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Harnessing
the human resource
skills and talent for your business

We have seen
the future of IT
One Cloud – One Invoice – One Distributor
The future of IT is no longer what lies in what we are dreaming of for tomorrow. Instead it is built around what we are planning for today. It is with this
that WestconGroup Southern Africa’s business unit – Westcon Cloud Solutions is here to help you navigate the world of mobility, datacentres, cloud
computing, hardware and software, services and support, on behalf of your customers.
What’s more? We are doing it today.

Who are we?
Westcon Cloud Solutions is a division of WestconGroup Southern Africa, a leading distributor of category-leading software, hardware, business
solutions and services that enable our reseller base to partner with us when developing solutions for their consumer, small to medium and
enterprise customer base.
In short we don’t deliver just cloud-in-a-box. That would be too limiting for a solution where the sky is the limit. We provide you, our resellers,
systems integrators and vendor partners, a single cloud go-to-model to help you better service your end user customers.
Our approach is simple. Through innovation, incubation and partnerships, we work with leading vendor partners to bring our reseller
customers packaged cloud solutions that they can then take to their end user customers. Where appropriate, we will provide the services,
support, training and even financial wherewithal to help our customers initiate their own journey to the cloud. With minimum risk.

Our offering in cloud
Today we assist our partner network with the distribution of cloud & hosting products, leading with a hybrid cloud eco-system.
We are able to help you mobilise your business to be a cloud business by offering you access to the hardware, software,
services, support and even third party financing you need to transform into a business of tomorrow, delivering services today.

Our promise to customers
Our goal is to partner with you our customers. We want to help you build your business, which in turn will help us build ours.
Our commitment to you:
• We will NOT compete with our customers
• We will NOT be developing a data centre to host cloud solutions
• We will NOT white label cloud offerings

Why our Cloud Solutions?
We provide you our customer with the most comprehensive set of cloud & hosting products and software
solutions, from a vendor, partner and services perspective.
• Today we are the most recognised distributor for cloud services and software solutions locally
• There is simply no other distributor in the region that has the vendor base in place we have or who is as
advanced as we are with solution bundles that can support hybrid cloud solutions
• We can provide you our partners and customers access to hardware and software as well as services
• Everything in the cloud needs a license and we can provide you our customer access to these
through a host of cloud and SPLA licensing models

Our Partners
How do we support you? Through partnering with key vendors in our Cloud Solutions practice as well as
our some 56 partners across WestconGroup Southern Africa.
We are also developing a series of tailored cloud solution bundles from a combination of strategic vendors
that have been sourced from both software, hardware and communications providers with whom we
already have partnerships.

Why Westcon?
WestconGroup Southern Africa, a member of the global WestconGroup, is a leading value-added
distributor of technology and converged communications solutions for customers in the enterprise, SMB
and consumer markets, in South Africa and across the SADC region.
Our company is made up of a series of niche business practices that include: Comstor (Cisco business),
Consumer Solutions, Unified Communications and Collaboration Solutions, Mobility Solutions, Security
Solutions and Cloud Solutions, as well as a Government and Service Provider business. As a company we
also provide our reseller partners access to a host of value-added services through our Services division.
Today the global WestconGroup, has a presence in 60 countries, across six continents, it boasts over 160
offices and ships to 100 countries with 25+ logistics/staging facilities all of which is backed by 3,000+
associates and 20,000+ transacting customers globally.
Most importantly - because distribution matters! In fact it matters more now in this cloud era
than it ever has before and we at WestconGroup believe we will set the bar for the future of
distribution.
In the cloud that only a VAD can provide.

Our future started yesterday. Your future starts today.

One Cloud – One Invoice – One Distributor
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Evolving
today’s talent
for tomorrow

T

he future is a bleak place for humans. Artificial
intelligence, the Internet of Things, robots and
autonomous vehicles working together will all
create an environment where the talents that elevated
mankind above the rest of the animals become largely
redundant. Manual labour will be automated and
handled by armies of robots and the more complex
tasks will be left to supercomputers. These are no longer
just the imaginings of movies like i-Robot, Terminator,
Wall-E or the soon-to-be-rebooted Bladerunner. Science
fiction is fast becoming science fact. You just need to
look through Aki Anastasiou’s reportback from CES to
see what’s already in the works.
This tech evolution is also starting to impact the
job market. A quick Google search and you easily find
numerous examples of autonomous mining equipment.
Closer to home, in the editorial field, there are
algorithms being employed to write formulaic sports and
financial news stories. The examples of tech taking over
are countless, and I’m not sure the likes of Cosatu are
even aware it’s coming.
Given the above scenarios, there are two paths open
to us. In the first vignette, we continue plodding along
and find established jobs being automated and realise
that, as technologists, we played a big part in our own
species’ demise. Alternatively, human evolution has
to quicken, spurred on by the rapidity of technological
change, and we transform jobs and careers to find a
place in this future where mankind remains on top.
There’s always secret option three, where we find the
Terminator series’ John Connor and go back in time
to destroy the first computer, but that is, of course, just
fantasy.
Anyway, the point behind this largely dystopian
monologue is that adapting our skills to match
technology will be key to our future. A little closer to
home and more immediate, as an industry, we risk

leaving whole generations behind by the broadening
digital divide, and that’s before the dawn of the robots.
Skills and filling jobs continue to be major challenges
for the South African IT industry. This is the key theme
for this issue of The Margin. I’m also proud to use the
magazine to raise awareness for an industry-wide skills
initiative launched by ITWeb and our sister publication
Brainstorm called Isibani (see page 38).
Another issue of concern is South Africa’s energy
challenge, and you’ll find an article on this and the
opportunities it presents. You’ll also find pieces about
partner funding, brand management and corruption
in the channel. And, from a tech perspective, we’ve
conducted a mini-survey on the PC market and there
are features on selling servers and PC accessories. It’s a
jam-packed issue.
I hope you find something that captures your
attention and gives you something to think about.
Happy reading

Adrian Hinchcliffe
Editor
Adrian@itweb.co.za

facebook.com/TheMarginZA

@The_Margin_ZA

To access the additional content in our digital
versions (iPad, Android and/or PDF), scan the QR
code or visit themargin.co.za/downloads
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THE 2015 CHANNEL
AND BEYOND
By Paul Conradie, CEO at WestconGroup Southern Africa

I

t is always a challenge to “predict” the direction
business is going to head in a New Year. It’s a
question that I get asked often and its not always
one that I find myself all that comfortable with
answering, unless the answers are ultimately tied to
fact, as opposed to vapourware. So based on what
we saw unfolding in 2014 there are some key areas
where I think we will definitely see growth into the
future, where business as we know it will ultimately
change, and new technologies and go-to-market
strategies will start changing not only how we do
business in the channel, but ultimately how our end
users engage with technology as well.

landscapes. As business we are going to have to
create business messages that leverage technology
and resonate with business pains felt by the end
user customers. We need to talk to solutions they
need, not solutions we want to sell, and we are going
to have to make use of multiple channels to get
these messages to the customer. Channels that cut
away from the noise and speak directly to the client.

New Customer Buying Patterns

It is in the Cloud

Definitive Partner Programmes
I think a verb we are going to have to get used to
when we talk about partner programmes going
forward is “living” programmes. Programmes
that can be adapted as they grow and that are
geared to rewarding efforts on an individual basis
with particular relevance and reference to the
transformative nature of the current IT industry.
Communication will be key, as will the ability to adapt
and change, as and when required.

Paul Conradie

CEO at WestconGroup Southern Africa

‘‘

I think its fair to state that
the cloud has won, its not
going anywhere and as a
business you need to start
looking at your appetite
to either start engaging
with, selling parts of, or
operating in the cloud.

Building New Messaging

‘‘

To shirk off the cloud is business suicide. I think its
fair to state that the cloud has won, its not going
anywhere and as a business you need to start
looking at your appetite to either start engaging with,
selling parts of, or operating in the cloud. Resellers
need to start looking at how a cloud component will
ultimately change how they do business as well as
whether it will impact their existing annuity revenue
streams and then start adapting for the change.
Remember partnerships are key here – so select
who you engage with carefully and be strategic
about who you align your business to.

The days of large IT players dictating the message
are gone, as are the days of being the belle of the
ball in all the traditional media and communication

If 2014 showed us anything in South Africa, it
showed us that the customer has changed, as has
the way they engage with technology. This means
that when a customer demands a new consumption
model that involves monthly and not annual billing,
which is mobility based, and addresses only what
they use, we must give them what they need and
not what we think they need. We as players in the
channel are going to have to meet these demands
and answer to them.

The Internet of Everything (IoE)
The IoE has finally moved from being a confusing
buzzword into a concrete and tangible actionable
process that businesses are starting to embrace.
It is extending to Bring Your Own Device (BYOD),
including all forms of the cloud and is being bandied
about at C-Level discussion tables. As a channel
we need to ensure that we are geared to assist
customers in embracing it, securing it, deploying it
and most importantly tailoring it for their businesses.

Hybrid Cloud
The fight about which cloud will win has fallen silent
and the victor in 2015 and beyond is the humble
hybrid cloud. Few companies, and especially not

enterprises with large compliance requirements,
are going to take the risk and throw it all into the
public cloud and hope for the best. With the hybrid
cloud, companies are going to enjoy that peace
of mind they crave from knowing that critical
components of their infrastructure are still here on
premise, while the parts of their data infrastructure
that harnesses the power of the cloud, are
accessible to teams from off premise.

The Boom of Cloud Services –
the value add
With all of the above talk of cloud, mobility, BYOD
and even IoE, there is a clear view that the cloud
will matter. But if you look internally, are you geared
to service customers on their cloud journey? 2015
is most certainly going to be the year of the Cloud
Service. For all members of the channel value
chain, identifying where you can add value to your
customers in light of cloud services will provide a
critical link to your future success.

Increase in Specialisation
This also means that companies are going to
clamour for the role of “trusted advisor” for their

customers and partners. But in order to lay claim
to this title businesses are going to have to start
investing more heavily in specialist skills to help
support this desire. Those with the right smarts will
know they don’t need to add the skills internally as
soon as they are needed, but instead will mobilise
a partner model to help feed these skills into their
business make up, and ensure that these bodies act
as an extension of their own team. A service that we
as WestconGroup have been doing successfully for
a number of years.

Distributors Rise in the Cloud
There has been much said about the death of
distribution as a result of the cloud, because
companies have failed to see the “role” of the
distributor, in a process that they can seemingly do
themselves. The reality is that 2015 is going to see
cloud vendors and practices look to distributors
and the two-tier distribution models they offer. As
they start to see the value that distributors can
bring by way of relationships with vendors and
resellers as well as the programmes, distribution
management and in some cases the funding they

have in place to support resellers take the step in
better servicing their customers.

Key Growth Areas
Sticking to what I previously said, and not wanting
to pretend to have a crystal ball, but looking at the
trends we have seen locally, there are going to be
some key technology growth areas going forward.
Yes these are in part fuelled by the cloud and
include: security and business assessments;
wireless networking to facilitate mobility – key
in South Africa as an example - storage and the
demand for more cost effective and practical disk and
data centre space; then naturally communications
and video conferencing remain important as do
productivity tools.
I don’t think 2015 is by any means going to be an
easy one for South African businesses, but one
thing we know for sure is that those who adapt
their businesses, mobilise new ideas and embrace
change, will be the ultimate victors.
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the end-user of the future will dictate technology’s path. This
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EXPLORE THE
FRONTIERS OF
3D PRINTING
Powerful 3D printing tools for the
office, classroom, and home

Replicator

Replicator
Mini
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Replicator
2

Replicator
Z18

Replicator
2x

MODULAR DESIGN THAT
KEEPS YOU PRINTING

POWERFUL APPS FOR
SEAMLESS OPERATION

RELIABLY PROTOTYPE IN A
VARIETY OF COLORS

▼ With components like the
swappable MakerBot
Replicator Smart Extruder, you
can easily adapt to future
innovations in the fast-evolving
world of 3D printing

▼ MakerBot Desktop is a
complete, free 3D printing
solution for discovering,
managing, preparing, and
sharing your 3D prints that
accepts industry standard .stl
files

▼ MakerBot PLA Filament is
rigorously tested to help you
produce the best prints
possible

Sma technology and alert
▼ Smart
messages help extend the life
of your printer, saving time
and money
▼ Jam-detection sensors that
help save filament and pause
prints if errors occur

▼ MakerBot Mobile allows you
to access everything MakerBot
from your smartphone
▼ MakerBot PrintShop gives
you the power to make quick
and customizable 3D designs

▼ Easily print complex designs
that feature curves, sharp
edges, and more
▼ MakerBot PLA Filament
available in over 30 colors and
special properties

ICT industry consultant Paul Booth keeps you abreast of
the notable deals and developments that have occurred in
the international and local channel in recent months.

Booth’s bulletpoint bulletin
Affected products
SuperFish was included on these models:
G Series:

Lenovo laptops include
fishy adware
PC manufacturer Lenovo has undertaken a hefty crisis management
plan after revelations surfaced it had included a major security
vulnerability, neatly packaged in a search-related recommendations
engine. The third party software, called SuperFish (not so
super, but certainly pretty fishy) was supposed to insert product
recommendations into search results. Lenovo said in a statement:
“SuperFish was previously included on some consumer notebook
products to assist customers with discovering products similar to
what they are viewing.”
However, a vulnerability in SuperFish was capable of being
exploited, allowing remote hackers to “spoof HTTPS sites and
intercept HTTPS traffic without triggering browser certificate
warnings in affected systems,” said a US Computer Emergency
Readiness Team statement.
SuperFish, which was installed on some Lenovo notebooks
shipped between September 2014 and February 2015, uses a
vulnerable SSL decryption library, which is written by Komodia.
Lenovo has been quick to highlight the software wasn’t included on
any ThinkPad notebooks, Lenovo desktops, smartphones or on any
enterprise products.
A statement from Lenovo reads: “We thought the product would
enhance the shopping experience, as intended by SuperFish. It did
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G410, G510, G710, G40-70, G50-70, G40-30, G50-30,
G40-45, G50-45
U Series:
U330P, U430P, U330Touch, U430Touch, U530Touch
Y Series:
Y430P, Y40-70, Y50-70
Z Series:
Z40-75, Z50-75, Z40-70, Z50-70
S Series:
S310, S410, S40-70, S415, S415Touch, S20-30,
S20-30Touch
Flex Series: Flex2 14D, Flex2 15D, Flex2 14, Flex2 15,
Flex2 14(BTM), Flex2 15(BTM), Flex 10
MIIX Series: MIIX2-8, MIIX2-10, MIIX2-11
YOGA Series: YOGA2Pro-13, YOGA2-13, YOGA2-11BTM, Y
OGA2-11HSW
E Series:
E10-30

not meet our expectations or those of our customers. In reality, we
had customer complaints about the software. We acted swiftly and
decisively once these concerns began to be raised. We apologise
for causing any concern to any users for any reason – and we are
always trying to learn from experience and improve what we do and
how we do it.
“We stopped the preloads beginning in January. We shut down
the server connections that enable the software (also in January),
and we are providing online resources to help users remove this
software. Finally, we are working directly with SuperFish and with
other industry partners to ensure we address any possible security
issues now and in the future.”
The industry partners include Microsoft, McAfee and Symantec,
which have all updated their software to automatically disable and
remove the SuperFish software.

Comment: Jon Tullett says…
The blame here is squarely Lenovo’s. Every OEM takes responsibility
to vet its third-party bundles to make sure they work as they should,
don’t conflict with each other, and don’t too obviously degrade
the user experience. Either Lenovo failed miserably at its primary
responsibility in this regards, or it knew and turned a blind eye.

Compiled by Paul Booth, Adrian Hinchcliffe and Alison Job

Local developments

Vendor deals

• CZ Electronics, the local manufacturer of PCs and tablets, will double its
workforce in the second half of this year.
• Ellies will split the company into two separately-listed units: one called
Ellies Electronics, which will house its consumer business, and the other,
yet to be named, will house its Megatron business.
• EntrepreneurCountry entered the South African market.
• FoneWorx will begin trading under its new name, Cognition Holdings.
• HTC re-opened its local office.
• IBM’s new research lab will be opened in Johannesburg in April.
• Nutanix launched in South Africa.
• Orange opened its first branded store in South Africa.
• The purchase of call centre company Inter-Active Technologies (IAT) by
Bytes People Solutions, a division of Bytes Technology Group, has been
approved by the Competition Tribunal.
• T-Systems lost its outsourcing contract with Eskom.
• Vox Telecom has taken itself off the ‘business for sale’ market.
• Webroot established a South African presence.

• Accenture acquired Agilex Technologies, a provider of digital solutions.
• Adobe purchased Fotolia, a stock photography company, for $800 million.
• Amazon bought GoodGame, an advertising agency and acquired
Annapurna Labs, an Israeli chipmaker.
• Apple bought Semetric, a British music data startup.
• Atos acquired Bull for €620 million and Xerox’s IT outsourcing business
for $1.05 billion.
• Brocade purchased Riverbed Technology’s SteelApp product line.
• C5 Holdings (UK) made a R20 million investment in Parcelninja, an
e-commerce startup.
• Canon purchased Sweden’s Axis, a network video solutions provider, for
$2.8 billion.
• Cisco acquired Neohapsis, a provider of risk management, compliance,
cloud, application, mobile and infrastructure security solutions.
• Citrix has acquired Sanbolic, a company that provides virtual storage
optimisation.
• Dropbox purchased US-Israeli-based CloudOn, a developer of tools to
simplify creating and editing documents on mobile devices.
• Facebook has acquired Wit.ai – a company that makes voice recognition
technology for wearable devices and internet-connected appliances, as
well as QuickFire, a video startup.
• Facebook’s Oculus VR acquired Nimble VR and 13th Lab, two virtual
reality startups.
• Google and Fidelity Investments made a $1 billion investment in SpaceX,
the space exploration company.
• Hitachi Data Systems acquired Pentaho, a big data company.
• HP has sold its Palm trademarks to TCL (China), which intends to create a
new Silicon Valley-based company that will take ownership of the brand
and re-build it. HP also bought Voltage Security, a provider of encryption
and tokenisation technology.
• Infineon Technologies acquired International Rectifier for $3 billion.
• Intel bought PasswordBox, a Canadian IT security firm, and invested
in Vuzix, in a move designed to speed up the launch of internetconnected eyewear. It also purchased Lantiq, a German maker of
communications chips.
• Microsoft purchased N-trig, an Israeli digital pen maker, for more than $200
million. The software giant also acquired Acompli for $200 million, and
invested in Cyanogen, a startup Android ROM builder, that is looking to
‘take Android away from Google’.
• Motorola Solutions invested in VocalZoom, a developer of sensors
for speech enhancement, and SceneDoc, a provider of missioncritical communication solutions and services for public safety and
commercial customers.
• Oracle acquired Datalogix Holdings, an advertising partner to Facebook
and Google, and snapped up Micros Systems for $5.3 billion.
• Samsung purchased LoopPay, a mobile wallet startup.
• Red Hat, 3scale in joint venture to help organisations succeed in what
they call the API economy.
• Twitter acquired Niche, a startup that facilitates advertising deals for
social media stars.
• Vector Capital bought Saba Software, an enterprise software provider, for
$268 million.
• VMware and Google have expanded their partnership to deliver greater
enterprise access to public cloud services via VMware vCloud Air.
• Zebra Technologies undertook a $3.5 billion acquisition of Motorola
Solutions’ enterprise business unit.

Local deals
• Acer has stopped selling spares direct to end-users and resellers in Africa
and has partnered with SPL as its chosen route to market.
• Datatec (Logicalis) acquired Inforsacom Holding, a German provider of
database, storage and infrastructure solutions and services.
• EOH acquired Construction Computer Software (CCS), which provides
integrated niche management solutions for the construction and mining
industry sectors.
• Esquire Technologies signs a southern African distribution agreement with
Oplink Connected, provider of home security solutions.
• Garmin has bought out local startup iKubu, bringing new radar technology
into its fold of gear designed for cyclists.
• Intuate Group, integrated solutions specialist, has partnered with Actifio,
which specialises in copy data virtualisation.
• Metacom, an industrial and commercial communications operator, bought
Multenet, a hardware development company.
• PayGate, local e-commerce payment platform, has partnered with global
fraud prevention company, Retail Decisions, an ACI Worldwide company.
• SPI partners with Linoma Software for GoAnywhere.
• Syntech has been appointed as exclusive South African distributor for
office and entertainment peripherals provider Speedlink.
• Teraco Data Environments was bought out by the Permira Group and
management.
• Vision Solutions partnered with Trustlink to deliver a high-availability,
disaster recovery and migration solution suite to sub-Saharan Africa.

