 percent in South Africa, enterprise mobility is
the natural evolution of mobile.
These next steps in mobile will deliver
immense business benefits and greater
convenience for customers. Far from being
revolutionary, businesses will soon wonder how
they ever operated without them.
In South Africa, a number of developments
by enterprises of all sizes are fast-tracking the
move to mobility. A newly globalised business
environment has sparked the need for local
enterprises to always be connected. Improved
mobile broadband and the coming of 4G/LTE is
making even complex and data-heavy enterprise
applications instantly accessible via mobile. And
factors such as increasing road accident figures,
fuel price hikes and the arrival of Gauteng e-tolls
will prompt enterprises to reassess the daily travel
requirements of their employees. Many will likely
warm to flexi-time and staggered commuting
hours, with mobile enterprise solutions filling the
productivity gap outside of office hours.
Enterprise mobility and its associated
technologies are featuring high on the agendas of
CIOs around the world. But local enterprises have
remained cautious. Company management might
be forgiven for fearing that a new and costly set
of tools is set to disrupt the way they run their
businesses. There have been concerns about
security and productivity.
The reality is that running a fully mobile
enterprise may add up to five percent to IT support
costs and up to 30 percent in data and voice
costs. However, these costs are offset by dramatic
savings in travel and office overheads, and
significant improvements in productivity.
Mobility levels the business playing field. Now,
even rural farmers and one-man businesses can
stay in touch with markets, place and fulfil orders
and make payments using a mobile device,
wherever they are. Now, everyone is connected to
the workplace on the move, virtually 24/7. With
consumer apps having set expectations of ease of
use and immense functionality, businesses also
expect to achieve any functionality or capability
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Meryl Malcomess, marketing director, SYSPRO

“Factors such as increasing road accident figures,
fuel price hikes and the arrival of Gauteng e-tolls Picking an
P
will prompt enterprises to reassess the daily travel
customer.c
requirements of their employees.”
and a hosa
We will likely see the emergence of other
they have at the office on mobile too.
their need
t
innovations, like mobile-only payments and
To meet this expectation, vendors are fast
the elimination of a need for till slips to be
taking their enterprise applications to mobile.
from thefrr
signed. We will certainly see more sustainable
As they do so, they are supporting innovation
and innovative business ideas emerging,
in large businesses and improving the lives of
park basep
which would not only streamline business but
multitudes of small business people. Consider
innovations such as the Nedbank PocketPOS – a
solution that turns a smartphone or tablet into
an EMV-certified mobile Point of Sale solution.
Now, the small businessman can receive
payment securely and without having to carry
cash, saving on time and improving his recordkeeping. When integrated into an intelligent ERP
system, the mobile POS solution could link to
inventory management, logistics management,
customised order entry and customer and loyalty
card management.
Across Africa, the rapid uptake of mobile
payment solutions is an indication of the
potential for future innovations in business and
electronic transactions.

also improve customer service.
Channel players focussed on enterprise
mobility now have unlimited potential
for innovation and growth in this space,
as customers seek to benefit from the
efficiencies and cost benefits of mobility. By
demonstrating the relevance of new mobility
tools in various verticals and the relative
ease with which they can be integrated into
existing systems, as well as offering training
and support, the channel can position itself
to partner with customers to deliver solutions
that deliver measurable returns. The mobile
enterprise is a win-win arena for customers,
vendors and the channel.
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