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CREATING AN
UNBEATABLE RETAIL
EXPERIENCE

By Kevin Norton, mobility solutions director at Westcon-Comstor Southern Africa

Connecting is key

M

odern consumers have a bond with
technology that’s growing everstronger, changing the way they
interact, and most importantly to you as the
retailer, the way they shop. The retail industry
sometimes struggles to keep pace with the
rapidly changing technology solutions that have
become mainstream for consumers and other
industries due to things like budget constraints
and the complexity of store-wide systems. But
keeping up with modern tech is no longer a
choice – it’s imperative. The maintenance of your
good reputation lies in providing an unbeatable
shopping experience to the modern shopper.

This new retailing model in which the connected
shopper’s ability to browse and purchase online
or instore – often with the assistance
of a smart device – is based primarily on
technology, specifically, wireless technology.
But today’s most successful retailers understand
that this connectivity can also be used to
better understand customers by using wireless
networks to collect and analyse customer
information in a way that will help them to
personalise the shopping experience.
According to our vendor partner Zebra, the
backbone of this advanced technology is
an efficient network, which in retail, needs
to be complimented with forward-looking
enhancements that create a more flexible,
reliable and adaptable wireless system. But at
the rapid rate the tech changes, IT professionals
in the retail industry often struggle to identify
which solutions are needed to prepare for
the next three to five years. Luckily, Zebra has

outlined the key trends shaping the unique
needs and demands of the wireless network
in retail today.

#1 Mobile access is imperative
Sharing is part and parcel of the shopping
experience for connected shoppers. So when
a woman wants a friend’s opinion on an item
of clothing, snapping a quick pic and sending
it on is the easiest way to get it. If your shop
has poor connection and the shopper can’t do
this, chances are they’ll leave without making
a purchase and this puts you, the retailer, in
danger of losing loyal customers.
A satisfying modern shopping experience comes
with an Internet connection. Zebra reported that
40% of the time customers can’t use in-store
applications due to poor connectivity and there
are holes in connectivity in up to 90% of certain
popular store formats. The solution? Guest
Wi-Fi. It ensures that shoppers have storewide
network access through your private in-store
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Wi-Fi network. According to Zebra 56% of
retailers will provide guest Wi-Fi by 2017.

#2 Analytics make shopping a
personal experience
Analytics collected through your network will
tell you what customers want, and if you know
what they want, you will make more sales. IT and
marketing have a growing relationship which is
facilitated, in large part, by wireless networking. It
relies on the gathering of information and analytics
that will make true one-to-one selling possible.
When it comes to your customers, the more
information you have the better. But how do
you get it? Zebra advises the creation of a loyalty
programme which provides customers access
to free instore Wi-Fi that collects shopper
information when they are on your sales floor
and connected to your network.
This information will outline critical buying
behaviours, like how often and when customers
shop, how much time is spent instore and the
sections visited as well as what they buy and how
often they buy it. It will even detect the searches
they run while instore, what applications they
use and what sites they visit.

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

As an example, if a shopper visits a lot of healthconscious sites and uses health-apps, you could
provide them with a list of health-food specials
in your store as soon as they connect to your
network. Now that’s personal.

#3 Location. Location. Location.
According to Zebra, location has become one
of the fundamental principles of multi-channel
wireless retailing because knowing where
your customer is could help you draw them
to the store and even improve their shopping
experience. Location functionality starts with
services that will let you know when customers
are nearing or in your store.
You can define zones in your shop to detect
customers in certain areas and use marketing
logic to provide location-based offers. If you
know a customer has just entered the gardening
section of your shop for example, you could
instantly message them with special deals.
In addition, location analytics can give you
detailed statistics about your customer activity,
identifying repeat customers, showing total
customers in the store, providing demographic
customer profiles and more.

#4 Customising the shopping
experience
Imagine if when a customer walked into your
store, an employee was notified through the
wireless network and went to the customer
with a wireless tablet to offer personalised
assistance? And when the customer makes a
choice, the employee uses his or her handheld
reader to accept the credit card payment on the
spot, and off they go.
This is only possible through revitalisation of
the sales floor and redefining the customer
experience. By using powerful customerdriven applications retailers can customise the
shopping experience, taking it to places it’s never
been before and creating a clear and sustainable
competitive advantage. According to Zebra 75%
of retailers plan to customise the store visit by
2017. Can you afford to be left behind?
To find out more about how Zebra from
Westcon-Comstor can assist you in improving
your customer’s shopping experience contact
Kevin Norton on kevin.norton@westcon.com.