International developments
•
•
•
•
•
•
•
•
•

Apple is suing Ericsson over LTE wireless patents.
Cisco is suing Arista Networks for infringements of network patents.
eBay announced the spin-off of PayPal.
IBM is suing Priceline for patent infringement.
Qualcomm is to pay a $975 million anti-trust fine to China, and is also
being investigated in South Korea for anti-trust activity.
Monster, an audio equipment maker, is suing Beats (Apple) over alleged
fraud.
Symantec has been ordered to pay $17 million for patent infringement of
two patents owned by Intellectual Ventures.
WhatsApp adds messaging from the web.
Yahoo will spin off its Alibaba stake (15 percent) into a separately listed
company.

African developments
• IBM opened its mainframe Linux and cloud innovation centre in Nairobi.
It also launched its MEA Digital Sales Centre in Cairo.
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Aki’s eye

The health watch stole the show in
wearables simply because of the
analogue design. It uses the second
dial to tell you how many steps you’ve
walked. It even monitors your sleep,
waking you up with a gentle vibration.

Aki Anastasiou hosts the tech show Technobyte
on Talk Radio 702. Follow @AkiAnastasiou

The ‘Greek Geek’ was at 2015’s Consumer Electronics Show in Las
Vegas and highlights some of the tech that caught his attention.

T

he famous saying 'What happens in Vegas stays in Vegas' doesn’t apply to CES. In the case
of CES, what happens in Vegas will be marketed, sold and make billions for technology
companies.
The international show sets a benchmark as to what consumers can expect to see launched
during the year and is a good trend indicator as to where the world of technology is heading. Running for
more than 40 years, notable technologies launched at CES have included the VCR in 1970, the DVD in
1996 and the first flat screen television debuted at CES too.

Televisions
Last year all the big manufacturers launched 4K television. This year we saw 8K picture quality take
centre stage. These UHD (Ultra High Definition) TVs deliver the most amazing picture quality. 4K is the
equivalent to four times the resolution of current high definition and 8K is 16 times the resolution.

Intel Curie
The size of a button and targeted to
be used in wearable solutions, the
low-powered module uses the Quark
processor, has sensors for acceleration,
a gyroscope and low energy Bluetooth.

3D printers
Prices dropped and more manufacturers launched 3D printers. Makerbot launched printers able to print
using composite materials. Instead of just plastic, you’ll now be able to print using particles of wood and
ceramics.

The Internet of Things
Undoubtedly the key theme at the 2015 International CES. We’re moving into an era where everything
will be connected – from your watch, to your car and all your appliances in your home. The evolution this
year is that these devices are now starting to talk to each other, sharing valuable data that’s instrumental
in the automated making of decisions without the need for human intervention.
Samsung revealed that by 2017, 90 percent of all its products will be ‘IoT devices’ and by
2020 every single piece of Samsung hardware will be IoT-ready. BlackBerry also used the
show to launch its IoT platform, set for availability in April, and likely to target industrial IoT.

Wearables
CES gave us further glimpses of how we’ll be using some kind of wearable technology to monitor
our vital signs and health on a constant basis. Tiny computers the size of a button and minute
sensors are driving these forces in the wearable market, expected to be one of the fastest-growing
segments in the tech industry.

Drones
For the first time, the show floor included an area, called the Unmanned Systems Marketplace, set
aside for unmanned aircraft and similar remote-controlled or autonomous products. Over a dozen
companies exhibited. Becoming even more sophisticated and autonomous, drones are getting faster and
intelligent software is enabling them to do more than just shoot aerial video footage.

Motoring
The motor industry was out in full force, demonstrating how self-driving cars are the future. The Mercedes
Benz F015 futuristic concept car (pictured on opposite page) had conference attendees in ‘wow’ mode, but
Audi went one step further by getting one of its cars to drive from San Francisco to Las Vegas by itself.

Virtual Reality
Several vendors demonstrated how realistic and seamless it will be to take us into a virtual world.
While gaming is where the focus is at the moment, virtual reality has the potential to disrupt and add
tremendous value to several industries.
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Zano drone
The drone can be deployed from
the palm of your hand, it connects
to your smartphone and has the
intelligent ability to follow you if you
run or cycle, capturing all that footage
for you to watch after your exercise.

CES highlights
Edyn smart garden
system
Sensors analyse your soil, checking
moisture, nutrition, temperature and
humidity levels. It’ll tell you when to
water your plants – and even do it for
you. It’s connected to your network so it
will have access to the weather service,
and is solar powered.

Mercedes-Benz F015
This super hi-tech connected car will run on hydrogen and will only emit
water. No launch date was announced but expect to see these kind of
vehicles before the end of the decade.

Belty
This is a smart belt that not only monitors your activity but also
monitors your waistline and has the ability to adjust automatically
after a long business lunch to make you feel more comfortable.

Sensoria fitness socks
The smart socks have embedded
sensors built into them that monitor
how your feet land while running.
The aim is to help the die-hard
runner avoid getting serious injuries
if excessive pressure is applied on
the hip and knee joints.

Meccano Mecanoid
The Last Gadget Standing award at CES,
voted for by attendees, went to Meccano’s
Mecanoid robot kit. The robotic building
platform allows you to build your own
robot that has voice recognition and motion
capture capabilities.
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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.

Open hardware is coming, and
no-one’s ready
F

acebook has invented a network switch. It’s
going to shake up the networking industry,
and not just because it’s a good network
switch, but because it’s an open network switch.
The design is part of the company’s contributions
to the Open Compute Project (OCP), which holds
schematics for many enterprise computing
resources like servers and switches. OCP is one
of several similar initiatives, and it’s gathering
steam, especially when the likes of Facebook
start giving away tier-1 intellectual property. And
this has the potential to hit vendors where it hurts
the most.
Traditionally, vendors have been blithe about
OCP and similar projects, because hobbyist
hardware is basically rubbish. Good enough for
tinkering at home, but you wouldn’t run your
datacentre on them, and the vendors know it.
But here is a massive cloud-scale organisation
that has developed a set of better products than
it could find in the market, and then given away
the designs. This is no hobbyist effort; it’s a major
player sending a shot directly across the bows of
the entire networking vendor community.
It’s hardly news that massive datacentre
operators invent their own hardware. Google’s
been doing so for years. But look how long it
took Google to open up – that was valuable IP
and the company knew it. When, in 2009, it
finally allowed Joe Public to catch a glimpse
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of its famed bare-bones rack server designs,
it was quick to point out that key innovations,
like putting power protection directly on
the motherboard, were patent-protected.
Google knew its efficiency was key to its
competitiveness, so Facebook, presumably, has
decided against entering the datacentre business.
Maybe that’s surprising, since it worked pretty
well for Amazon, but I digress. And it’s not just
servers – Google certainly has invested similarly
in network design, but that is, if anything, even
more closely guarded than its servers.

More than ‘LIKES’
Facebook is unusual in that it’s giving away
so much hardware IP. The big cloud guys all
contribute heavily to open source software,
but hardware not so much. And this isn’t an
isolated incident either: Facebook has built, and
plans to give away, a ton of networking IP. The
social giant first designed its own top-of-rack
(TOR) switch (dubbed ‘Wedge’). Then its own
network operation system (‘FBOSS’). Then its
own networking backbone fabric. And now its
own modular datacentre switch: ‘6-pack’. All of it
destined for OCP, and the public at large.
That’s a lot of potential product right there.
They aren’t just fast switches – Facebook has
specifically targeted automation, monitoring,
resilience and flexibility into these designs.

And you’ll be able to build it yourself, or get
someone in China to do it for you.
Sure, maybe not everyone needs
Facebook’s style of networking. Maybe it isn’t
even all that good, especially when applied
to complex enterprise workloads rather than
the heavily skewed workloads Facebook
presumably runs – time (and benchmarks) will
tell. And of course, we really do care about
support: an OCP TOR you find on alibaba.com
may be cheap but good luck with after-sales
support, right?
Wrong. That’s hobbyist thinking again.
People are going to take notice, because if
it’s good enough for Facebook, and Google,
and Amazon, then it’s out of the hobby
space and into the real world. That’s a major
challenge to established hardware suppliers,
and potentially disruptive to their channels:
you. Disruptive, but in the sense of change and
opportunity, not threat. We have plenty of time
to investigate, plan, and upskill. But ignore it at
your peril.

More info ON 6-PACK HERE:
http://goo.gl/Lg2TPY

Figuring it out
The Margin brings you some of the latest industry forecasts, statistics and predictions.
Compiled by Paul Booth, Alison Job and Adrian Hinchcliffe

According to the ITWeb Brainstorm CIO Survey,

the top considerations for a CIO when selecting a
technology supplier are

The worldwide IT services
market will exceed
$980 billion in 2015,
growing 3.9% in constant
currency in 2015, says
Gartner, with

Strategic alignment

outsourcing
contributing more
than half

Long-term vision

Cost-effectiveness

of market growth.

Time to deploy

Integration

Local skills

Local support

References
Low Importance
No
concern

High Importance
Minor
concern

Average
concern

Moderate
concern

Worldwide tablet sales are
expected to grow 8% this year,

while the PC market is expected to grow
just 1%, says Gartner.

The ITU’s ICT
Development
Index says
South Africa
has dropped
to number
90, one place
lower than
in 2013 and below Egypt at
number 89. Mauritius and
the Seychelles are at 70
and 75 respectively.

By 2017,
30% of smart
wearables will be

inconspicuous
to the eye,

says Gartner.

Major
concern

The US Patent Office revealed the
top assignees during 2014.
1

7534

IBM

2

4952

Samsung Electronics

3

4055

Canon

4

3224

Sony

5

2829

Microsoft

6

2608

Toshiba

7

2590

Qualcomm

8

2566

Google

9

2122

LG Electronics

10

2095

Panasonic

Apple came in at #11 with 2003 registered patents, Intel at
#16 with 1 578 and HP at #17 with 1 474.
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Time for an upgrade?
Changes a-plenty. What does a
free Windows 10 upgrade mean
to the channel?
by ALISON JOB AND ADRIAN HINCHCLIFFE
photography MICROSOFT

O

n 21st January 2015, Microsoft unveiled
Windows 10. In a sequence of ‘hit’ then
‘miss’ OS releases it’s expected Windows
10 will be a bigger success than Windows
8/8.1. There are a number of factors that will
lead to its success. Perhaps most notable is
that Microsoft is now listening to feedback from
the market. Between September 2014 and
January 2015, some 1.7 million ‘insiders’, or
beta testers, installed Windows 10 on over three
million devices and provided 800 000 pieces of
feedback. The ‘Technical Preview’ will close in
April, with a full commercial launch pencilled for
late 2015.
In line with Microsoft’s ‘mobile-first, cloudfirst’ mantra, Windows 10 features ‘universal
apps’, which means apps like Word, PowerPoint,
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Excel and Outlook will look and feel nearly
identical to their desktop counterparts when
viewed on Windows 10 smartphones and tablets
under 8 inches. And through Microsoft’s cloud
infrastructure, all files will be accessible through
those devices regardless of where they were
created. Windows 10 will be ‘one application
platform’ for all the devices that run Windows,
Terry Myerson, executive VP of the operating
systems group said at the launch.

“This could be a bigger
opportunity than that
created by the shift
from Windows XP to
Windows 7.”
Steve Kleynhans, Gartner

This is Spartan
Other changes include an upgrade to the web
experience with the inclusion of a new browser,
dubbed ‘Spartan’. This will integrate with
Cortana, the voice recognition assistant that
helps with searching and generally organising
your life. There was also a revision to the start
menu which includes a list of frequently used
apps on the left (similar to the traditional start bar
from Windows 7 and earlier), with the addition of
some of the ‘Live’ tiles features from Windows 8
added onto the side.
Looking beyond the technical features, the
most daunting news for the channel is the
fact that Windows 10 will be made available
as a free upgrade for the first year for users

running Windows 7 and above on PC and
Windows Phone 8.1 users. This free upgrade
will ensure sales of existing stock of Windows
8.1 PCs remain constant. After the first year,
those users who haven’t upgraded for free will
need to buy a licence. Myerson subsequently
indicated the price will be on par with current
Windows licence costs, although final pricing
is yet to be confirmed.
Following the launch, Jim Alkove, Microsoft’s
director of programme management, wrote in a
blog post: “This is much more than a one-time
upgrade: once a Windows device is upgraded to
Windows 10, we will continue to keep it current

Something extra…

The interactive whiteboard gets a refresh
In addition to launching an OS, Microsoft also announced the 84-inch Surface Hub device. Essentially
an interactive whiteboard, the Surface Hub is designed for enterprises to collaborate, and includes
dual cameras, a 4K display and built-in Skype. Compatible with Windows 10, the Surface Hub comes
loaded with Office apps, such as Word, Excel and PowerPoint. Pricing and availability have not yet
been announced.

via Windows Update for the supported lifetime
of the device – at no cost. We think of this as
Windows as a Service.”
Further clarification reveals that ‘Windows
as a Service’ refers to the smaller updates to
be sent, rather than larger Service Packs, or a
subscription pricing model as some analysts
were expecting.

Where’s the opportunity?
For those channel businesses that make a
healthy living from Windows volume licencing
however, fear not. The free offer covers only
consumers and small businesses. “Windows 7
Enterprise and Windows 8/8.1 Enterprise are
not included in the terms of the free Windows
10 upgrade offer we announced,” says
Alkove’s blog.
Steve Kleynhans, VP of Gartner’s Mobile and
Client Computing Group told The Margin’s sister
site ITWeb: “Enterprises will need a lot of help
to figure out how to effectively leverage all of
the new options presented by Windows 10. This
creates a need for new skill sets, driving training
and consulting opportunities. This could be a
bigger opportunity than that created by the shift
from Windows XP to Windows 7.”

Microsoft takes aim at wearables market
Perhaps the most unexpected news of the launch was Microsoft’s augmented reality (AR) headset.
While Google recently took its Glass project back behind closed doors for further tinkering, Microsoft
has come out strongly with the HoloLens headset. Rather than offering a fully immersive experience,
as is the case with virtual reality headsets such as the Oculus Rift, the HoloLens will layer holographic
elements over see-through lenses. Combining AR with integrated camera, voice and gesture
recognition, this opens the HoloLens up to business and entertainment applications. While there’s
huge potential for how this will revolutionise human-computer interaction, it’s probably best not to get
carried away just yet. During the course of a Reddit ‘Ask Me Anything’ with the Microsoft co-founder
Bill Gates, he revealed: “It is the start of virtual reality. Making the device so you don’t get dizzy or
nauseous is really hard – the speed of the alignment has to be super, super-fast. It will take a few years
of software applications being built to realise the full promise of this.” Pricing has yet to be revealed,
but Microsoft did say it would be available “in the same time-frame as Windows 10.” So we are hoping
to see it for ourselves before the end of the year.
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In the dark or in the black?
Chris Yelland, energy expert

by Alison Job and Adrian Hinchcliffe
photography Karolina Komendera

The recent bouts of load-shedding
have been forecast by experts to have
a detrimental impact on the economic
competitiveness of the country. But
for how long? And does it present
opportunities for the ICT channel?

T

he prophets of doom are predicting rolling
power outages for anywhere up to five
years, when Eskom’s Medupi and Kusile
plants come online fully. Bleak, to be sure, but is
there another side to the matter?
Energy expert Chris Yelland says the
rolling outages are actually protecting us from
the ultimate blackout. “By embarking on a
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programme of scheduled load-shedding, Eskom
is protecting the energy network from tripping,”
he says. “The minute demand outstrips supply,
there’s huge pressure on the network. If nothing
is done, the affected generator will trip, placing
more pressure on the remaining generators,
which will trip one by one in a domino effect,
resulting in cascading blackouts. Should this
happen, it will take two weeks for the utility to
bring the system back into operation.”
This echoes what we hear from Eskom, which
says it’s embarking on a schedule of planned
outages in order to carry out much-needed
maintenance on its network. “Load-shedding is
something we’ll have to live with for some time,”
Eskom CEO Tshediso Matona said at a press
briefing in January.
Yelland says there’s no single solution to
Eskom’s woes. The utility has admitted to
financial issues, it has shed much-needed
technical skills and the power network has been
neglected for far too long, all culminating in a

schedule of maintenance that will run into April
at least (the latest news available at the time of
going to print).
Yelland says the country was ill-prepared for
the 2008 energy crisis, compared to the current
crisis. Eskom now has protocols and plans in
place to ensure the country keeps the lights on
despite the onerous maintenance and loadshedding schedules released by the power utility.
In addition, government is taking proactive
steps to remedy the situation. During his State
of the Nation Address, president Zuma unveiled
the latest strategies aimed at ensuring local
electricity supply, which included sourcing
generating capacity from independent power
providers (IPPs) and other African countries,
investment in nuclear power plants, as well as
a R23 billion bailout for Eskom. The Budget
Speech of Finance minister Nhlanhla Nene also
revealed a temporary increase in the electricity
levy, to be withdrawn when the electricity crisis
is at an end.

Consumers of Eskom’s electricity
Eskom sold 217 903GWh of electricity in 2013/14 to:

800

1 000

municipalities in bulk

mining customers

3 000

84 000

agricultural customers

50 000

industrial customers

commercial customers

Direct electricity sales for 2013/14 by
customer type
5.7%
1.4%
2.4%

41.9%

5.1 million

residential customers

The capacity expansion programme,
which commenced in 2005 and is expected to
be completed by 2020/21, will increase:
• generation capacity by 17 384 MW,
transmission lines by 9 756 km, and
substation capacity by 42 470 MVA.
• Today, the capacity expansion programme
has resulted in 6 137 MW of additional
generation capacity, 5 659 km of
transmission lines and 27 655 MVA of
substation capacity.

14.1%

2021
Now

25.0%
4.4%

5.1%

Actual (GWh)
Municipality 91 262
Commercial
9 605
Mining
30 687
Rail
3 125
TOTAL	

Residential
11 017
Industrial
54 658
Agriculture
5191
International 12 378

217 903

*Municipalities also account for business, industrial or residential use.

The road ahead
There are several things Eskom can and should
do going forward, says Yelland. For example,
the utility needs to reduce its dependence
on coal and explore other energy solutions,
including solar. The country also needs to
move away from its overdependence on Eskom
to provide it with power. Currently, Eskom
supplies 95 percent of South Africa’s power. The
introduction of IPPs into the market will ease
the burden on the parastatal.
We also need to cut down our power
consumption. A plea by the state utility for
businesses and individuals to reduce electricity
usage by ten percent is one approach. Yelland
says the higher-than-inflationary rises agreed to
in 2008 have played a significant role in curtailing
electricity demand and economic growth. “Lower
energy unit sales, however, drive the prices higher
still to recover committed costs from declining sales
volumes, and a vicious cycle ensues,” he adds.
“Bear in mind,” says Yelland, “that the

Generation
capacity (MW)

Transmission
lines (km’s)

Substation
capacity (MVA)

“A large proportion of smaller sized businesses,
especially, have no power strategy in place.”
Sebastian Isaac, Rectron

massive electricity price increases to date are
only to meet Eskom’s projected expenditure for
the next five years.”
However, there is light at the end of the
tunnel. Speaking to The Margin before he was
replaced by Khulu Phasiwe as Eskom’s official
spokesperson Andrew Etzinger explained that
Eskom’s new power station projects, Medupi,
Kusile and Ingula, have reached a series of
important technical milestones. The wind power
plant, Sere, also started feeding power into the
grid in October 2014, ahead of schedule. “We’ve
seen several renewable projects from IPPs
connected to the grid and delivering power. We
anticipate that the supply from IPPs will grow

steadily, assisting in managing the tight system,”
he told The Margin.

So, how long?
Asked what the outlook is for businesses wanting
to prepare a power supply contingency plan,
Yelland and Etzinger agree – prepare for at least
three years of power disruptions. However, this
could be longer depending on how well the
maintenance backlog is managed.
“People and businesses are going into
a panic about load-shedding,” says Elrica
Quick, APC product specialist at Drive Control
Corporation (DCC). “They’re looking for
solutions, but they’re not sure what to buy.
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Hybrid cloud
excellence
is in our DNA.
We deliver your applications
from the cloud, and not just
infrastructure.

Firewalls

Anti virus

Backup, continuity
and disaster recovery
Connectivity

Widows Azure
Pack Services

Cloud to ground
integration with Flowgear
Andrew Etzinger, former Eskom spokesperson

Transition
(Workload migration)
High availability

WaaS
(Workspace as a Service)

There’s a lack of education and consideration
around what needs to be connected during
power outages. So rather than identifying
critical devices and services and what a
business can do without, people are going into a
panic and just want to keep everything on.”

Going green

Speak to us...
We will work with you and
demonstrate the effectiveness of
moving to a Global Micro cloud
solution with benefits that include:
- Hybrid cloud transitioning
- Licence mobility
- Local Azure Pack services
- Customized cloud solutions
We take care of technology
so you can take care
of business
globalmicro.co.ca
sales@globalmicro.co.za
0861 GLOBAL (456225)

Ellie’s Wayne Sampson believes now
is the time for the country to change its
energy consumption patterns. “We’ve
been slow to adopt energy-efficient
solutions in South Africa; it’s what will
save us in the long term.”
Netshield’s Inus Dreckmeyr, who lives
completely off-grid at home, believes
we’re starting to see a change. “Building
management systems today are a lot
greener than they used to be. It’s the
same with things like energy-efficiency
settings on televisions and monitors.
Ultimately it’s down to personal choice.
We’re slowly seeing energy awareness
expand into the country’s culture; prepaid
electricity is also driving this.”
Rectron’s Sebastian Isaac highlights the
growing trend of low-power IT solutions,
such as the power-efﬁcient Intel NUC
PCs which can provide similar computing
power to a normal PC, but using around
30-60W of power compared to a normal
desktop, which consumes 300W.

This leads to ill-informed purchasing
decisions. Marco Da Silva, MD for Jasco Power,
says in 2008, businesses were caught off-guard
by load-shedding. “Perhaps they made an
emotional decision and bought something that
didn’t quite fit their requirements. Hopefully,
they’re more prepared this time around.”
Sebastian Isaac, business development
manager at Rectron, believes there’s still a sense
of desperation for solutions in the market. “A large
proportion of smaller sized businesses, especially,
have no power strategy in place,” he says.
With uncertainty about the likely frequency
and duration of load-shedding, perhaps the best
way to look to the future is with a two-pronged
approach: short-term and long-term. Wayne
Samson, CEO of Ellies Holdings, recommends
that channel companies give clients both
perspectives and help them plan for both
eventualities. Short-term, there’s a need for
business continuity in whatever shape possible.
Longer-term, there’s a need to cut reliance and
burden on the over-stretched grid.

The here and now
In the short term, demand for solutions such as
UPS, inverters and surge protection has risen,
and these will likely remain stable technology
lines for the next few months. DCC’s Quick notes
in November last year (when load-shedding
began), the amount of APC UPS units the
distributor shipped to resellers tripled. Jasco
Power’s Da Silva says the number of inbound
sales calls received doubled, while Rectron’s
Isaac says the stock normally held for three
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months sold in just two weeks. Westcon has
also experienced increased demand in this area.
Adds Mandre Stander, channel manager: Fujitsu,
Eaton and APC at Westcon Communications
Solutions: “Businesses are moving from a
one-phase UPS for each PC to a centralised
three-phase UPS solution. We’ve seen a spike
in demand of one-phase UPS up by 28 to 29
percent, whereas demand for three-phase UPS
has increased by 56 percent.”
The larger-power UPS offer higher margins
too, as they’re more complex and therefore
require installation services. “With that comes
greater margin on value-added services,” says
Isaac. “Bigger UPSs are also more complex
to manage so they come with more involved
management software, which means there’s
room for maintenance contracts with SLAs too.”
But not all customers have the cashflow
to switch out existing UPS systems, and are
looking to upgrade what they have to meet their
expected needs. “We’ve noticed a change in
demand to improve the runtime,” Stander says.
“A UPS is designed to run for 20 to 40 minutes
for a safe shutdown. However, customers are
now asking for three to four hours to match loadshedding timeslots.”
Quick says: “People are adding additional
batteries to their existing UPS, but that’s not the
right solution. Another thing we’ve seen is that
some SMEs have had UPS in place for a while,
but these were never serviced so they’re now
looking for servicing as the UPS devices are
failing in their hour of need,” she adds.
Indeed, in these times of uncertainty,
businesses are more likely to look for guidance
from their suppliers, and for some this means the
opportunity to build a longer-term relationship
with additional services. However, for those
channel businesses looking to jump into this
potentially lucrative revenue stream, Jasco
Power’s Da Silva sounds a note of caution. “My
recommendation is to get staff trained up on the
basics of power and then partner with a power
company with a good reputation. For an IT
company, it would be committing suicide to think
they could become a power company. When it
goes wrong, it can go wrong badly if you don’t
know what you’re doing.”

Making hay
Although it may appear callous to profit at the
misfortune of others, companies will need
short-term solutions to keep them operational for
a while. Of course, longer-term, there are more
serious implications. The impact of an estimated
three to five years of load-shedding will reduce
South Africa’s global competitiveness, foreign
direct investment and economic growth, which
essentially means there’s less disposable
income. But it does present an opportunity for
South Africa to re-assess its relationship with
electricity – both consumption and sourcing.
“I think once the market finds its feet, in the
next three to six months, and realises what needs

Channel advice
• When customers are uncertain about how to deal with load-shedding, they’re looking for
advice. This is a perfect opportunity to become a trusted supplier. Give them both the longand short-term perspectives.
• If you don’t already have competency in power solutions, then partner with a reputable power
specialist that has.
• Offer UPS and surge protection with the sale of new laptops, PCs and servers.
• UPS need regular servicing. This presents opportunity for annuity sales for those with
the skills.
• Load-shedding could be the kick that South Africa needs to shift further to the cloud. It could
also be a factor to help improve sales of mobility and laptop lines.
• With Eksom asking us all to shave our electricity consumption by ten percent, it’s now
time to focus on pushing energy-efficient products, such as low-power PCs, LED monitors
and lighting.

to happen and the amount of disruption we may
face, we’ll start to see uptake on alternative
solutions,” says Rectron’s Isaac.
Stander says that over the next 12 to 18
months, there will be stronger demand for
solar, and when that comes in, demand for
UPS will decline.
At the time of writing, government had
admitted to procuring 4 000MW from
independent power producers, but this is an area
due for further exploitation, for both commercial
companies and private homeowners. “There’s
a need to get incentives in place to encourage
people to adopt solar power,” says Mustek’s
head of solar energy Mike Cassidy. “It’s common
knowledge municipalities don’t want people to
connect power back to the grid.” It’s popularly
held that municipalities don’t want to lose the
revenue. “Legislation needs to change so people
can receive credit for generating solar or other
methods and feeding that back into the grid
(known as reverse metering),” he continues,
adding that there’s pressure for change in this
regard from the National Energy Regulator of
South Africa (Nersa).
As with the demand for UPS, Cassidy says
there’s been a definite increase in interest for
solar. “Our February container of hybrid solar
inverters was sold out before it even landed.
We’ve had to drastically increase our forward
orders with our suppliers, to meet the growing
list of back orders and demands for the next few
months. Severe shortages of batteries in the
local market has prompted us to secure our own
supply lines overseas, to ensure our clients are
able to offer a complete and workable solution
to their clients – who require security of electrical
supply for their businesses and homes.”
Netshield’s CEO Inus Dreckmeyr shares
similar experiences. “When I look at the number
of requests for alternative power solutions, we’ve
seen a radical increase, probably seven-fold,
compared to 18 months ago. And it’s both
business and consumer interest.”
Cassidy is not worried that demand will
outstrip supply, but rather outstrip the required

skills. He says an awareness day he ran in 2014
(prior to load-shedding) was so over-subscribed,
he needed to run a repeat day, which was also
over-subscribed. “Most of the channel doesn’t
have the skills, but there was a lot of excitement
about it. I’m not sure if the draw card was purely
solar or perhaps the new opportunity for margin.
Given the amount of projects coming up,
though, I’m certain our current partners won’t
have the capacity, so there will be opportunity
to draw from.”
There are also potential opportunities to
look differently at how to market other product
lines. A normal notebook should give between
four to eight hours of battery life – in times of
load-shedding, this trumps a desktop that needs
to be plugged into a power source. Similarly,
mobile data connections offer connectivity even
if the office network is plunged into darkness.
Of course, mobility is a global trend rather than
one driven by South Africa’s power crisis, but
it might be the factor that tips the balance in a
purchasing decision.
Another global technology trend that may
see increased traction is hosted cloud solutions.
“Most datacentres are well equipped to deal
with the power issues,” says Isaac. “We’re
seeing companies adopting hybrid cloud
solutions so that on-premise servers sync with
those in a hosted datacentre so that when
load-shedding happens, they switch over to the
cloud-hosted servers.”
Both Stander and Da Silva mention adding
a UPS as an option to the basket of offerings
around new PC and server sales. DCC’s Quick
agrees. “We’ve had at least one reseller that
wants to make it compulsory for clients to
buy UPS with their datacentre infrastructure
purchase,” she says.
Make no mistake, load-shedding is not good
for the country or the economy, and we will all
feel the effects. However, looked at differently,
it presents opportunities to widen your stock
offering, or perhaps refocus your business, but
certainly it gives the chance to improve sales
and margins.
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Selling big tin in an
era of cloud
by Tracy Burrows
photography Karolina Komendera

In an increasingly cloud-hosted
environment, is there a market left for
servers? Hell yes, say local ICT firms.

C

loud remains one of the big disruptors in
the world of ICT, and by all accounts, South
African businesses are now getting on the
bandwagon to benefit from the cost savings and
flexibility cloud can offer. But does this mean
the end of server sales? Not at all, say industry
players: in fact, they expect to see server sales
picking up in the short- to medium-term. The
shape of the market is changing, however.
This new uptake will be driven, in part,
by the same disruptive technologies people
thought would slow the server market – cloud
and big data. There will also be a sharp spike
in sales of advanced new server technologies.
So the market is wide open for vendors bringing
innovation into this space. The cloud itself is
expected to increase demand as enterprises grow
their private and hybrid cloud capabilities and
new cloud service providers build infrastructure
to meet growing demand. And as an advanced
ICT infrastructure becomes a must for every
business, even the smallest businesses will
start looking to acquire servers for the first time.

Therefore the market is changing in terms of
the type of product being bought and who the
buyers are.

Hungry for horsepower
Andrea Lodolo, CA Southern Africa chief
technology officer, says: “A lot of things spark
the buying of servers, but crucially right now –
people need more horsepower. There’s a huge
push at the moment toward the application
economy. End-user adoption is driven by
performance, usability and features, so you
have to have good performance, and this
drives hardware sales. Speed and performance
are crucial for business today – and if speed
is slow, the first thing people upgrade is the
hardware. Certainly, there are other ways to
improve performance, but there’s no substitute
for raw horsepower. So people are buying
more performance internally or buying into the
cloud, but wherever this performance is coming
from, more servers will be needed to meet this
growing demand. Whether you’re using your

own hardware or local or international hardware
through the cloud, somewhere, someone must
provide it,” he says.
Lodolo says, however, there’s a chance that
cloud growth will drive locals to internationallyhosted services. “We’re seeing the consolidation
and migration of datacentres, co-hosting and
sharing of datacentres, and there doesn’t appear
to be a huge amount of tin going into local
datacentres. But internationally, we’re seeing
major datacentres being built by the likes of Apple
and corporates building huge cloud services.
So there are fears that locally, potential cloud
solution providers aren’t moving fast enough to
compete with international providers. We seem
to be reselling international cloud solutions
locally. South Africans need to move fast to build
locally-hosted solutions, or that market will be
taken away from us. Local resellers are forfeiting
potentially bigger margins by simply reselling
internationally-hosted solutions.”
International Data Corporation (IDC) reports
indicate that in EMEA, the Q3 2014 server and

“Local resellers are forfeiting potentially bigger
margins by simply reselling internationally-hosted
solutions.”
Andrea Lodolo, CA Southern Africa
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What’s happening on
the server front?

Stuart Cheverton, Hitachi Data Systems

disk storage market expanded by 3.8 percent
year-on-year, with almost a third of combined
worldwide server, disk storage and ethernet
switch infrastructure spend coming from cloud
deployments. In the MEA market, spending
is expected to change focus from ‘volume
products’ to ‘value products’ this year. Swapna
Subramani, research manager for systems
and infrastructure solutions at IDC Middle East,
Africa and Turkey, said in releasing IDC’s EMEA
Quarterly Server and Disk Storage Systems
Tracker that the South African enterprise
market had registered a 5.6 percent slump in
enterprise hardware shipments in Q3 2014, and
that datacentre investments were shifting from
being server-centric to being more data- and
storage-centric.
Stuart Cheverton, business development
consultant at Hitachi Data Systems (HDS), says
there have been changes in the server market,
with a shift to converged type platforms and
segmentation for specific workloads. “So while
the procurement route has changed, we’re still
seeing a huge market for servers,” he says.
Cheverton doesn’t believe cloud eliminates
the market for servers at all. “Certainly, cloud
will take off massively over the next few months
and years. Customers are now more comfortable
allowing services to run offsite. But SMEs,
up to mid-size businesses, will have different
requirements from tier one customers, and the
more aggressive public cloud adoption will be
among smaller businesses. Large enterprises
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“People might buy
fewer units, but they
will buy bigger servers
with more capacity.“
Stuart Cheverton, Hitachi Data Systems

are more reluctant to move workloads into the
cloud, but they’re shifting to a private cloud
delivery model.
“Through virtualisation, you can start
consolidating workloads, so the one-app-toone-server relationship changes, companies
start aggregating apps onto a single hardware
resource, and this will drive down the number of
servers needed on the one hand.”
This, he says, is offset by the growing needs
of business. “Companies’ needs are growing.
Businesses are driven by technology, they’re
getting an online presence, trying to innovate
based on historic data. They need extra
machines to deal with big data and analytics.
So efficiencies are being gained, but the server
market is not declining. People might buy
fewer units, but they will buy bigger servers
with more capacity.”

Think small
It’s good and bad news for traditional ‘tin’
vendors, says Christo Briedenhann, IT industry

• Traditional server sales to traditional
buyers may be slowing.
• A new market of first-time buyers is
likely to emerge.
• Cloud, big data and the app
economy will drive sales of
advanced new server technologies.
According to IDC, the top four
customers in the server market by
late last year were cloud service
providers, accounting for a fifth of all
servers shipped.
• IDC’s Worldwide Quarterly Server
Tracker, released in August last
year, notes vendor revenue in the
worldwide server market increased
3.9 percent year on year to $12.7
billion in the second quarter of 2014.
Server unit shipments improved 1.2
percent year on year in Q2 2014 to
2.2 million units as investments in
hyperscale datacentre capacity were
largely offset by consolidation.
• Amid a growing demand for raw
computing horsepower, and a need
to control costs, more consolidation
and migration of datacentres, cohosting and sharing of datacentres is
taking place.
• Hardware is becoming smaller and
more powerful. As enterprises seek
additional capacity to deal with big
data and analytics, they’re expected
to start buying fewer units, but bigger
servers with more capacity.
• Hyperconvergence is sparking interest
in an untapped server market.

veteran and now regional sales director (South
Africa and Africa) at SimpliVity.
The bad news is that the market for more
traditional servers is set to slow as businesses
realise they can’t extend their datacentres
indefinitely. The good news is that the market is
ready for a new breed of hyperconverged solutions
that deliver all the features and functionality of
extended enterprise solutions in a single box.
Hyperconvergence is an area all the top
vendors are moving into, he says, and he expects
to see significant market demand for the next five
to ten years. “Because hyperconvergence allows
for all the features and functionality enterprises
need in a small and cost-effective form, even
smaller businesses who were not ready to invest
in a sprawling datacentre are looking to this
as the solution for them,” he says. “There’s a
massive market out there, both in South Africa
and across Africa,” he says.

The South African ICT sector
faces an increasingly vicious circle
when it comes to the issue of
talent recruitment and retention.
There simply aren’t enough skills
to go around.
by Rodney Weidemann
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T

he country’s ongoing ICT skills shortage
is well-documented and the channel,
as with the rest of the sector, continues
to suffer. Many skills remain scarce, and as a
result businesses face an increasing number
of employees that move around regularly and
command increasingly expensive salaries.
“The need to obtain critical skills is further
complicated by the country’s history. Any
employment approach has to remain cognisant
of the need to implement legislative strategies
aimed at addressing the inequalities of the past,”

says Robyn Newel, HR director at Westcon
Group Southern Africa.
Moreover, she adds, high demand for scarce
skills has resulted in increased labour costs,
including salaries, but also recruitment and onboarding of talent.
“What’s evident is the effect on the labour
market as individuals fulfilling these roles
become unaffordable, since their costs are
often way above the market indicators. This is
predominantly seen when applying B-BBEE
principles to key roles in the organisation.”

The laws of attraction
Westcon Southern Africa utilises
tangible motivators to attract and retain
employees. The company suggests
these motivators have contributed
significantly to a reduction in staff
turnover. They include:
• Rewarding employees via both shortand long-term incentive schemes
• A strong company culture
• Leadership commitment
• Regularly affording opportunities for
growth
• A range of programmes to assist
employees and appeal to their
altruistic natures, including:
• Employee support programmes
• Disease management programmes
• Corporate social investment
programmes
• Learning and development
programmes
• On-boarding programmes.

“As well as traditional remuneration, employees
will often be looking for additional benefits from
share options to flexible working.“
Brent Lees, Riverbed Technology

delivery in the distribution environment is even
more important. This is why we can’t have
people not performing,” says Jacobsz.
Westcon’s Newel suggests there are, perhaps,
some small variations depending on the areas of
specialisation within the channel.
“For a distributor, attracting specialist cloud
service skills may be more challenging as
opposed to attracting an account manager. The
sales person may be easier to locate within
the labour market rather than the technical or
software specialist,” she says.
“These specialist skills often sit within the
vendor environments and can be difficult to
attract due to the premium prices vendors
are prepared to pay for the talent. However,
companies can still find ways to differentiate
themselves from the herd, and thereby attract
the required skills.”

How the channel can cope
According to Anton Jacobsz, MD of Networks
Unlimited, there are many basic challenges that
need to be overcome, including the poor matric
pass rate and extremely poor maths and science
pass rate.
“Also, there are fewer people coming
into the industry with degrees and there’s a
general lack of experience. This in itself can
be rectified, but too often we find the people
who have no degree or little experience still
expect big salaries. This fosters a broader sense
of entitlement, rather than accountability and
delivery, among employees, which can have a
negative impact on the business,” he states.

Where the shortages lie
Jacobsz says from his company’s perspective,
the clearly identified talent shortages can be
found in respect of security skills on products and
the security ecosystem as a whole.
“We also find that good account manager or
sales manager skills are getting harder to come
by, and with pressure increasing on companies
for greater representation of B-BBEE, there’s
currently a distinct shortage of such skills in the
majority of black candidates.”
He adds that the challenges facing the
different types of channel companies are mostly
the same, the only difference really being
around costs.
“Distribution probably makes the least margin
in the channel and as such, would have lower
budgets for salaries. However, important skills
still cost the same. Therefore, the focus on

Brent Lees, senior product marketing manager
for EMEA at Riverbed Technology, believes
attracting the right staff and handling the
associated costs is only half the battle.
“Equally important, in the long run, will be
keeping the employee. As well as traditional
remuneration, employees often look for
additional benefits from share or stock options to
flexible working. While developing employees
is obviously key, if they’re not adequately
incentivised, there could be a situation that a
highly-developed, highly-trained employee moves
to another company, possibly a competitor.”

There are other ways channel entities can
compensate for the lack of IT professionals,
namely by utilising ways to reduce their
dependence on such critical skills. Already,
Lees notes, companies are consolidating IT
services into the datacentre, thereby requiring
fewer skilled staff.
“In addition, there’s the much-mooted move to
the cloud, which means many of the traditional
‘support’ activities are no longer looked after by
the organisation, but will instead be managed by
a third party operator,” Lees says.
Newel suggests that within the channel,
the creation of partnerships is critical to meet
legislative requirements while also increasing the
pool of skilled talent.
“These relationships are fostered with the
Department of Labour, the MICT Seta, accredited
training providers, vendors and resellers.
Partnership programmes include learnerships and
internship programmes. This should result in the
channel having access to a choice of new and
experienced labour entrants into the industry while
at the same time increasing the pool of skilled ICT
resources in the country at large,” she says.
Lees agrees. He’s of the opinion the ultimate
answer to the skills challenge is training, training
and more training.
He concludes: “I always like to quote the
story of the CFO who asked his to CIO: ‘what
happens if we train our IT staff, and they
then leave the company?’, to which the CIO
responded: ‘what happens if we don’t train the
IT staff, and they stay?’”

And the recruiter says…

Lorraine van Coller, regional manager of recruitment agency Cozens Centurion, is of the opinion
that until companies improve work environments and put more effort into mentoring and
growing existing talent, the industry’s challenges will continue.
“Companies need to invest in their talent to ensure long-term benefits for all parties.
Communication is also important; businesses need to make an effort to get to know their people.
They should also include them in company decisions that are pertinent to their functions, as top
talent needs to be given a platform that enables them to be part of a solution,” she says.
“Other ways of attracting or retaining talent include allowing flexibility in working hours and
avoid micromanaging staff, especially developers. After all, they’ve been employed for their skill.
They know and understand what their requirements are. It’s also important to ensure supervisors
and managers have more know-how than the talent, as it’s infuriating to be managed by
someone that clearly has fewer skills. Finally, a good work environment and recognition for a job
well done creates confidence and lifts self-esteem. Ultimately, a happy and confident employee
will more likely stay for the long term.”

Q1 2015 | The Margin 27

Johan Klein, Altech Group

28 The Margin | Q1 2015

The talent hunt
The right person for the job is not as elusive as you may think. But prospective employers often sabotage their
recruitment with classic mistakes.
by James Francis
photography Karolina Komendera

T

here’s no lack of advice when filling
vacancies. Some say you should sweat
qualifications. Others argue instinct is often
the best guide.
But effective recruitment is much more
complicated, encompassing three challenges:
narrowing down the candidate pool, reducing
vacancy time and ultimately hiring the right
person. Fortunately all three challenges can be
met, if approached in the right way.
“Understanding the role very well is incredibly
important,” says Riana van Niekerk, HR
manager at Drive Control Corporation. Before any
recruitment can start there needs to be a detailed
job profile, explaining which skills, knowledge,
experience and expectations are required. But
while this is the cornerstone of hiring a new
employee, it’s not nearly enough.

What companies do wrong
A common mistake is to take an immediate
view, says KC Makhubele, vice president of
the Federation of African Professional Staffing
Organisations (APSO): “Recruitment is often
approached with an attitude of needing it done
yesterday. This is a very poor policy. Your staff
are your most valuable resource and should be
treated with a strategic sense, but hiring tends
to become an afterthought: ‘We need someone
right now!’ instead of considering the real
implications of hiring a new person.”
Companies should ask: What are the
behaviours that go with the role? How will the
role evolve in the future? How does this role
affect other roles? What will the role do for the
company?
“Unfortunately this approach is not conjured
overnight,” adds Makhubele. “It’s a matter
of culture: unless management recognise
recruitment as fundamental to a strong
company, they may always risk paying lip-

service to it. Even when they think they’re doing
a thorough job.”
“Be careful of a cookie cutter mentality,”
says Johan Klein, group executive of Corporate
Services at Altron TMT. “There are many
nuances involved. For example, a person may
do well at one employer and poorly at another
for a variety of reasons. So understanding
what the role, its department and the company
require is key to a good appointment, because

“Recruitment is
often approached
with an attitude
of needing it done
yesterday. This is a
very poor policy.”
KC Makhubele, Federation of African
Professional Staffing Organisations

candidates introduce too many variables for
obvious certainty.”

Getting the word out
Success is though only as good as the
candidate list. In the past this was done through
newspapers advertisements, but internet
platforms and particularly social media are a
powerful way to find new blood. Many consider

it the future of recruitment, if not already the
current mainstay.
“Social media is absolutely crucial to a
recruiter’s arsenal,” says Van Niekerk. “It appeals
to younger candidates, but is also a powerful
conduit for word of mouth – and that remains the
best way to attract great candidates.”
Recruitment agencies continue to be
important parts of the process, though not
always indispensable. One of the main reasons
to engage with an agency is to cut down on the
number of candidates: a vacancy can attract
hundreds, even thousands of applications which
need to be honed down to a handful. But they
aren’t always necessary, says Van Niekerk.
“Recruitment agencies work well, but
they have to understand your needs and
company culture. They’re also not an excuse
for a company to remove itself from the hiring
process. Agencies can do a lot of the initial heavy
lifting, but recruitment should always be treated
as an internal process,” she says.
The local IT market is not huge and
prospective candidates tend to be known by
somebody who knows somebody who knows
you, Van Niekerk adds. So when it comes to the
local technology channel, separating the wheat
from the chaff is not as challenging as it seems:
“It’s not that hard to pick candidates with high
potential, based on their references and past
work experience.”
Newspapers, the vanguard of recruitment,
are still potent but increasingly limited. Frequent
complaints include cost and paperwork. There’s
also the problem of exposure: a newspaper tends
to serve a limited audience, yet still employs
a shotgun approach. Little distinguishes a
candidate attracted by a newspaper ad and the
format has been marginalised by social media.
But it remains appealing to attract candidates for
senior positions.
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Social Media Recruitment
APSO’s vice president KC Makhubele
is an evangelist of social media and
general online recruitment. His list of
benefits includes:
• Target specific communities for
specific skills, geographies and other
criteria.
• Referrals to potential candidates are
organic, especially to people not
necessarily in the job market.
• It’s a branding exercise, raising the
visibility of your company.
• Online systems can help churn
through applications more quickly,
especially when using online tests
and video interviews.
• Social media often has the same reach
as large newspapers, if not more.

“Social media is absolutely crucial to a recruiter’s
arsenal. It appeals to younger candidates, but
is also a powerful conduit for word of mouth –
and that remains the best way to attract great
candidates.”
Riana van Niekerk, Drive Control Corporation

Company ecosystems are often rich soil for
candidates. Referrals from partners are very
valuable, says Brian Clarke, chief sales officer
for AxizWorkgroup: “Referrals have always been
a great source for us, providing an immediate
fit. Most of our long-standing employees joined
through this route. Recently, we’ve broadened
our net considerably with recruitment agencies,
incentives internally for successful referrals and
advertising. Lately the majority of our recruits
have come from a couple of very proactive
recruitment partners, but referrals remain an
extremely important source.”

Are they the right one?
“Culture fit is key,” says Klein. “To find the right
person means going through many applicants.
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The first stage is just a paper perspective qualifications and experience. But there must be
several stages to narrow down all the attributes
you are looking for.”
“You have to do intensive questioning
during interviews,” says Van Niekerk. “Find
out what kind of person they are, what they
do after hours, what their hobbies are. Don’t
just check references. Ask previous colleagues
and employees about the person’s roles and
performance. Ask vendors and partners. It’s a
small local IT industry. Somebody will know
your candidate.”
Don’t be afraid to ask searching questions,
says Makhubele. “Questions must be multilayered and challenge the candidate. Providing
your questions fall within the limits of the labour

law and aren’t discriminatory, you can ask
anything. And be suspicious if a candidate can’t
give sufficient or proper answers.”
Another mistake is bias: an interviewer
finds a candidate likable, perhaps because of
shared interests. This is why it’s key to have
multiple sessions with different interviewers.
Some companies go as far as to hire an external
interviewer, trained in behavioural questioning.
“Very few credentials are checked by any
agency before sending an applicant for an
interview,” says Clarke. “Apart from numeric,
verbal and aptitude profiling, we also verify
education and do credit and criminal checks.
We have however found exceptional value and
outcomes in profiling tools.”
Other areas must also be considered. Passion
can be as important as confidence. The age of a
candidate is key – a startup may want younger
people who can grow with the company, but
larger organisations could prefer experienced
candidates because time for training is often a
luxury. Job hopping is also something to look out
for, though this is not necessarily a bad trait and
depends on the role in question.
Still, Van Niekerk says she prefers people with
steady work tenures: “Job hoppers don’t exactly
resonate stability. They tend to expect higher
salaries, as a new recruit is more likely to get a
lucrative package than a long-term employee.
But you often find the more stable employee
with the lower paycheque is better at the job,”
she concludes.

Build or buy:
the skills conundrum
by Chana Boucher
photography supplieD

When it comes to talent, it’s a
war out there. Are you prepared
to battle competitors for a good
candidate or will you invest in
training your own?

“T

he availability of skilled IT resources is
an ongoing challenge as companies
aggressively compete in what is a
limited talent pool.” So says Jack Naidoo, HR
manager for Cisco Middle East (formerly Africa).
So how do companies work around it? Is it best
to headhunt skilled individuals, offering higher
salaries than competitors, or should channel
companies hire inexperienced young people and
build them up?
Anton van Heerden, MD for Sage HR &
Payroll, says it’s important to hire youngsters
so that a business has a pipeline of talent
for the future and succession plans for
older employees who move up or out of the
business. He highlights a number of benefits
for a company that hires inexperienced staff.

“Inexperienced people may be cheaper to hire
and [they] don’t command as high salaries as
more experienced professionals do. Also, by
bringing people into the business young, you
can instil the company’s culture and values into
them.”
Companies may also be able to benefit from
schemes such as the Employee Tax Incentive,
which encourages employers to hire young
people by reducing the PAYE the employer is
liable to pay to SARS, says Van Heerden.
Arlene de Swardt, intern programme HR coordinator at DVT, says the local skills shortage
is a big concern and that through training and
mentoring – for instance through a graduate
programme – the youth gain invaluable skills
and experience. “By continuously investing in
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and upskilling graduates we actively promote
a healthy skills talent pipeline for the future,”
she says.
Business Connexion’s group HR manager
Pieter Kellerman says: “Young talent brings
new ideas and innovation and furthermore
compliments our values and culture.”
According to Lara Green, Network IT
Recruitment Bruma branch manager, most
clients are recruiting younger up-and-coming
talent. “The IT market is alive with talented
youngsters passionate about technology. It’s a
generation that grew up techno-savvy, unafraid
of technology,” she adds.
With no experience or tech-related references,
how do companies select young professionals?
Van Heerden says attitude is everything. “We
hire the smile and teach the skill! You can’t teach
passion and enthusiasm, so we’re often willing to
hire people with the right attitude, a willingness
to learn and a 70-80 percent fit with the skills in
the job description,” he adds.

An experienced head
Samantha Erasmus, responsible for recruitment
for Tarsus Technologies’ HR team, says the
company mostly hires skilled candidates.
“Generally the resignations we have are
experienced staff and we have an immediate
need to fill the position and hit the ground
running. This benefits us in the sense that we
can keep our clients happy and assist with their
immediate needs,” she says.
Kellerman says Business Connexion does
develop and promote internally, but has to find
the balance through external recruitment and
headhunts for scarce skills in the industry to
ensure the company closes skills gaps. He adds:
“Due to the nature of the ICT industry, it’s difficult
to externally recruit and find the skill and cultural
alignment we’re looking for and it takes time to
do so, which could cost the organisation.”
Van Heerden says senior professionals are
important as some things can’t be trained, but
only learnt through life experience. “You need to
have a direct manager and mentors that young
employees can turn to when they encounter a
situation they’re not yet experienced enough to
manage,” he adds.
“The nature of the role, changing technologies
and customer expectations have an impact on
hiring versus upskilling decisions. A combination
of experienced leaders and a bench filled with
promising youngsters will position us for the next
chapter in Cisco’s history,” says Naidoo.

Train to retain
Be it recent graduates or mid- to senior-level
staff, is it worth investing in training employees

“Highly skilled
employees today
not only desire to be
employed, but also
want to be engaged in
the company’s growth.”
Jack Naidoo, Cisco Africa

when they could easily leave for a better offer in
the industry’s war for talent?
Roxanne Dallas, MD of Mass Staffing Projects,
says: “Good IT skills are scarce and everyone
knows it, so with every move a candidate makes
they look for an increase on current salary of
anywhere between 25 and 60 percent. I’ve seen
candidates demand 100 percent. Generally in
other industries we see increases on current
salaries of between 10 and 20 percent.”
However, Naidoo argues there’s enough
research to show that compensation on
its own doesn’t help retain talent. “Highly
skilled employees today not only desire to be
employed, but also want to be engaged in the
company’s growth. Meaningful, challenging work
assignments combined with growth opportunities
are what talented employees demand.”
He adds that training and/or development
opportunities will keep employees engaged as
they like to know they’re making a difference and
having an impact on the results of the company.
If training is on cutting-edge technology
and relevant to a young employee’s career
development, Green says it can help companies
hang on to them. “Every one of the talented
youngsters who move frequently can become a
potential long-term employee if their career is
managed and planned well in terms of exposure
to exciting projects and skills development,”
she says.
DVT’s national head of software quality
assurance, Mario Matthee, says companies
can’t just employ a promising young candidate
and hope they’ll sort themselves out. He says:
“You must have a plan of action and clear goals.
Regular training sessions, 360 performance
reviews, feedback sessions, research
assignments and knowledge sharing sessions
are key.
“The biggest downside to this approach is
the injustice of headhunting by recruiters and
competitors. Six months of effort can be wiped
away in a few days when the candidate is
offered a massive salary increase.” According to

Managing the skills
transfer
Learning and development is a lifelong
journey, says Sage HR & Payroll’s Anton
van Heerden. He says: “Even as our
more senior employees are transferring
skills to others more junior, they’re also
continuing to develop and grow their
own careers.”
This, he says, gives them peace of
mind knowing that their success at
mentoring a junior won’t be a danger to
their own prospects in the business. “We
never train or upskill anyone with the
purpose of replacing somebody else,”
adds Van Heerden.
DVT’s Mario Matthee says: “If you
employ a young candidate to replace a
senior person just based on salary then
you’re doing all three stakeholders [the
two employees and the company] a
huge injustice.”
He believes the biggest challenge is
finding the right senior employee to coach
a young employee. “If you can convince
a senior experienced person that the new
talent is there to learn from the best and
free them up to focus on more strategic or
challenging assignments, then you have
a recipe for success.”

Matthee the only way to overcome this situation
is to make peace with the fact that it could
happen and build a strong relationship with the
young candidate.
Dallas says many companies are putting
clauses into their employment contracts
to protect them from spending money on
employees only to have them leave soon after.
The clauses, she notes, effectively require the
employee to pay back a pro-rata amount of the
money spent on training if they leave within a
certain timeframe.
Matthee advises companies to assign staff
just trained in a skill or technology to a project
where they can apply the new knowledge. “In
my career I’ve seen companies directly forcing
an employee to leave by sending them on the
most amazing training but refusing them the
opportunity to apply the new skills/knowledge
in their existing jobs,” says Matthee. However,
he adds training should be conducted to
improve productivity or job satisfaction, not to
create loyalty.
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Are golden handcuffs enough?
Retaining top employees requires a flexible, positive work environment, along with opportunities for advancement.
by Monique Verduyn
photography shutterstock
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hen IT skills are scarce, talent
retention is a more critical issue than
ever.
IT organisations that don’t understand the
cost of employee turnover will pay a steep
price. Studies around the world have shown the
total cost of losing an employee can amount
to as much as two times the employee’s
annual salary. So when you actually land great
employees, especially senior people, do
whatever it takes to retain them.
“Retaining employees is about loyalty rather
than happiness,” says Anja van Beek, HR
director at Sage VIP/Sage AAMEA. “Because
loyalty is gained in different ways for different
people, it’s advisable to have a combination of
drivers, including performance management,
training and development, and career
opportunities, and to assess the impact of each of
these on loyalty levels. Also key is the manageremployee relationship, which should be built
on mentoring, coaching, guiding and open
communication. Goal-driven employees who
understand how they contribute to achieving
strategic goals and to the success of the business
are most loyal.”
Keeping employees motivated by their work
begins with management style. “Leaders who
believe in the potential of their employees tend
to create an environment that promotes their
success and development,” says Van Beek.
Employees, in turn, are more likely to step up
to the challenge and perform to their potential.
Regardless of whether the manager is a drill
sergeant or someone who prefers to let people
find autonomy and accomplishment in their own
work, the current refrain is that whatever their
leadership style, managers are advised to use
different approaches based on different people
and situations.
Samantha-Leigh Harper, director of Nu
Beginnings, agrees. “Companies can’t afford to
have one management style they adhere to,”
she says. “We’re moving further away from
corporate culture, to a more flexible, casual
environment. That’s also demonstrated in the
types of perks that have appeal today, such as
extra leave, casual Fridays, childcare facilities
and free canteens.”

A culture to suit millennials
“There’s a significant divide in the IT workplace
today,” says James McKerrell, CEO of CRS

“People are prepared to accept a smaller salary
increase, in exchange for a culture they like and fit
in with.”
Samantha-Leigh Harper, Nu Beginnings

IT salaries up
The average annual salary of those
permanently employed in the South
African IT sector went up by 11.3 percent,
since 2013, with women overall recording
a higher increase – salaries of female
respondents went up by 13.6 percent
while male respondents recorded a 9.6
percent increase, according to ITWeb’s
2014 IT Salary Survey.

to home. Technology has enabled this shift and
managers have to be able to accommodate
these people into the workplace, especially
because skills are in as short supply as they are,
McKerrell adds.
While medical aid and pension benefits were
the norm ten years ago, says Harper, many
companies today can’t afford to provide that.
“Instead they offer a cash component and allow
employees to make their own choices, which
many people prefer doing nowadays.”

Money isn’t everything

13.6%
9.6%

An overwhelming majority of
respondents (82 percent) were
permanently employed and reported an
average of R496 858 per annum.

Technologies. “Businesses are generally
owned or led by boomers who are employing
millennials with a completely different work
ethic. They demand an organisational culture in
which they manage their own time, bring their
own devices to work, wear what they like and
work from coffee shops if they want.”
Work location is a big consideration, with
many employees preferring to be based closer

Money continues to play an important role in
talent retention, but it’s no longer the defining
factor. “People are prepared to accept a smaller
salary increase, in exchange for a culture they
like and fit in with,” says Harper. “The reality
is also that pay increases from job to job are
becoming smaller, making it easier to hold onto
talent if the culture fit is right.”
Nonetheless, when it comes to remuneration,
it’s best to pay enough, to ensure money is never
an issue on the table. “In our line of business, we
rely on scarce skills and we’re prepared to pay
a higher percentage for talent. To retain them,
we focus on the growth and development of the
individual within the business.”
Talented people want to advance. Employees
will always perform at their best when the
environment is conducive to growth. However, the
days of the structured career path are numbered.
“We have a fairly flat organisation, which
makes it difficult to offer a structured career
path,” says Van Beek. “But it’s important to
discuss career aspirations with your team, and
to help them grow in other, more valuable ways,
such as exposing them to different roles and
technologies. Learning and development are
more critical today than seniority and titles.”
Because technology is constantly evolving,
encouraging employees to learn and experience
new things will not only enable them to add
greater value in the future, it’s also likely to get
them to stay where they are.

When money can’t buy you love
How do smaller businesses in the channel compete with bigger rivals to hold onto valuable employees?
SMEs that look after their employees quickly gain a reputation for being great places to work. “Respecting employees, understanding that family time is
important, and offering profit share into the future makes employees feel like they’re part of the company, and that they’re cared for,” says Samantha-Leigh
Harper of Nu Beginnings. “That makes it far easier to secure their commitment, and means money is less of a priority.”
Career and professional advancement also rate highly. Research conducted for Harvard Business Review has highlighted the motivational power of progress.
When people are helped to genuinely move forward is when they feel most positive about their work environment.
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When temporary becomes permanent
Fixed-term contracts can be a valuable tool for employers, but new legislation is tightening up their use, and may result
in sudden additions to your permanent workforce.
by Monique Verduyn
photography Supplied

Anja van Beek, Sage VIP/Sage AAMEA

36 The Margin | Q1 2015

W

ith business needs constantly
changing, scarcity of skills and a
need to complete specific contracts
for clients, there are some compelling reasons
for hiring staff on fixed-term contracts. For
smaller businesses in particular, the reduction
in expenses, benefits and cost-to-company
overheads is attractive, especially when it comes
to medical aid and pension contributions, which
can place a big strain on the SME.
Unfortunately, there have been instances
where employers use a fixed-term contract as
a means to evade their statutory obligations in
terms of the Basic Conditions of Employment
Act, the Labour Relations Act and the
Employment Equity Act.
On 1 January 2015, the Labour Relations
Amendment Act (No.6 of 2014) (LRAA) took
effect, and South African businesses now have
to comply with new obligations. One of the key
features relates to fixed-term contract employees,
who will now enjoy far greater protection than
was available to them in the past, although some
smaller and startup companies may be exempt.
The law also relates only to those contractors
earning R205 433.30 or less per year.
The amendments limit the use of fixed-term
contracts, and employers must now be able
to justify fixing the duration of an employment
contract. Failure to do so will result in the
employees becoming permanent. Once this
occurs, the employment relationship may only
be terminated by the employee’s resignation,
death, or dismissal.

Implications for employers
“If you look at the law, there’s now no
difference between fixed-term and permanent
employees,” says Anja van Beek, HR director
at Sage VIP/Sage AAMEA. “A fixed-term
contract can now only be in place for longer
than six months if the contractor is replacing
an employee who is temporarily absent from
work. Otherwise, when a fixed-term contract of
employment is renewed, the employee has a
right to expect that the employer will continue
to renew the contract, and to believe they’re in
fact permanently employed.”
In terms of the new obligations, an
employee who is employed on a fixed term
basis for longer than six months for a justifiable
reason must be treated in the same way as a
permanent employee doing the same or similar
work, unless there’s an acceptable reason for
different treatment.
Van Beek believes that a positive, healthy
organisational culture is built on permanent
employees. “For the individuals themselves, the
benefits are better, as is job security. The levels of

loyalty and commitment to the organisation are
naturally higher, which also results in increased
productivity. Our success is linked to the loyalty
of our people.”

When contract workers work
best
James McKerrell, CEO of CRS Technologies,
has a different take. “Contract workers are an
important part of our business because they
allow us to ring-fence the costs of a project.
The output required is defined, as is the time
period. The motivation to deliver is therefore
high. Contract workers often have diverse work
experience which can contribute a lot to the
success of a project.”

“Contractors not only
give a business access
to skills that are hard to
come by, but they also
enable a fair amount
of organisational
flexibility.”
James McKerrell, CRS Technologies

McKerrell says it’s important to ensure that a
contractor has the skills the organisation is seeking,
backed by a good reputation in the industry and a
reasonable number of good references.
“Contractors not only give a business access
to skills that are hard to come by, but they also
enable a fair amount of organisational flexibility,
so that you can increase and decrease staff
numbers based on business needs. There’s also
no expensive and lengthy recruitment process to
go through as you can generally find what you
need in a matter of hours.”
Importantly, specifying time periods is now
non-negotiable. Employers must bear in mind
that as part of the new obligations, contract
workers have to be engaged to work exclusively
on a genuine and specific project that has a
limited or defined duration, a requirement wellsuited to the needs of IT organisations that focus
on software development, for example.
Although the majority of employees in the IT
sector are permanent, according to ITWeb’s 2014
IT Salary Survey, with contractors making up just
12 percent of the sample and earning only four
percent more than those permanently employed,
the pros of fixed-term contracts remain attractive

to a number of businesses and employees.
Opting for a permanent employee or a
contractor ultimately comes down to finding
people with the right skills and the right fit
for the organisation. With the new LRAA
likely to have implications for employers in
the technology sector who link employment
contracts to specific projects, it’s imperative
that employers in the channel understand the
regulations and how these relate to existing
fixed-term contracts of employment.

Regulating contract work
How the Labour Relations Amendment
Act affects employees on fixed term
contracts.
• Protection for contract workers
applies only to employees earning
R205 433.30 or less per year.
• Fixed-term employees, employed for
more than three months, are deemed
to be employed indefinitely unless
the employer can demonstrate a
justifiable reason for employing them
on a fixed-term basis. The reasons
can include: project work, student or
graduate internships, seasonal work,
non-citizens who have been granted
a work permit for a defined period,
replacement of another employee
who is temporarily absent, temporary
increases in work volume, public
works or job creation schemes,
positions funded by external sources
for limited periods, and retirement age
being reached.
• Employees employed for more than
three months may not be treated less
favourably than permanent employees
performing the same or similar work,
unless there is a justifiable reason for
doing so.
• Fixed-term employees employed for
more than 24 months must receive
severance payment equivalent to
one week’s remuneration for every
completed year of service, on the
expiry of their contract.
• The provisions do not apply to an
employer who employs less than ten
people, nor does it apply to an employer
who employs less than 50 employees
and whose business has been in
operation for less than two years.
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Get involved

A little less conversation…
To address the skills challenge we need more action, please.

T

he local skills shortage is well
documented, in fact, you can get a visual
idea of the state of play from the page
opposite. With declining maths and scienceminded students matriculating and less than five
percent of high schools offering IT as a subject, it
would appear we face a bleak future.
As a country, we find ourselves in a situation
where we have high youth unemployment, and
yet we’re crying out for skills to help us meet
the ICT challenges we face today and into the
future. To make some inroads into redressing the
situation, ITWeb and Brainstorm magazine have
launched a skills initiative called Isibani aimed at
uniting the industry for the common good.
The inaugural meeting of Isibani’s advisory
board convened in February 2015. The board
consists of leading ICT companies, analysts
and other industry players passionate about
addressing the skills shortage.
The plan is to identify, focus on and foster the
most successful local skills initiatives, bringing
the industry together to pool knowledge and
resources to boost skills in South Africa. It will
target young learners from disadvantaged
backgrounds and encourage companies to step
up and provide facilities, training, employment
opportunities, time or funding.
Isibani will also co-ordinate the various
activities, measuring the success of programmes
to ensure resources are effectively used, and
providing the platform for everyone involved to
communicate and share ideas.
ITWeb’s CEO Jovan Regasek says: “Skills
are key to solving some of the most burning
problems we see as a country: unemployment,
poverty and inequality.”
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He notes too few people put their money
where their mouths are regarding the skills
shortage, adding: “To quote Elvis, what is
needed is a little less conversation. When it
comes to skills, the industry is talking too much,
but doing too little. We are embarking on an
exciting journey. We get to pledge our skills
and resources to the greater good, and for the
good of the economy as a whole. ITWeb is
perfectly positioned to be a catalyst of this skills
development initiative.”

Unified approach
Of course initiatives aimed at tackling ICT skills
shortage are not new; individual companies
have been running them for some time, so what
makes this one different? Brainstorm’s editor and
Isibani project lead Jane Steinacker says many
companies have been doing amazing things to
address the skills shortage for some time, but
notes there’s a need to unify the various efforts.
“The philosophy behind Isibani is to facilitate
communication and knowledge-sharing. We
need to start leveraging off each other’s best
practices,” she says.
“We can learn from existing programmes and
experiences. We need to organise resources, and
these go beyond hard cash, and include time
and knowledge. We need to decide how best we
can make this work.”
The first step, she explains, is identifying the
skills that are needed, how they can be gained,
and how to leverage off existing programmes.
“We need to identify which existing programmes
support our goals, find out what they need and
use sourcing mechanisms to allow interested
parties to pledge their support.”

The initiative will work via a website and
mobile app, currently being developed by ITWeb.
“Those who wish to participate will soon be able
to go to the Isibani site or app, and choose a
project they wish to support. They can see what
they need and pledge their support. Once this
step is done, they will be issued with a digital
‘badge’, or online recognition.”
Ultimately, the motivation for participation
goes beyond winning badges. Steinacker reasons
that it’s a sound business investment. “It’s about
sustainability for our industry. The initiative
is creating opportunities for IT companies to
identify talent and have access to the smartest
and brightest minds, to find talent while it is still
young, nurture it and then retain it to help the
business maintain its competitive advantage.
The socio-economic benefits will filter down, and
have a positive impact on the industry and on the
bottom line of those companies involved.”

To register your interest, support or
find out how you can get involved....

E-mail isibani@itweb.co.za

Visualising the skills challenges
How many skills are we missing? Which ones? And how’s it impacting businesses?
There are expected to be around 19 300 scarce skills vacancies in 2015 from a total of about 40 000 opportunities
across 185 occupations in the media and ICT sectors, according to data from MICT SETA 2014-2019 Sector Skills
Plan and the JCSE ICT Skills Survey. Of that 19 300, The Margin estimates around 14 250 scarce skills to be ICTspecific.

Skills required
According to the JCSE’s ICT Skills Survey, the top ten priority areas for skills identified in 2014 were:
1 Software as a Service/Cloud computing

6 Database development

2 Network infrastructure

7 Mobile computing

3 Information security

8 Web development

4 Application development

9 Data storage

5 Business intelligence/knowledge management

10 Operating system

Skills shortage effect
It has
no effect

13%

It is
threatening
our viability

The top search terms used by recruiters on
CareerWeb for February 2015 were:
.net developer
C# developer
Business analyst
Java developer
Cobol developer
Php developer
Database administrator
A+ / N+
MCITP
SAP

It is having a
minor effect

28%

ITWeb Brainstorm’s CIO Survey
reveals that a lack of skills was

the
second biggest concern among
CIOs, highlighted by 67% of
respondents, in reference to their ability
to support their business. However, that
contrasts with only 27% saying the

Specific skills demanded

14%

CIOs feel the pinch too

It is having
a major
effect

recruitment and development of
skills was a strategic priority.

Asked how they were investing in skills,

43% of CIOs are actively seeking
specific skills, while 22% are
increasingly using outsourcing and
contractors – beneficial, no doubt, to
some parts of the channel.
But for CIOs working in ICT sector
organisations, the pressures are obviously
more acute, 64% of ICT CIOs

are focusing on recruiting and
developing the right skills, which
compares to a benchmark of 39.4%.

45%

JCSE ICT Skills Survey 2014

Source: Careerweb

Training undertaken
Industry-provided training, based on MICT SETA data for the IT sector,
reveals where most training budgets are going.

Learning intervention

Instances of training

Learnerships (employed)

670

Learnerships (unemployed)

2 249

Skills Programmes

7 927

Internships

222

Short Courses

56 039

Adult Education and Training

1 720

Bursaries

1 179

Total

70 006

Long-term:
fewer learners
doing less well
Of the 551 656 full-time
matric students who
wrote the National Senior
Certificate exams in 2014,
41% were registered for
mathematics and only 53.5% passed –
attaining 30% or more.
While 31% of students sat physical
science exams, and 61.5% passed.
Both the percentage of total number of
students taking exams in both these
subjects dropped 7% from 2013, and the
pass rates also dropped by over 5% in
both subjects.
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Under the spotlight

Rooting out corruption
Where there’s procurement of high value items, there’s the potential for bribes, back-handers and corruption. Does this affect
your business? Are you sure?
by Tracy Burrows
photography Shutterstock
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hile corrupt practices make headlines
around the world, South African
enterprises are fast moving to cement
their ethics and anti-corruption policies, say local
legal and corporate ethics advisors.
“We’re seeing a shift in South Africa. Now,
companies are asking for policies to be drafted
or revised, they’re stepping up the training of
top management and creating measures such
as ethics hotlines. There are often grey areas in
legislation, and companies are coming to us to
ask whether certain actions are corrupt or not,”
says Kate Solomon, an associate at Norton
Rose Fulbright’s commercial litigation practice.
“In South Africa, it’s becoming a hot topic –
companies are fast moving to take legal advice
and put clear-cut policies in place.”
Why should South African enterprises care
about being ethical, when headlines seem to
indicate that corruption is rife – and almost
expected – across the continent? Roy Muller,
partner at KPMG and head of KPMG’s AntiBribery and Corruption Practice, says one driver
for more ethical business practices is, quite
simply, better business opportunities. “Being
ethical can be good for business.
“Globally, corruption is a massive issue.
The G20 countries say the cost of corruption
amounts to five percent of GDP, with around a
trillion US dollars paid in bribes paid every year.
The Organisation for Economic Co-operation and
Development says corruption drains 20 to 25
percent of public procurement funds annually.
“In South Africa, the latest Auditor General’s
report found that R62.7 billion in irregular
expenditure took place over the 2013/14 period.
This may not have been corruption per se, but
this does indicate huge scope for it. Some of this
would relate to tenders and contracts awarded
outside approved processes,” he says.
Solomon adds that the ICT sector is a highly
competitive one, which changes and evolves
rapidly. “So there are opportunities in the ICT
sector, as in any sector, for unethical behaviour,
for example short-cuts to be taken, especially
in areas where there aren’t sufficient skills, or
the exploitation of grey areas in tenders and
contracts.”
But a growing international push for ethical
business is impacting on African businesses.
Solomon and Muller note that even if executives
don’t feel a need to operate ethically on their
own steam, enterprises wanting to do business
with international companies have no choice but
to comply with international best practice.

Grey areas and ‘fast-tracking
business’
Generally accepted business practices in the ICT
sector, such as meeting for lunch to discuss a
project, taking a client abroad to an international
trade show, or making donations to a state-run

development group could all fall into an ethical
grey area, concede Muller and Solomon.
There’s also the conundrum companies face
when racing to meet a project deadline and
finding crucial components stuck in customs: to
grease palms or not?
Muller says: “It’s common knowledge that in
South Africa, many people pay bribes to avoid
traffic fines. This culture often extends to paying
money to expedite business processes. But this
approach can be harmful to the company in the
long run. The tone from the top is crucial in how
a company tackles challenges like components
stuck in customs.

“The litmus test for
whether it’s acceptable
or not is what we call
‘the Sunday newspaper
test’: would you be
embarrassed if it was
on the front page of the
Sunday paper?”
Roy Muller, KPMG

“If the company is all about profits, chances are
staff will resort to bribery to speed up processes.
But if a company’s leadership is so committed to
integrity that it’s prepared to suffer a week’s loss
in profits in order to do the right thing, all staff will
feel comfortable behaving ethically.”

The global bribery
landscape
In a report released in December last
year, the Organisation for Economic
Co-operation and Development (OECD)
found most bribes are paid by large
companies, usually with the knowledge
of senior management. The report said
in the cases analysed, bribes equalled
an average of 10.9 percent of the total
transaction value and 34.5 percent of the
profits, equivalent to around US$ 13.8 per
bribe. OECD found bribes are generally
paid to win contracts from state-owned
or controlled companies in advanced
economies, rather than in the developing
world, and most bribe payers and takers
are from wealthy countries.
The OECD Foreign Bribery Report
analysed more than 400 cases
worldwide involving companies or
individuals from the 41 signatory
countries to the OECD anti-bribery
convention who were involved in bribing
foreign public officials. Almost two-thirds
of cases occurred in just four sectors:
extractive (19 percent); construction
(15 percent); transportation and storage
(15 percent); and information and
communication (ten percent). Bribes
were promised, offered or given most
frequently to employees of state-owned
enterprises (27 percent), followed by
customs officials (11 percent), health
officials (seven percent) and defence
officials (six percent). Heads of state and
ministers were bribed in five percent of
cases but received eleven percent of
total bribes.

Look a gift camel in the mouth
“When it comes to gifts and entertainment,
everyone has their own views on what’s
acceptable and what’s not,” says Muller. “This
is probably one of the most widely debated
topics on corruption. It’s important for business
partners and stakeholders to interact, it’s a
normal part of business to have relationships,
and cultures vary around the world – in some
regions there’s no business without certain
niceties being observed. In regions like the
Middle East, for example, it wouldn’t be unusual
for a dignitary to be given a gift such as a
camel. Not to reciprocate would simply be rude.
So you need mechanisms to escalate decisions
on exceptions to protocol. Some companies
have a ‘no gifts, no entertainment’ policy, but
this isn’t always practical.”
He says it comes down to whether the trips,
gifts or entertainment are clearly designed to

influence a business decision or not. “Say a
lavish trip overseas is given just ahead of the
client finalising a decision on a large tender –
then it’s a no brainer. The litmus test for whether
it’s acceptable or not is what we call ‘the Sunday
newspaper test’: would you be embarrassed if it
was on the front page of the Sunday paper?”
Solomon says: “South African laws don’t
have a threshold for a minimum payment or
value to what constitutes a bribe. So potentially
any gratification could constitute a bribe if
provided with an intention to unlawfully
influence a decision or action: a donation
to a charity, offering a promotion, gifts and
entertainment. It’s all about determining
whether the gesture was transparent and
within reason. So for example, if you have a
three-year contract with an organisation, and
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Under the spotlight

you took the tender committee out for lunch in
year one, there may be no problem. But if lavish
entertainment was laid on just ahead of the
contract renewal, it would look suspicious.
“In the Constitutional Court recently, a large
tender was overturned and extensive, expensive
processes had to be rerun from scratch as a result
of tender irregularities. This is hugely expensive
for all parties. So, bribery and corruption is bad
for business, it’s an expense that’s not good for
anyone,” she says.
Muller agrees: “On many issues, the laws are
clear. Breaking the law is breaking the law, and
companies need to decide if they’ll run an honest
business. So in the short-term, a bribe might help
you make money, but in the long-term, you will
be penalised.”

Strive for self-regulation
ICT industry veteran and founder of the Qhubeka
charity, Anthony Fitzhenry, says that while he
no longer holds investments in the ICT space, his
feeling is that the government is making an effort
to put controls in place to reduce opportunities
for corruption to occur, which could improve
practices in the ICT sector.
Fitzhenry, former CEO of Axiz and winner
of the 2006 ICT Personality of the Year and
2009 South African ICT Legend awards, says
one challenge in the ICT sector – particularly in
South Africa – is that the industry players don’t
all belong to a self-regulating industry body.
“The pharmaceutical industry, for example, is
highly regulated with very clear policies in place.
But then, the pharmaceutical industry is a very
mature one. The ICT industry is relatively young
and fluid and new businesses are emerging
all the time. More companies need to be
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“Breaking the law is
breaking the law, and
companies need to
decide if they’ll run an
honest business.”
Roy Muller, KPMG
encouraged to join an industry body and together
create a code of conduct everyone conforms
to, for the greater good of the industry and the
country as a whole,” he says.
Fitzhenry says within the ICT sector, it’s not
uncommon for companies to pay for expensive
dinners, game farm holidays or overseas travel
in the name of client relations. “You’ll find
that often, very little business gets discussed
on these trips, but some form of procurement
is implied,” he says. In years past, he says,

officials issuing tenders might have been
brazen enough to ask companies bidding for
the business for money, or they might have
dropped broad hints about needing school
fees for their children or a new computer. With
increased government regulation in place,
bidders might no longer be asked directly for
bribes, but might instead be told that if they
work through a particular company, they will
get the business.
The onus is on the ICT company to carry
out due diligence to ensure all its partners are
above board and by association it’s not involved
in unethical practices. “Ethical behaviour comes
from the top and is entrenched through a strong
company code of ethics, governance, effective
audits, clear authorisation and escalation
procedures and ongoing staff training,” says
Fitzhenry. “Companies can’t allow themselves
to become involved in bribery and corruption –
there have to be boundaries, otherwise where
does it stop?”

Entrenching ethics
Instilling a culture of ethics begins at the top, with management leading by example, say the
experts. In addition, staff need support in their efforts to operate ethically. Among the measures
recommended by Norton Rose Fulbright’s Kate Solomon are:
• Staff training – including top management
• Putting ethics hotlines or reporting procedures in place
• Establishing clear and specific policies, covering every detail down to procedures for giving
and receiving of gifts, as well as entertainment and travel policies
• Tasking finance and compliance officers and/or social and ethics committees with ethics
governance
• Vetting all contracts with third parties, including agents and joint venture partners.

partner funding

Making sure you get
your greens
Eleanor Legote, HP
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Most vendors allocate funds to help
boost their channel’s marketing
efforts, but accessing them means
understanding the big picture.
Because, yes, there’s no such thing
as a free lunch.
by James van den Heever
photography karolina komendera

V

endors who use the channel to go to
market, wholly or partially, have an
obvious interest in strengthening the
performance of their partners. One way they
do this is by supporting their marketing (and
ultimately sales) efforts with co-funding – but
only channel players who tick all the boxes will
get the nod.
It’s well worth making the effort. For one thing,
the sums involved can be quite substantial.
“Generally speaking, vendors will spend between
three and five percent of their overall channel
budget on marketing and business development
activities,” notes Larry Walsh, CEO and chief
analyst of the 2112 Group, a business services
firm specialising in channel development and
operations for vendors around the world.
It’s all about increasing sales for the vendor and
decreasing the risks faced by partners, he adds.
Unsurprisingly, as Walsh notes, this support
tends to be directed towards partners who
are already successful. However, a number
of vendors also emphasise the fact they’re
increasingly looking to support those partners
who they see as strategic. Eleanor Legote,
Enterprise Group Channel marketing manager at
HP, confirms initiatives that further HP’s global
strategic priorities are favoured. Microsoft South
Africa’s Partner Business and Development
lead, Johannes Kanis, agrees, saying, “Since
Microsoft is transitioning to a mobile-first, cloudfirst organisation, our partner investments and
incentives are aligning to this change in strategy;
our programmes are therefore becoming more
focused on these priority areas, with funding
aligned to segments such as small and mediumsized businesses, enterprise and consumer.”

Are you at the right level?
Microsoft has one of the largest – if not the
largest – channel ecosystems, so its partner
funding processes are similarly complex.
Partner funding programmes are global,
regional and local. Kanis says for every $1 of
software licensing sold, partners have services
opportunities in the local market worth $8;
the company’s vast array of programmes are
designed to help partners tap into that ‘pullthrough’ revenue. Like most vendors, Microsoft
segments partners into tiers and categories,
and it’s clear these affect access to funding. It’s

“Generally speaking,
vendors will spend
between three and
five percent of their
overall channel
budget on marketing
and business
development
activities.”
Larry Walsh, 2112 Group

a chicken-and-egg situation because the more
deeply committed a partner is to a vendor, the
higher the tier it’s likely to reach, and thus the
better aligned with its strategic goals.
SAP, another vendor with a deep channel
commitment, undertakes marketing co-funding
that’s usually industry-specific and/or regional.
It also makes marketing development funds
available to PartnerEdge VARs with gold or silver
status: silver partners get two percent of their
revenue back under this programme, while gold
receive four percent. Funds accrue as they’re
earned and expire in October of the following year.
“SAP encourages partners to use these funds
throughout the year, to ensure ongoing lead
generation and, hopefully, deal closure,” says
Eveline Schultz, manager: Partner Programme
and Recruitment, General Business and Partner
Operations, SAP South Africa.
Schultz notes marketing development funds
can also be used for training to help partners

achieve recognised expertise ranking. Funding
requests have to be submitted via the SAP
partner portal prior to any activity taking place,
and can be claimed once the activity has begun
or been completed, per the programme rules.
SAP covers 75 percent of the total cost and, in
certain cases, the full cost of a campaign.
Oracle says it has a similar commitment to
building its channel, but it’s clear that everything
hinges on a partner’s status or tier. Only platinum
and diamond partners are able to access
marketing development funds.

Taking the long view
HP appears to take a more flexible approach
– its co-funding is discretionary even though a
company’s partner status is a key consideration.
Funds are allocated quarterly in line with
marketing plans developed by HP’s business
partner managers in collaboration with the partner.
There’s no set funding range, everything depends
on the project and how much it’s likely to benefit
both HP and the partner; HP will fund up to 95
percent. HP’s collaborative approach, says Legote,
is intended to try and bring marketing and sales
cycles into sync but the company also recognises
that marketing investments don’t exactly correlate
into sales in the short-term.
“We see this as a partnership, so we assess a
project in terms of its strategic impact, taking a
longer term view, while also taking into account
sales value in the short-term as appropriate,”
she says.
One thing is clear: vendors are most
likely to release marketing funds to partners
whom they see as strategic, whose success
will contribute to the vendor’s sustainability.
That means channel players must not only
understand how the vendor’s funding system
and processes work, but also where the vendor
sees tomorrow’s opportunities.

How to access partner funding
Want to access partner funding? Make sure your company stands out as a good investment
opportunity when a vendor is making allocations by following these guidelines based on advice
from global channel expert Larry Walsh as well as interviews with local channel managers:
• Understand the vendor’s strategy. Use this understanding to craft your business plans and to
position yourself as a partner the vendor wants to help develop.
• Develop business plans with clearly defined objectives and costs. Business plans can be used
to demonstrate funding needs and projected outcomes.
• Invest in marketing and business development. Vendors are more apt to invest in partners who
are investing in themselves.
• Concentrate on results – and how to report them. Resellers who can demonstrate consistent
results show vendors they’re a safe investment.
• Specialise and differentiate. Resellers who have distinct specialisations and characteristics
have a better chance of gaining a vendor’s attention because they have a unique position in
the market.
• Market your company to the vendor. Make sure vendors know what your capabilities, capacities
and expectations are – they won’t do so on their own time! The more they understand about a
reseller’s business, the more likely they are to invest.
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Special focus

Technology suppliers are investing
heavily in marketing their corporate
and product brands. Social media
is forcing them to relook at
their marketing strategies – and
themselves.
by Simon Cashmore
photography karolina komendera

B

Brand
management 2.0

rand perception directly impacts the
bottom lines of a vendor and its channel
partners. Strong brands encourage
favourable attitudes to vendors and their goods
that can be converted into premium pricing,
increased sales and market share.
There are very clear distinctions between
marketing a technology brand to consumers
and marketing in a business-to-business
environment. Thomas van der Linde, GM:
marketing at LG Electronics, highlights the major
differences. “A strong brand is the epitome of
success for suppliers and their channel partners
when marketing to consumers. Consumers want
to know ‘what’s in it for me?’ They are drawn to
brands that meet their aspirations and needs,
and that also reflect technology innovation and
market leadership,” he says.
“In a business-to-business environment,
a supplier’s brand serves as a vehicle that
allows a company to extrapolate value for its
products and services. The value of the brand
is leveraged by the supplier and its distributors
and resellers throughout the marketing
channel,” says Van der Linde.
A former marketer at enterprise e-mail
management company Mimecast, Van der
Linde believes brand credibility is essential
for technology suppliers. “Customers need to
know what they’re buying when they respond
to a brand,” he says. Suppliers must correctly
position their brands, to convey innovation,
reliability or value-for-money for example, and
deliver what they represent, he adds. Most
leading technology suppliers have built their
brands around the performance of their products.

Connecting with customers

Thomas van der Linde, LG Electronics
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However, all that hard work carefully building a
brand can now be demolished in minutes thanks
to social media. Technology vendors and their
channel partners need to be acutely aware of
the power social media exerts on their brands,
says Robin Olivier, MD at Apple reseller Digicape.
Communication across social media platforms,

between friends, associates or people with
common interests, invariably carries far more
weight than the advertising and marketing copy
that vendors control. Consumers of technology
products have been greatly empowered by the
emergence of social media, says Van der Linde.
“They’re far smarter and more knowledgeable.
They consult their contacts on social media,
research online and also speak to their family
and friends,” he says.
“The impact of social media on brand
management has been nothing short of
monumental,” says Craig Rodney, MD at digital
marketing consultancy Cerebra Communications.
“For years companies were able to define
their brands. They used print advertising,
billboards and television to project how they
wanted their brands to be perceived. Now, with
the arrival of social media, these companies
realise it’s the customers who also define the
brand. What customers say about a brand affects
how it’s perceived in the market. This has been a
rude awakening for many firms,” says Rodney.

It’s all about the brand
That said, a large percentage of technology
suppliers have been quick to harness social
media platforms to forge ties with existing and
prospective customers that enable them to
promote their brands, deliver highly focused
marketing and sales information while also
eliciting valuable feedback from consumers,
and concluding online sales. “Social media
enables you to target the people you want to
reach. The return on investment on social media
marketing is far greater than traditional media,”
says Digicape’s Olivier. However, social media
campaigns are often most effective when they
incorporate traditional media such as billboard
advertising or ‘drive-time’ radio, he adds.
Van der Linde says LG Electronics integrates
its social media marketing within a broad
brand management strategy that addresses a
wide variety of ‘touchpoints’ where consumers
encounter the brand. These include exposure
to traditional advertising media, such as print,
television and radio, as well as contact with
digital platforms, call centres and support
sites, and even conversations with friends and
colleagues. “Effective management of these
touchpoints enables suppliers to better influence
the consumer’s purchase journey,” says Van
der Linde.
Buyers of technology products usually
encounter a combination of touchpoints including
some that are directly controlled by product
suppliers and others that are governed by
channel partners. The amount of latitude product
suppliers give resellers to leverage their brands
in marketing and promotional campaigns varies
greatly. Apple, for example, tightly controls

“For years companies were able to define their
brands. Now, with the arrival of social media, these
companies realise it’s the customers who also define
the brand.”
Craig Rodney, Cerebra Communications
the use of its brand and dictates the marketing
material and displays used by its resellers.

Changing the game
Technology marketers are becoming increasingly
sophisticated because consumers are not
only smarter than before, they’re also more
discerning. Social media has shifted power away
from product suppliers and traditional advertisers
to consumers, says Cerebra Communications’
Rodney. “Consumers using social media services
and other digital platforms can now choose what
advertising and marketing information they
receive. If they don’t like it or if it’s no longer
useful they can block it,” he says.
The shift in power has forced marketers
to change tack. They now have to win and
maintain the trust of consumers. “Trust is vital,”
says Rodney. It extends beyond a consumer’s
confidence in the brand or product. “Consumers
don’t want relationships with companies that

are driven solely by the desire to make money.
They want to know that the companies they
support not only treat their customers fairly but
also their employees. They want the companies
they buy from to care about more than
themselves and invest in their community and
their local environment,” says Rodney.
“When companies go online and start
marketing in the digital environment they have to
behave like human beings. They have to behave
with integrity. Unfortunately, many companies
have rarely done so in the past,” he adds.
The impact of social media goes beyond brand
management. It has forced companies to look
closely at themselves as well as their brands
and understand how they’re perceived by others.
Such self-scrutiny may be uncomfortable but it
could herald the introduction of business practices
built on greater trust and integrity between
suppliers and consumers. Companies alert to this
shift are likely to thrive in the digital era.

Top of the tree
The world’s most valuable tech brands, according to
Forbes magazine
Brand value (US$ billion)

1.

Apple (No 1 world brand)

124.4

2.

Microsoft (2)

63.0

3.

Google (3)

56.6

4.

IBM (5)

47.9

5.

Samsung (8)

35.0

6.

Cisco (12)

28.0

7.

Intel (13)

28.0

8.

Oracle (15)

25.8

9.

Facebook (18)

23.7

10. Amazon (24)

21.4

Source: Forbes
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PC accessories

Just click on it
The mouse, the keyboard, the
headset, the laptop bag – the
humble PC accessory is of
inordinate value to the South
African channel.
by Tamsin Oxford

T

he term ‘PC accessories’ doesn’t usually
conjure up visions of crystal-enrobed
devices, analogue smart watches,
portable USB chargers and drones, but that’s
exactly what’s coming the South African
consumer’s way. The channel is no longer
limited to the keyboard, the mouse and the
headset – although permutations of these have
become extraordinary in their reimagining.
Now this space teems with remarkably clever
gadgets and devices that many people didn’t
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even realise they needed, but now are unlikely
to want to live without.
“The accessory market is booming,” says
Simon Campbell-Young, CEO of Phoenix
Distribution. “The attach-rate opportunity via
accessories to increase the basket size and
bolster the gross profit on each sale is huge. An
accessory bundle in terms of attachment to a
core hard drive item can increase the value of the
deal by as much as 20 to 30 percent.”
The margins of accessories are traditionally
the highest of the retailer’s offerings and play a
vital role in driving their business. Gregg Barker,
business unit manager: Accessories, Tarsus
Technologies, believes the margin contributions
these accessories make are of such importance
that retailers wouldn’t survive without them.
Neil Watson, CEO at Digital Planet, agrees:
“The margins are great on accessories. For
laptops, margins generally range from about five
percent to 14 percent, but for accessories that can
go up to as high as 30 percent to 50 percent.”

Peripherals and accessories have shifted from
mandatory and mundane to a hot sale item
that’s aspirational and versatile. Consumers have
started to invest in accessories for their PCs and
devices to boost their performance and extend
their capabilities. In the age of economy, users
want to eke out as much value for money from
their devices as they can and accessories are
proving to be the proverbial golden geese.

A booming market
“The accessory market used to be very traditional
– a keyboard, a mouse, a webcam, a laptop
bag, a headset – and while these items are
still essentials, as technology has shifted, new
categories are now also becoming essentials such
as device protection, power packs, connected
devices and wearables,” says Barker.
Some of the biggest names in the industry are
starting to pay attention. At CES 2015 Swarovski
revealed its line of wearable tech with the Shine
collection, complete with Activity Tracking Crystal

to purchase items at a cheaper price than pay a
premium for a branded gadget.

15 minutes of fame

Simon Campbell-Young, Phoenix Distribution

and solar charging. Guess, Audi and Withings
released watches that blend the analogue with the
digital to offer up both time and tracking features,
and the Flip by Goal Zero, charges itself at one
end using solar or a bog-standard plug while also
charging another device at the same time.
These are the accessories that will lead the
way for 2015, especially as the connected home
and digital lifestyle become even more attainable
in South Africa.
“The South African consumer is fashion- and
lifestyle-conscious and demands a big choice of
colours and styles instore,” says Barker. “New
technologies like smart health, fitness tracking
devices and smart home devices are starting
to become popular choices. The demand is

also for accessories that fit the lifestyle of
the buyer, like action cameras for the more
adventurous. Brands that are popular and
established and seen as aspirational purchases
are the important investment. Stocking GoPro,
Beats, Skullcandy or Soviet will draw the South
African consumer instore.”
It would almost make sense, then, that
popular culture is poised to sweep over the
accessory, smothering it in images of Spiderman,
Minions or Darth Vader, but this is rarely the
case. From the perspective of most retailers
and vendors, these items are only popular for a
brief moment and then the opportunity is gone.
According to Barker, their niche value is what
makes them so risky – consumers often prefer

This is further exacerbated by the fact the shelf
life of popular culture items can potentially be
very short. Timing is essential if the retailer is to
cash in and reduce the risk of sitting with stock
that won’t sell once the hype has passed on by.
“It’s a fad, so will be popular in terms of volume
for a short period only,” says Campbell-Young.
“The most popular items I envision for 2015 will
be mobile accessories from well-known brands
with the least popular being general accessories
rebranded for movie studio releases.”
There’s an opportunity to be taken here, in
terms of sales and footprint, but it isn’t nestled
in Thor’s firm grip. Picking the right product and
content is critical.
“Based on high-end user’s preference for
high performance kit rather than aesthetically
pleasing (or cute) peripherals, we believe that the
channel should focus on making high quality,
high performance kit available to the market,”
says Miles Regenass, marketing specialist, Open
Platform Group, ASUS.
The accessory market is traditionally the
toughest to manage with countless new products
and trends landing each quarter. Products have
a shorter lifecycle and retailers need to focus
on what the consumer wants, providing choice
without being overwhelming.
“It’s vitally important that retailers understand
the concept of having a good, better, best
offering,” says Barker. “Effectively managing that
strategy provides an easy to choose experience
for the consumer and will result in higher
margins for the retailers.”
Campbell-Young concurs, adding that one
of the biggest challenges for the channel is
in selecting the right products from a very
competitive market. The PC accessories market is
profitable and expanding, affording the retailer and
channel remarkable opportunity to grow and take
advantage of the new trends entering the field.

“For laptops,
margins generally
range from about
five percent to 14
percent, but for
accessories that
can go up to as
high as 30 percent
to 50 percent.”
Neil Watson, Digital Planet
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In the trenches

The retail challenge
The Margin spoke to two non-traditional technology e-tailers to find out just how strong the local appetite is for
purchasing devices online.
by Rodney Weidemann
photography supplied

FNB

consumers become more familiar with how
e-commerce works and begin to understand
the convenience and ease it brings to their
lives. For example at FNB we see that 59
percent of people that have purchased a smart
device through FNB have done so online.
Customers obviously need to build trust in
e-commerce and experience the convenience
of shopping online. Once this is achieved,
we will see this channel becoming more
dominant.
What’s not selling as well as expected,
despite a big push from vendors/distributors?
Before introducing a new product line or
device we make sure we do our research
and follow market and customer trends.
The decision to offer a new product is also
informed by customers who come to us to

Kartik Mistry, head of Smart Devices, FNB

meet a specific need, so we know there
will be customer interest. Obviously, some
products sell better than others, but we do our

Describe your business

iPads being the top seller followed by Samsung

FNB launched its smart device deal in October

Galaxy smartphones. Overall, smartphones

2011. We launched our Banking App in July of

make up 42 percent of FNB’s overall sales

What are the biggest challenges you face in

the same year and knew that in order to get

with tablets making up 34 percent. With 76

running your business?

our customers banking digitally on this new

percent of all device sales being smartphones

To ensure we offer as many devices, product

channel, it was important for us to provide

and tablets, it proves that these are the modern

ranges and brands as possible, to suit as

the devices to enable them to do so. We

day tools that have become essential in today’s

many customer preferences, while still

recognise that smart devices are costly for

world of instant access and on-the-go living.

maintaining relevance to the overall base. We

research beforehand.

also need to make sure it remains feasible to

people to purchase outright and it was important
for us to be able to offer this to customers at a

What’s been your best-selling product in the

run a sustainable business. It’s also important

discounted rate over an interest-free instalment

past year?

for us to ensure aftersales support is strong

period. Digital banking has arrived and is fast

It’s difficult to provide the best selling product,

for our customers.

becoming a genuinely popular channel, thanks

because these shift according to how the market

in part to the smart device offer.

behaves. Naturally when you have major

What defines a good day?

product launches like the Samsung S5 or the

A good day for me is when I can go home

iPhone 6, demand moves to those products.

knowing that customer deliveries are taking

What does your typical customer base
look like?

place promptly and our customers are served

We have an almost even gender split for our

What’s been the biggest surprise product?

at the best level, and the Smart Device

smart device customer base, with females

There aren’t any major surprises, because of the

team is still inspired by the fact we’re doing

making up 43 percent of the base and males

careful planning we do beforehand. However,

something great for the company and our

the remainder. When it comes to age splits, the

part of our planning process involves using a

customers.

majority of our base (72 percent) is within the

certain level of assumption on how a product

21-40 age group. This is split almost equally in

would perform, especially since we like to offer

Who’s your business or technology hero?

two age categories. 37 percent are between the

a product when it hits the market. Our R99pm

I’m inspired by many industry greats from

ages of 21-30 and 35 percent between the ages

Lenovo deal did very well for us, as it’s an

various business, entrepreneurial and tech

of 30-40.

affordable price point, and a great deal overall.

individuals and apply the qualities and

What’s been your best-selling category in the

Is there now a strong e-commerce appetite in

Jobs, because of his innovative thinking,

past year?

South Africa?

Richard Branson for having the entrepreneurial

Device trends over the last year show that

Although e-commerce in South Africa is in

fire or Bill Gates, who now spends his wealth

tablets and smartphones are the most popular

its relative infancy, compared to the global

and time helping the world be a better place.

devices among FNB customers, with Apple

appetite, it’s certainly growing in popularity as

attributes to my own life. Whether it’s Steve
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Describe your business
Our online store is key to our activity in South

Orange Horizons

Africa. Since we began exploring the market,
we’ve tried to leverage the strength gained
from being an operation that also provides an
e-commerce arm. One of our major strengths lies
in procurement, as we have access to stock the
moment it’s released to the market. In addition, we
have a highly beneficial pricing structure, which is
passed on to our customers.
What does your typical customer base look like?
We’re mostly consumer-focused – in excess of
80 percent of our clients. Customers come from
across all LSMs and we attribute this to our
aggressive pricing, which is helping open up the
market. We’re also witnessing an increasing trend

Blake Levitan, country manager, Orange Horizons

in enterprise customers, driven primarily by the
launch of our local warehouse.
What’s been your best-selling category in the
past year?

Is there now a strong e-commerce appetite in South

on-time delivery, as today’s customer considers

On the e-commerce side it’s mostly smartphones,

Africa?

this one of their top priorities. In our experience,

tablets and wearable devices. Smartphones have

We currently see more of an interest than an appetite.

customers would rather have a purchase arrive on

logically been our biggest sellers, making up two

The amount of South Africans shopping online

time, even if they have to pay more for it. This can

thirds of these sales, with tablets making up the

remains small, partly due to concerns around security

be a challenge when importing products, as there are

balance, along with the wearable technology, such

and payment but also whether goods will actually

variables around transit delays, customs and even

as armbands and activity trackers. While the latter

be received. I think a lot of people are browsing

the weather. The second challenge lies in trying to

is still viewed as something of a fad in this country,

online, but making purchases instore. There are still

please every customer. The idea here is to make

in the developed markets the adoption rate for

credibility issues for the market to overcome, but

sure they all have exemplary experiences which

wearable technology is massive and we expect

we’re definitely getting there. There’s been incredible

they will then relate to otherss.

this to be a key product range in the medium term.

growth in this space over the past five years, but I feel
the market is still in its infancy. However, the next

What defines a good day?

What’s been your best-selling product in the past

two to three years will see it growing to rival more

I would say not having any complaints from

year?

developed markets.

customers. If our goal is exemplary service, then

To narrow it down to a single item, based on

no complaints means we are doing our jobs

current market trends, it would likely be the

What’s not selling as well as expected, despite a big

properly. We believe it’s important to focus on

Motorola Moto G. Users seem to like that it’s a

push from vendors/distributors?

customer satisfaction, rather than profitability – if

quality Android handset, from a trusted brand, at a

If you’re looking at what is being pushed by the

you achieve the first, then the other one will

reasonable price. The other big seller has been the

operators and OEMs, the market appears to be

come.

Google Nexus Five, which offers the value found

dominated by Samsung. However, we don’t see this

in smartphones of almost twice its price, plus

brand selling so well online; this may, however, be

Who’s your business or technology hero?

additional value not found in a lot of other, similar

due to it being pushed more on the carrier side, or due

My hero would be Travis Kalanick, who is

products.

to the diverse range of devices we carry. We’ve found

famous of being the founder of Uber, one of

most consumers today are asking for more bang for

the greatest startups in history. His concept

What’s been the biggest surprise product?

their buck, and Samsung tends to have premium

and his ability to execute his idea, even in the

Here I would have to say Caterpillar’s range of

priced products. In our store consumers are simply

face of the complexity – in terms of compliance

phones marketed as being ‘indestructible’. These

comparing products side-by-side and are finding

and legislation – of the markets he operates in is

are smartphones with high-end features, but built into

additional value elsewhere.

phenomenal. He simply adapts to whatever these

a shell that’s strong and solid enough to survive most

markets throw at him. This, for me, defines a great

bumps. This phone is proving popular in industries

What are the biggest challenges you face in running

leader and entrepreneur: someone who not only

like construction and mining.

your business?

comes up with a fantastic idea, but who also adapts

We face two major challenges: the first is ensuring

to the markets to ensure this idea succeeds.
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innovation focus

A place to call a smart home
The rise of the smart home might
sound very futuristic in a South
African context, but various levels
of home automation are already
widespread. Is now the time to
investigate this opportunity?

by Carel Alberts and Adrian Hinchcliffe
image Shutterstock
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D

evelopments in the home automation
(HA) and smart home market hold exciting
potential for IT integrators and technology
resellers, though it is more immediate globally
than in South Africa.
According to Transparency Market Research
(TMR), the global HA market was worth $3.6
billion in 2012 and will reach $16.4 billion by
2019. However, as excitement builds around
the Internet of Things and the smart home, the
market potential for advanced offerings is much
more optimistic. Juniper Research forecasts that
revenues generated from smart home services
are set to reach a global market value of $71
billion by 2018, rising from $33 billion in 2013.
The trendsetting US market is currently
at an inflexion point, with homes being built

with automation and computing technologies
included, and custom installation services
becoming a certified career path. Key vendors
are entering the technology fray and significant
inter- and intra-industry competition has given
rise to incompatible standards and networks,
presenting good integration opportunities.
Locally, such relative maturity seems years
away. Anecdotally (market figures are hard to
come by), fragmentation seems to be the order
of the day.
Adriaan Vlok, managing director of Cape
Town-based Presentation Solutions, a home
and corporate control systems integrator, says
global vendors are providing decent opportunities
for local IT firms, ranging from corner IT retail
shops to larger integrators. Vendors like Crestron

Differentiating between Home Automation and smart homes
According to Wikipedia, home automation can include centralised control of lighting, HVAC
(heating, ventilation and air conditioning), appliances, energy monitoring and security systems
to provide improved convenience, comfort, energy-efficiency and security. Smarthome.com
notes: “Home automation has been around for many decades in terms of lighting and simple
appliance control.”
A smart home takes the concept to a level where connected elements, such as lighting,
heating and appliances all integrate and work together. It can be controlled remotely by
smartphone or computer or is intelligent enough to ‘think’ for itself.
Perhaps the key differentiator is that home automation is largely the domain of the engineeringminded hobbyist and electrical engineer, whereas the term ‘smart home’ suggests a more massmarket, plug-and-play approach with the participation of numerous major tech brands.

aren’t ethernet-enabled or IP-compatible. Then
there are the mega standards-based vendors
– Samsung, LG and so on – which have only a
small number of connected appliances. Nothing
suggests that either they or the legacy vendors
want to integrate. The legacy crowd will want
to maintain mature functionality and own this
market with proprietary systems that only they
can control. The mega vendors can’t fill this gap
with affordable systems and devices yet, and to
get into a new manufacturing space will require a
financial commitment that they need not make.”
Beekhuizen says once enough affordable
standards-based systems and devices hit the
market, a tipping point will be reached.

Retail play

have made successful inroads in South Africa,
with lighting, climate control, security and
entertainment solutions that can be remotecontrolled from anywhere via a smart device.
“It’s all IP-based, which makes it a space IT
companies could easily get into,” he adds.
Craig Paxman, technical director of
Homemation – a local distributor for Control4
– agrees. “When I’m conducting certification
training, it’s the guys that are good with a PC, are
tech-savvy and can understand software that get
it. There are some electrical tasks involved, but
that’s relatively easy for them to pick up.”

Long horizon
IT doyen Mark Beekhuizen, IT and operations
executive at investment holding company Brait,
says the mass market is still ten years away from
being fully realised.
“Right now, only the high-end consumer
systems are networkable,” he says. “The biggest
portion of the market is taken up by legacy
systems vendors, whose systems and devices

Local giant Altech has adopted a retail plugand-play strategy in its attempt to put a stake
in the market. Launched in September 2014 the
Node, an HA and video-on-demand platform, is
being sold through Autopage stores and mass
retail outlets.
Node MD Marius Marais says, however, it isn’t
much of a channel opportunity.
“For now, installers can pursue low-level
installation opportunities. Node provides open
standard support for third-party sub-systems, for
which it acts as a concentrator or controlling hub.
But a certain amount of integration and goodto-go cloud services are available out of the box,
which leaves little for the channel.”
Nor is the integration market, such as it is,
sustainable, he adds. Marais says the company’s
vision is to further drive out complexity. “It will
be three or four years before system vendors
nail down connectivity and peer-to-peer
communications protocols, but then it will be a
plug-and-play affair, in much the same way as
anyone can install a WiFi router today,” he says.
While Paxman agrees there will be a further
boom in plug-and-play he does sees opportunity
for the channel. “The market has changed a
lot over the last few years – it’s recently been
spurred on thanks to smartphones integrating
straight out of the box with things like smart TVs.

“It’s all IP-based, which
makes it a space IT
companies could easily
get into.”
Adriaan Vlok, Presentation Solutions

This is the low-end stuff that’s driving interest
and opening up the market for more complex
possibilities. A big market certainly exists, we’re
constantly looking for resellers to sell and
professionally install solutions for customers,”
he says.
The margins that the channel can make
from providing home automation and smart
home products and installations varies, but
Paxman reckons that, depending on the brand,
products and complexity, this could range from
20 to 50 percent.

The future
It’s clear, there are two trains of thought about
the market potential for smart home services
in South Africa. Altech is looking to push a
solution, with plug-and-play add-ons, in order
to gain first-mover advantage into a mainstream
consumer market. However, there are already
a number of other solutions that exist in the
marketplace, and the imminent push by megavendors such as Samsung, LG and the likes
of Google will keep things interesting. While
some higher end consumers have already
started to make their homes smarter, Paxman
sees potential in the residential mid-market
and believes that the emergence of cheaper
solutions means that there’s room to grow in
the middle to lower income markets too. As
a front-running field of the Internet of Things
the smart home is an area that’s only going to
continue growing. So long as there’s different
solutions with different standards there will be
interoperability and installation opportunities.
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One for the future

Mohammed Fareed, Intel
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Captain consumer
Today’s end-user doesn’t care how technology works, but the end-user of the future will dictate technology’s path.
This is why the future must also mean the end of silo thinking.
BY James Francis
photography karolina komendera

I

f you light a lamp for someone else, it also
brightens your path, said the Buddha. The
idea of interconnectedness is not new, nor
unfashionable – especially in today’s technology
world. Agnosticism is the rallying cry of many
vendors and resellers, because customers won’t
settle for stoic and narrow solutions that limit
their choices. Whether it’s an enterprise grade
ERP for ten thousand users or purchasing a new
laptop for personal use, consumers are no longer
satisfied with being fenced in.
“You hear it often, but that doesn’t make it
any less true – technology is being driven by
consumer demand,” says Mohammed Fareed,
business development manager: Software and
Services at Intel. “This has pushed companies all
along the technology ecosystem to work more
closely together. Ultimately two things drive the
modern company: deliver to your consumers
and grow your market share. Those go hand in
hand, especially since consumers have been
asserting their choices more aggressively.”
This, says Fareed, is pushing companies to
co-operate. You no longer see firms such as Intel
release a new chip and leave the market to figure
out its reason for being. Instead the technology
is a response to a functional demand. Even its
latest innovations, the SD-card sized Edison and
button-shaped Curie, are responses to where the
market is going. Edison aims itself at the growing
embedded machine world while Curie is a clear
stab at wearables.
These innovations didn’t come into being just
because of luck. While companies have always
maintained relationships with their partners,
there’s increasing symbiosis between, say, a
vendor and the food chain that leads all the
way to the retailer, because those closest to the
consumer get the best feedback.
“Just look at the laptop,” says Fareed. “Go
back 15 or so years and these were clunky,
under-performing machines. Today they match
their desktop peers, if not surpass them. That
was not happenstance. Yes, innovations like
better chips and faster memory helped, but
the real driver was consumer demand. We
wanted faster, lighter, better machines. That’s
one reason why netbooks never gained traction.
They addressed some shortfalls in notebook
design, but didn’t meet performance demands.
Customers roundly rejected them and we’ve

been back at the drawing board ever since.
Netbooks weren’t bad, but they clearly aren’t
‘good enough’ and that impacts the decisions
technology companies make today.”
Hence the closer relationship in technology
food chains. But Fareed doesn’t believe this
is enough. To illustrate, he casts us ahead ten
years, when someone buys a washing machine.
In what will no doubt be an interconnected
world, whoever bought the machine will expect
it to plug into their home without limitation.
In other words, the machine will gel with the
house’s connectivity, with smart devices, with
the requirements and features offered by the
power grid. This is often the future painted by
Internet of Things evangelists, but Fareed feels

“Ultimately two
things drive the
modern company:
deliver to your
consumers and grow
your market share.”
Mohammed Fareed, Intel

more will have to happen before we can be
assured of that reality.

Build it and they will come
“New technologies are still introduced with a
type of brute force. A consortium will design
and release something to compete against other
designs – and the most widely adopted wins.
USB, HDMI, Blu-Ray, even microprocessors
follow this path.”
There’s nothing wrong in itself with this
approach, Fareed notes, but it shouldn’t be the
only way. Silos still rule the day: your mobile
device might be talking to datacentres or PCs,
but it’s still far from a seamless experience
thanks to competing ecosystems. Yet trends
are pointing the other way: some of the more
remarkable successes, at least with consumer

gadgets, have come of late from startups using
crowdfunding, not consortiums tending to
their fenced-in territories. Who’s to say such
exploits might not one day deliver even larger
innovations? Sticking to the silo status quo
risks losing touch with the engine of innovation.
Standards will do a lot to change this, which in
turn become more likely as consumers make
themselves heard. This is why it becomes more
critical that the small tech shop at the end of the
line that sells goods to the public not be kept out
of the conversation.
Software will also increasingly change how
companies respond to technology demands.
Already the services industry, dubbed the third
platform, is allowing for agnostic backends
that deliver the same experience regardless of
platforms. Integrators know this well: a client
CEO expects the same functions, regardless if
they’re wielding the latest Samsung tablet or a
first generation iPad. Software lies at the heart of
this ability and consumers aren’t interested in the
limitations of a platform – especially if they can
see those not in play on rival platforms.
“Software will be a major influencer of
technology. We’ll start seeing more toolsets
catering to specific situations. One day there may
even be simplistic but effective development
environments for the end-user. For example,
someone may know nothing about technology,
but they will be able to fine-tune their e-mail
app. Maybe it will just be aesthetic, maybe a
bit deeper, but in both cases the consumer will
dictate their technology preferences on the
software layer. Considering software is the unifier
of all hardware, this will be profound.”
Business pundits love to quote the end of
Henry Ford’s famous ‘You can have any colour,
as long as it’s black.’ One-size-fits-all is dead,
at least as far as brochures marketing new
technology is concerned. This may not seem
apparent in a world where exclusivist companies
like Apple still command a lot of influence. But
we’re only experiencing the start of a revolution.
This is Fareed’s message: in ten years nobody
will care why a washing machine doesn’t work,
only that it must and not doing so is a failure
on its part. That thinking is already clear with
consumer gadgets, so isolationists beware. As
the Buddha said, you’re not just lighting the path
for yourself.
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Mini
Survey

Selling personal computers
Does the PC have a future? The Margin conducted a mini survey to find out.

I

t’s played a key part in the success of Microsoft, Apple, IBM, HP and
Dell. But, as we move towards a world defined by cloud computing,
pervasive connectivity, wearables, the internet of things and smart
everything, what does the future hold for the humble PC?
To determine the state of, and opportunities presented by, the
local market we sent questionnaires to a number of selected industry
experts and received 17 responses. Distributors made up the largest
section of our respondents, accounting for 41%; then vendors made up
23%, with resellers and systems integrators making up 18% and 12%
respectively. Consultants accounted for 6%.
For the purposes of the survey, we defined the PC to include
workstations, tower PCs, all-in-one desktops, nanos, notebooks,
laptops, netbooks and tablet PCs.

What’s the driving factor?
Perhaps unsurprising, given the rising costs of living and
doing business in South Africa, the single most important
factor for both business and consumer purchases of PCs was
price. Technical specifications came in second for businesses.
However, based on the experiences of our respondents, it would
appear that the private consumer is more likely to be affected
by issues such as stock availability and brand when making a
purchase decision, than the business purchaser.

What single factor has the most
impact on securing a PC deal with
businesses?

Where’s the opportunity?
Asked to select which vertical sectors in the local market were the most lucrative when it
comes to desktop and notebook PCs, and related services, the respondents highlighted the
following as showing most interest:

Business

Consumer

10
Retail

8

Travel and leisure

8

6

Public sector

4

* Respondents were asked to rate top three sectors. Only the top five segments are displayed.
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11
6

Technical
specifications

6

Education

Professional and
business services

Price

Stock
availability

2
1
2
0

Brand

2

What the market’s buying
Undoubtedly, the most demanded PC form factor is
the notebook or laptop. According to the responses,
the business segment favours the laptop, with the
tablet and tablet/laptop crossover making some
impression. While they share similar levels of
demand for mobility, consumers are more inclined to
buy tablets and laptop crossovers, say the experts.

What are companies and consumers
buying most of?
14

Business

9

1
Notebook/laptop
PCs

3

Tablet/notebook
hybrids

Consumer

1

3

Tablets

What does the future hold?

1

0

Tower desktop PCs

0

1

Compact/nano PCs

0

1

Gaming PCs

82%

With areas offering most margin identified, the market outlook was our next line of enquiry. 82% of
respondents believe the South African PC market offers some form of sales growth: 53% believe it
offers marginal growth; while 29% believe it offers lots of room to grow.
A number of respondents highlighted education as a source of future growth, including Joseph
of respondents believe the South
African PC market offers some form of
Hlongwane, research analyst, IDC South Africa. He also highlights the SME space as offering
sales growth:
potential. ”There’s huge demand for computing devices and everything that goes with it,” he says.
“However, this sector is looking for affordable solutions attached to the device. Vendors that are able
to marry the solutions to the appropriate devices will make a killing.”
believe it offers marginal growth;
The third area Hlongwane highlights as having growth potential for PC sales is the ‘ordinary
consumer segment’. He reasons: “As the middle class grows in South Africa there will be more people
while
wanting to own a device.”
believe it offers lots of room to grow.
Deon de Wet, group GM, Matrix Warehouse, agrees that first time buyers will fuel market growth.
“Entry-level affordable mobile devices and PCs are the biggest demand,” he says.
However, consumers who already own desktops will also be looking to add to their own computing
arsenal, he adds. “Our experience is that clients aren’t necessarily getting rid of their desktops, but are rather adding a portable device.”
De Wet also believes the experienced consumer still offers potential, particularly in the gaming market. “Gamers are traditionalists that generally find
products to suit their needs, based on performance and specifications. They’re always trying to tweak and speed up their PC. In this market the desktop
PC with its ability to transform and adapt with the user’s needs (and budget) are still in high demand. It’s a market that will continue to be around for
some time to come.”
Nicholas Romarin of NGR Computers and importitall.co.za also sees demand within the home entertainment space. “Another exciting note is
increased demand and the release of the compact Home Theatre PC (HTPC). Our sister store [importitall.co.za], which imports from the USA, has
noticed a massive demand for mini HTPCs, which are not readily available in SA as yet. We expect them to take off in the next one to two years – and
they do carry very nice margins.”

53%

29%

“Entry-level affordable mobile devices and PCs are the biggest demand.”
Deon de Wet, Matrix Warehouse
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SO WHAT IS THE WESTCONGROUP
SOUTHERN AFRICA CLOUD
OFFERING MADE UP OF?
The cloud is no longer an imminent
reality, it’s here and the businesses
that hope to survive will have to
implement cloud to do so. The road
to the cloud is a lot less rocky with
the right partner. We speak to Leane
Hannigan, Cloud Solutions Director
WestconGroup Southern Africa to
gain insight into how she sees its
role as a value-added distributor
changing in light of the cloud.

Q
A

What is WestconGroup Southern Africa’s
view of the cloud?

The cloud is an inevitable evolution for modern
businesses and we want to be the distributor
that is there to support our partners on this journey.
To this end we have seen a growing demand among
our resellers for assistance in developing their
businesses to better deliver cloud centric services
and products to the end user.
As a result of this we recently announced that our
Software Solutions business practice will now evolve
to Cloud Solutions, which will ultimately create a onestop shop for our resellers, partners and vendors,
to turn to when understanding and selling software
and services in and around the cloud. In short, the
cloud has prompted the channel to evolve and now
we as WestconGroup are evolving too.

Q
A

Why a Cloud Services division?

We already do so much cloud business
and have built up substantial competencies
in this area so it made sense for us to take our
Software Solutions business practice and add a
layer of cloud services.
Our mandate from our local CEO and his exco
is clear, we need to get out there and build a
cloud business that positions WestconGroup
as the formative cloud solutions distributor in
Southern Africa.

To this end we have developed a natural home
for partners through which they can tap into the
resources - both locally and globally – that they
need to help them deliver a robust cloud roadmap
to their customers.

Q
A

What does this mean for your customers?

This is an opportunity for our customers to
leverage our knowledge of cloud. We will
assist our reseller partners with transforming
themselves into cloud ready businesses, while also
providing our existing vendor partners with the
right mix of value-added, and back-ended logistics
services, they need in order to deliver their products
and solutions via a cloud-centric model.

Q

What are the services that you have
developed to help businesses with adopting
or selling the cloud?

A

We are leading with a hybrid cloud ecosystem and are striving to assist our partner
network with the distribution, aggregation and
syndication of cloud solutions and licensing needs
of our customers. The model we have built, puts us
in a position to provide our reseller partners with
everything they need to sell our solution stacks, as
these are already made up of hardware, software,
services, financing and support across myriad
vendors throughout our business units.

Q
A

What sets WestconGroup apart from other
distributors that sell cloud solutions?

We are able to support our reseller partners
in selling cloud – and implementing it – with
our impressive and growing vendor matrix in our
portfolio.
We are also currently in the final stages of
negotiations with key vendor partners that are
looking for a value-added distributor such as the
likes of WestconGroup that is able to deliver the
calibre of cloud services through a global network,
as well as assist them in reaching new partners.
With our partnerships with service providers,
we are strategically creating and aligning SPLA,

Leane Hannigan
Cloud Solutions Director WestconGroup Southern Africa

hardware and cloud products as well as services
bundles that directly support your customer’s
needs, with particular reference to customers in the
SMB market. These bundles are easily adaptable by
yourselves so that you can then package them and
pass them on to your own customers.
What’s more is that we are also able to create and
provide our partners with tailored cloud solution
bundles from a combination of strategic vendors.
There is simply no other distributor with the vendor
base in place that we have currently. Not only can
we provide the hardware, but we will also provide the
software, services and support necessary in the cloud.
One Cloud. One Invoice. One Distributor.

+27 11 848 9000 | WWW.WESTCON.CO.ZA

Mini
Survey

It’s all about the margin
Of course, what sells the most and what offers the most margin are not always the same. Across both desktop and laptop sales,
68% of respondents stated that margins were less than 10%. The more commonplace a form factor or specific product is in the
market, the more competition there is around selling that item, which leads to lower margins. This would probably go some way to
explaining the responses we received around which PC form factor offered most margin. We also asked what elements in a portfolio
offered most margin. Gaming PCs and accessories were the big winners.

Which form factors offers the most margin?

Where is the most margin to be made?

Tablet/notebook
hybrids

7%

Gaming PCs

33%

7%

Tower
desktop PC

13%

10

Accessories

Tablets

Complete packaged
systems

Mobility

5
2

13%
27%

Custom
built PCs

Workstation
PCs
Sample: 15

Fixed or mobile
So with the growth in popularity of laptops and tablets, what
is the future for the desktop as a form factor? 75% of vendors
polled believe the trusty old desktop PC will be redundant by
2035, with 50% of vendors believing its end will actually come
in the next ten years. This negative viewpoint contrasts with
the majority of respondents from across the rest of the value
chain, where 69% believe there will always be some form of
mobile and desktop co-existence and a further 15% that believe
desktops are a stable and growing market.
Keith Newnham, IT Services manager, Aptronics sketches out
how he believes the computing paradigm will continue to evolve.
“There will be a steady move away from fixed end-user devices
to a more mobile, lightweight and app driven device. Classic
office suite offerings and other mainstream desktop software will
be delivered through cloud services on a subscription basis.”
Toshiba’s Chika Yamada broadly agrees. “The market will
become more portable and wearable, backed up by highly
advanced artificial intelligence.” Chris Barnes, HP PPS
computing manager, AxizWorkgroup, believes we’ll slowly start
moving away from the conventional PC and mobile platform, and
mentions a move towards a holographic virtual device – which
ties in well with Microsoft’s recently announced HoloLens.
Asked if the global PC market was breathing its last, 88%
of responses indicate it’s simply undergoing an evolutionary
change, and the remaining 12% disagreed with the proposition.
The single most important factor in the evolution of the PC
will be cloud and connectivity, so said 47% of respondents.
Programmes and applications was the next most popular option
with 23% of the vote.

The Margin
says…

75%

of vendors polled believe
the trusty old desktop PC will be

redundant by 2035

88%

of responses indicate the PC
market is simply undergoing an

The personal computer certainly
does have a future, but it’s one where
the form factor and user interfaces
will evolve. Although specifically
not covered in this mini-survey, the
smartphone has played a big part in
bringing computing power to a much
wider market than the desktop has
done, especially in the local context.
Undoubtedly, mobility and cloud are
the orders of the day and will shape the
specifications of storage, processing
power and connectivity in devices.
Locally, the fact that laptops and tablets
have in-built batteries means they offer
a way to beat load-shedding, and that’s
a big plus, especially for business.
Specific high-end consumers interested
in the HTPC and gaming PC offer
potential for sales and margin, so
too do accessories.

evolutionary change
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In profile

Craig Copeland and Wayne Bird, Networks Unlimited

The disruptive approach
Value-added distributor Networks Unlimited has built a business model on bringing new and disruptive
technologies to the local market.
by Rodney Weidemann
photography Sean Wilson
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W

hile describing itself as a value-added
distributor, Networks Unlimited (NU)
utilises a singular model of operation,
in that the company itself creates the demand
in the market for its products. Only once its
customer base begins requesting these products,
does Networks Unlimited bring its channel
partners into the mix.
In fact, the company does both in parallel,
says managing director Anton Jacobsz. “Many
times a partner will not adopt new technology,
but once we’re successful with other partners
or a partner’s existing customer base starts
requesting information, we find adoption
happens more quickly.”
Despite Networks Unlimited’s focus
on creating demand, he says, all product
implementations are done through its channel
partners. He adds that the organisation also
operates as a value-added distributor across
several verticals.
“Our main areas of expertise are the
datacentre, convergence, storage, security and
networking. Many of the products we supply in
these verticals fall within either the Gartner or
IDC leading quadrants. However, since many of
these products are new to the market the vendor
supplying them seldom has a local presence,
which is why Networks Unlimited performs all
the initial legwork,” he says.
Jacobsz suggests that thanks to the
company’s 20-year history, it has contacts in
most of the large enterprises in South Africa. This
enables it to approach relevant businesses the
moment a new product that could be useful to a
specific vertical comes onto the market.
“The way we operate is to talk to the players
in a specific industry – such as the financial
services sector – when we have a product that
is geared towards their industry. Once we‘ve
ensured it will be useful to them, we put in a
proof-of-concept that we typically run for the
vendor, as they wouldn’t yet have a presence in
the market. Once there’s uptake on the product,
the market begins to mature and we then work
closely with both the vendor and the channel to
develop it further.”

Early adoption
In effect, he continues, Networks Unlimited acts
almost like an incubator for the new products,
which is why the business is often approached
by vendors to bring new products into the
market. He says the company is able to play the
incubator role so well is because there’s very
little overlap in its product set, and Networks

Unlimited always ensures it doesn’t bring on
board any new product that is a direct competitor
to one that it already supplies.
“You could say we test the new and disruptive
products coming into the market; the idea
being to check whether they’re effective in the
local arena. While there have been one or two
that haven’t worked out, we do our homework
beforehand, so the vast majority of the products
we bring in work just fine.”
Networks Unlimited does run the risk of losing
control of a product after proving its worth. There
have been occasions where a major enterprise
has purchased the solution, such as Cisco buying
Ironport and Symantec purchasing PGP, and
the vendor then utilising its own distribution
channel instead. This, he adds, is something
the company simply has to deal with, although
fortunately it doesn’t happen too often.

“For us, the technology
is key. Our focus is
about ensuring it
works in the country,
in the vertical industry
and in the specific
organisation.”
Anton Jacobsz

Looking ahead
Craig Copeland, co-founder and director at
Networks Unlimited, highlights a key aspect of
the company’s strategy lies in focusing on certain
new products in its stable.
“We also aim to maintain our focus on skills;
having the right expertise, after all, is critical
when dealing with disruptive technologies.
We’ve recently experienced strong growth
and anticipate that this will continue for the
foreseeable future, so skills will be critical if we’re
to maintain our position in the market.”
To this end, says Copeland, Networks Unlimited
is investing heavily in skills development training
and learnership programmes.
Another element of the strategy is Africa. “We
certainly see the market potential and believe
it’s time to grasp the massive opportunities that
exist across the continent. Such a move could

The African
connection
Networks Unlimited director and cofounder Wayne Bird says historically,
only about 20 percent of the company’s
business comes from the rest of Africa,
although it does business in some 18
countries across the continent.
“This is mostly conducted on an
ad-hoc basis to specific service providers
and enterprise organisations, currently
with limited channel influence. However,
we’ve now identified the need for an
office in Kenya, in order to have a
presence on the ground in east Africa,
even though we currently visit the
territories regularly, from either a sales,
marketing or implementation level.”
Asked about the African channel,
he says Networks Unlimited has
approximately 250 partners across the
18 countries it operates in, but adds the
company hasn’t been as proactive with
them as it is with its South African partners.
“This is mostly due to distance; this
is one of the reasons we want to launch
an east African office, as we’ll then have
people on the ground working closely
with our partners, and we believe this
would enable our business to skyrocket,”
concludes Bird.

really take our business to a new level and we
believe that within three to four years, our African
business could be as big as our local one.”
Business evolution that flows with
technology evolution will be key going
forwards. “A key part of our growth strategy
is focused on evolving and adapting to the
ongoing changes in both technology and in the
market itself,” he concludes.

Product Range
•
•
•
•
•

Arbor Networks
Arista
Aruba Networks
Centrify
F5

•
•
•
•
•

Fortinet
Riverbed
RSA
SimpliVity
Tintri
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products

Stock watch
Horizon FLEX
Category: Software
Brand: VMware
RRP: Available on request
Distributor: VMware, Nick Black, nblack@vmware.com
Date of availability: Available now

Specifications
Standardised virtual desktops for PC and Mac end-users
Centralised control creates a more secure virtual desktop environment
Interoperability with AirWatch.

USPs
Enable enterprises to centrally provision, manage and secure virtual
desktops and applications running locally on Macs and PCs
Cloud service for desktop disaster recovery
The addition of VMware Horizon FLEX to the VMware end-user
computing portfolio
Virtual desktops can be managed as a set of logical layers owned by IT
or end-user
Enable ‘bring your own PC’ and support Macs in the enterprise without
having to support the system itself.

My Passport Ultra
Metal Edition
Category: Storage systems
Brand: WD
RRP: R1 299 incl Vat (1TB) / R1 999 incl Vat (2TB)
Distributors: Pinnacle Africa (011 265 3000), Drive Control
Corporation (011 201 8927) and Sahara Computers (011 542 1000)
Date of availability: Available now

Specifications
4.33-inch portable external hard drive
Up to 2 TB capacities
Ultra-fast USB 3.0
256-bit hardware encryption.

USPs
Radial-spin-design aluminium enclosure
Content password protection
WD SmartWare Pro software with Dropbox and cloud integration.
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Control Firewall device
Category: Security
Brand: Kerio
RRP: From R9 000* (1120 model) *Dependent on the number of users
Distributor: Ozone Information Technology Solutions, Henk Olivier,
kerio@ozone.co.za
Date of availability: Available now

Specifications
Kerio Control Box 1120/3130
CPU: Intel Atom 1.8ghz / Intel Core I3 3.3Ghz
Memory: 4GB / 4GB
Hard Drive: 32GB SSD
Ethernet ports: 6 / 8.

USPs
ICSA Labs certified, deep packet inspection, protocol inspection, DHCP
and DNS server, HTTPS inspection, Mac filtering and anti-spoofing,
VPN server and VPN client access
Loadbalance on more than one internet link, active and passive fail over,
user-based traffic filtering, monitor bandwidth in real time
User authentication: active directory/open directory integration, proxy
server authentication, Kerberos/NTLM authentication, radius server
Intrusion detection and prevention

Global Protection 2015
Category: Security
Brand: Panda
RRP: R599 incl Vat
Distributor: Panda Security, Janey Muller, 021 683 3899
Date of availability: Available now

Specifications

Snort-based packet analyser, IP blacklist database, three security levels,
false positive exception handling

Anti-malware and anti-virus

Detailed usage reports per user: Top sites visited charts, traffic charts per
user and sites. Automate daily, weekly, monthly reports to be emailed

Password manager

URL white listing, forbidden words, custom URL filtering, custom denial
page, P2P (peer-to-peer traffic blocking.

Firewall

WiFi monitoring
Data shield
Online backup
File encryption.

USPs
Only works when necessary, with minimal performance impact
Real-time protection by leveraging community knowledge
Intuitive and customisable user interface
Comprehensive solution and includes technical support
Can be installed on more than one device including Mac, tablets,
Android devices, desktop or laptop.
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HP EliteBook Folio 1040

HP EliteBook 800 Series

HP EliteBook Revolve 810

products
Inspiron 3000 Series
Category: Notebooks
Brand: Dell
RRP: Starting from R7 999
Distributor: Drive Control Corporation, Farhad Alli,
farhada@drivecon.net
Date of availability: Available now

Specifications
Intel Core i7 processor
8GB memory
500GB hard drive
AMD Radeon R-Series Graphics
Wave MaxxAudio
USB3.0 Connectivity
Windows 8.1

HD Speed Dome Network
camera SD8333-E
Category: Physical security
Brand: Vivotek
RRP: Available on request
Distributor: Westcon, Electronic.Security@westcon.co.za,
083 359 7666

USPs
Lightweight – with a starting weight of only 2kg
Extended battery life – extended battery life of up to seven hours;
potentially longer depending on the configuration.
Office presentation tool and home theatre solution – a range of
graphics options are included, coupled with Waves MaxxAudio and
Intel Wireless Display which enables users to wirelessly project HD
video and surround audio.

Date of availability: Available now

Specifications
30x optical zoom lens
NEMA 4x-rated housing
Image defog
Wide temperature range
Electronic image stabilisation technology.

USPs
Features a 720p HD CMOS sensor, WDR Pro technology and removable
IR-cut filter
Captures high-quality images with fine detail
The camera has 360° continuous pan and 220° extended tilt range
which effectively eliminates dead angles
Protected by IP66- and NEMA 4x-rate housing and capable of operating
in a temperature range of between -40°C to 55°C.
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Appointments

New Canon and Epson
specialist at DCC

Movers and
shakers

Drive Control Corporation (DCC) has
appointed Jolene Naidu as its new Canon
and Epson product specialist. Naidu is
responsible for managing and developing
sales for the Canon and Epson consumables
product range nationally. Furthermore,
her role includes vendor management,
sales management and support, marketing
management and back office management.
Naidu has experience in various sectors
including safety and security, the motor
industry and the IT industry. She has obtained
various certifications in IT sales training, as
well as an advanced computing diploma and
is certified in business management.

Keeping you abreast of some of
the key appointments recently
made across the industry.
Compiled by Alison Job
photography supplied

HP hires local MD

VMware appoints EMEA veep
Scott Dodds has joined VMware as vice
president of Channel and Alliances in
Europe, Middle East and Africa (EMEA). In
this role, Dodds is responsible for creating
and developing relationships with VMware’s
channel and alliance partners across the
region. He also has overall responsibility
for the small and medium-sized business
customer segment, driven through VMware’s
channel and alliance partners.

HP has appointed former Oracle executive
Pieter Bensch as managing director of its local
operation.
Bensch has previously held various positions
at Oracle, since 2005. These included vice
president of Oracle EMEA, vice president of
customer support for MEA and, finally, vicepresident and MD of Oracle SA.
According to HP EMEA’s PR team, Bensch
is a people-focused person and takes pride in
driving growth strategies to take market share.
Bensch replaces Frank van Rees, who held
the position of MD since January 2010.

Comstor appoints NetApp BDM

New services BDM at Westcon

Comstor Southern Africa has bolstered its
NetApp team with the appointment of Suvan
Ramjathan as a NetApp mid-market business
development manager (BDM) for South Africa.
With more than 20 years’ experience in
the ICT industry and having worked locally
and abroad, Ramjathan brings with him
both technical and business development
skills, having performed both roles in
previous positions.

Westcon has appointed Cleopatra Gwena as its
new services business development manager
within its services solutions team.
“Cleo…brings with her substantial services
experience, in particular her extensive Cisco
knowledge, and will be a fantastic asset. She’ll
manage all vendor-attached services, including
Cisco Services, as well as driving our Westcon
SLA/backup stock business,” says Hanle
Carver, services director at Westcon Services.

Comstor beefs up local team
Comstor Southern Africa is further growing
its team with the appointment of datacentre
architecture lead, David Odayar.
Odayar brings with him more than 15
years of sales and marketing experience
and will be working with vendor partners
and resellers, in the datacentre and security
areas of business, in South Africa and the
rest of the southern Africa region.
In his previous roles, he was involved in
the areas of channel management, strategy
and business planning of key accounts.
This also extended to partner development
in sub-Saharan Africa, as well as channel
engagement and channel relationship building.
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Partner awards

Channel
excellence
Compiled by Alison Job and Adrian Hinchcliffe
Photography supplied

VSPP Aggregator of the Year (SA and WECA) - First Distribution

VMware recognises African
partner ecosystem
Recipients of VMware’s 2013/14 awards included partners from
throughout the South African as well as west, east and central African (WECA)
regions, all of which were lauded for their excellence in performance and
distinctive achievements.

Winners
•
•
•
•
•
•
•
•
•
•

•
•
•
•
•
•
•
•

VMware Authorised Training Centre Partner of the Year – Torque IT
Rising Star of the Year (SA) – EOH
Rising Star of the Year (WECA) – Allied Computers
VMware Service Provider Program Partner (VSPP) of the Year – Internet
Solutions
South African Distributor of the Year – AxizWorkgroup
WECA Distributor of the Year – Redington Gulf
VSPP Aggregator of the Year (SA and WECA) – First Distribution
Royalty OEM Partner of the Year (SA) – HP
Royalty OEM Partner of the Year (WECA) – IBM
Special Recognition to outstanding OEM resellers – Aptronics, Business
Connexion, Datacentrix, Dimension Data (East Africa), Dimension Data
(West Africa) and Ubuntu
Renewals Partner of the Year (SA) – First Technology
Renewals Partner of the Year (WECA) – Computer Warehouse
Highest New Revenue Contributor of the Year (SA) – Dell
Highest New Revenue Contributor of the Year (WECA) – Easy People
South African Solution Provider of the Year – Dimension Data
WECA Solution Provider of the Year – Computer Warehouse
Regional Director’s Award (SA) – Datacentrix (KZN)
Regional Director’s Award (WECA) – Computer Point

South African Distributor of the Year - AxizWorkgroup

Renewals Partner of the Year (SA) - First Technology

VMware Authorised Training Centre Partner of the Year - Torque IT
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Special Recognition of outstanding OEM resellers – Aptronics, Business
Connexion, Datacentrix, Dimension Data (East Africa), Dimension Data (West
Africa) and Ubuntu

HP celebrates partner successes
The 2014 HP Partner Awards event was hosted in the grounds of HP’s Rivonia
offices. The event combined an end of year party spirit with the celebration of
a successful year for the vendor’s channel partners.

Winners
Partner one Category (gold and silver) Volume
• PPS Business Partner of the Year – Advancenet
• EG Business Partner of the Year – Advancenet

EG Specialisation Partner of the Year – Datacentrix

Specialisation Category
• Networking Partner of the Year – Datacentrix
• Storage Partner of the Year – Datacentrix
• Business Critical Systems Partner of the Year – Datacentrix
• Industry Standard Servers Partner of the Year – Datacentrix
• Thin Client and Virtualisation Partner of the Year – Aptronics
• Workstation Partner of the Year – EOH Mthombo
• Retail Point of Sale Partner of the Year – Datacentrix
• Channel MPS Partner of the Year – Nashua
• Supplies Partner of the Year – Waltons Stationary
• PPS ServiceOne Partner of the Year – EOH Mthombo
• EG ServiceOne Partner of the Year – EOH Mthombo
• HP Software Partner of the Year – SORTIT
• HP Big Data Partner of the Year – DIGIform
Consumer Awards Category
• PPS Consumer Partner of the Year – Incredible Connection

PPS Specialisation Partner of the Year – Datacentrix

Distributor of the Year Category
• PPS Hardware Distributor of the Year – Tarsus Technologies
• PPS Supplies Distributor of the Year – Kolok
• HP EG Distributor of the Year – Tarsus Technologies
Alliance Partners of the Year Category
• Most Valued Independent Software Vendor – Microsoft
• Most Valued Systems Integrator – Accenture
Overall Partner Awards Category
• PPS Specialisation Partner of the Year – Datacentrix
• EG Specialisation Partner of the Year – Datacentrix
• HP Partner of the Year – Datacentrix

Alliance Partner of the Year – Most Valued Systems Integrator – Accenture

HP Partner of the Year – Datacentrix

PPS Hardware Distributor of the Year – Tarsus Technologies
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Promotion
without hype
Introducing to market a new class
of technology, such as 3D printing,
requires the careful balancing
of hype with reality to ensure it
doesn’t get consigned to history
alongside Betamax, WAP phones
or the laser disc.

3

D printing is being dubbed by some as
the next technology disruptor that’s set
to revolutionise many traditional industry
sectors. The wondrous tales of items that can be
physically printed to solve people’s challenges
are numerous. However, for the sake of the
technology’s future, the hype has to be balanced
with reality, and that starts with the channel.
Your expectations of the technology have to
be realistic from the outset. There’s definitely a
need to be grounded at this stage of its lifecycle.
Certainly, as technology improves and costs
decrease there will be increased adoption
and a greater number of use cases. But, at
the moment, I believe it’s best to physically
demonstrate the technology to potential clients
to show the current capabilities and materials
available, and relate how it can work in their
vertical industries.
Rather than flooding the market, it’s important
to identify the most relevant market sectors for
the technology to focus on. Those professions
particularly suited to the benefits are architecture,
industrial design and engineering, where
prototyping and model-making are integral to the
business. We’re also expecting uptake from the
education field; locally, interest has been shown
and the US market experience of Makerbot has
been that education is the top-selling vertical.
Of course, there’s also the high-end home-user
(consumer) to consider.
For the business professional (prosumer)
looking to buy into the technology it’s important
to show how to generate a real return and
add value to the business. For the consumer,
expectations might need to be tempered as uses
will probably be for entertainment purposes
primarily, or perhaps education or home projects.
The takeaway question for both groups is ‘What
practical applications does it have for me?’
In order for potential buyers to further
understand use cases and capabilities there are
some good resources to refer to, particularly
community sites, such as Thingiverse which has
about 600 000 – 700 000 different free-to-
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Bruce Bradford, group business unit manager: Printer Category, Rectron

“Your expectations of
the technology have
to be realistic from
the outset. There’s
definitely a need to be
grounded at this stage
of its lifecycle.”
download designs. This gives the potential buyer
the opportunity to assess for themselves, with no
financial outlay, what’s realistic to produce and
what’s more of a pipedream.
It’s important for the success of the technology
that the customer experience for early adopters
is as hassle-free as possible. This includes easy
access to replacement consumables, which offer
resellers ongoing revenue potential. Tied in to
reseller-controlled customer experience, another
area for focus is becoming an expert the client
can rely on. The necessary knowledge needs
to be gained through training and certification
combined with an ability to leverage the global
3D printing community. For the expert reseller,
offering value-added services locally can offer
good margins, especially as the community and
demand grows and develops.

In terms of market readiness, while this is
a new technology area South Africa doesn’t
require a huge investment in skills. Already,
CAD skills exist and as a country there’s a strong
entrepreneurial and problem-solving spirit.
There’s a lot of demand for physical items that
developed markets have easy access to, and
3D printing can help solve a lot of those supply
problems we, in South Africa and the rest of
Africa, face. Africans repurpose and make use
of things that perhaps the rest of the developed
world may discard, and that inventive spirit will
help to develop items and solutions that the rest
of the world may not have spotted.
Rectron decided to enter the 3D printing
market from the early days and as an
opportunity it’s developing nicely. However,
along with the realistic outlook required for
market acceptance must come patience. The
sales are coming off a zero base as it’s a new
market, and even though it’s available in some
of South Africa’s consumer-facing tech retailers,
realistically it will take another couple of years to
become a mainstream product. It’s not simply an
IT product or accessory, or evolution to a paper
printer – it’s a tool that transfers the digital into
the physical. And without wanting to overhype
its importance, I believe, we’ll look back on this
time in the future and realise the significance of
the technology, if we sell it correctly.
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