Wouldn’t life be simple if we could just focus on
a single task, without distraction, through to its
completion? Before the interruptions of modern
technology this was a lot easier. There was less
need to suddenly drop everything to deal with an
urgent e-mail, tweet or call to your cell. There were
fewer drains on your precious time. Life back in the
day certainly sounds a lot simpler.
The reality is, short of emigrating to a desert
island, life is only going to get more connected, more
chaotic and more scattergun in its demands. We live
in a fast-paced and ever-changing world, especially
when you consider the constantly evolving nature
of technology – the lifeblood of the channel – and
the modern business environment. That said, today
you’ll still find a few dinosaurs who spend their time
wishing back for the simple life they knew, and using
that dated mindset to guide how they operate today.
That’s not the approach that we, at The Margin,
advocate – we understand things need to move on
from the dark days of doing just one thing for years
or failing to move with the market and customer
demands. From my personal experience, I work
across a variety of editorial and content projects –
some commercial ones for many of the ICT sector’s
top companies; other projects are completely
independent of client input such as The Margin.
From an editorial independence standpoint, The
Margin’s readers come first and we work hard to
keep you informed about the potential impact of the
latest trends and opportunities on the local channel
through exclusively written content. Then, from the
commercial side of my work, I can see first-hand that
market demands and client needs are changing, the
sales process is getting harder and there’s always a
need to innovate on deals.

Moving
with the
times
Of course, the channel is subject to more
influencing factors than changing tech cycles.
Let’s take the weakness of the rand. The rand’s
significant devaluation at the end of last year has
had massive impacts on the technology demand
and supply chain, especially as the US dollar is the
currency of tech and that particular forex rate has
tanked around 30% since April last year. Add to this
predictions of lower-than-expected national growth
and the economic outlook for the next two years is
not a pretty picture.
One strategy for your business operations is to
examine costs and processes, carefully cutting and
restructuring where possible. Another option is to
find a niche and innovate (easier said than done).
And the third option is to be brave and invest
to expand beyond the traditional boundaries of
your market – whether that’s technology areas
or geographic locations. In this issue, we devote
some space to focussing on the issue of expanding
operations into Africa. In association with the

editorial team from our sister site ITWeb Africa,
we’ve profiled six countries that we believe might
be worth a further look. Inside these pages, you’ll
also find stories on adding change management
services to your portfolio, the potential that
outcomes-based contracts become more widely
adopted by the channel and there’s a toolkit for
creating a cloud brokerage service, among others.
Happy reading

Adrian Hinchcliffe
Editor
adrian@itweb.co.za
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Print isn’t
dead, it’s just
evolving
David Hallas, director, indirect channel
operations, Ricoh South Africa

Ricoh is engaging with its channel to enhance its
printer sales and product portfolio by developing
document management solutions with its channel.
Ever since philosopher Marshall McLuhan described people as
“moving out of a print culture” in the 1960s, the phrase has
been repeated so often that it now has the ring of truth.
In reality, the picture looks quite different, and worldwide,
the sales of printing devices are on an upward trajectory.
According to the International Data Corporation, the
worldwide production print market enjoyed 7.5 percent
year-over-year growth in unit shipments in the first quarter of
2015.
At the same time, companies that only sell printing
equipment are finding themselves under pressure because
of commoditisation. This has resulted in companies, such as
Ricoh, strategically focusing on value-added services in the
document management and business process management
space, says David Hallas, director of indirect channel
operations at Ricoh South Africa.
Using the example of a healthcare facility, Hallas notes
there are many processes where forms need to be completed:
such as at reception, in the wards, and in theatre. These
processes could be streamlined, and it is the ‘digitisation of
the document flow within a company that saves the company
money and gives it more productivity’, he says. These types of
efficiency improvements linked to Ricoh’s extensive range of
printing devices offer customers a streamlined solution in the
office space.
Ricoh has witnessed phenomenal growth in the document
management sphere between FY14 and FY15, he notes. The
company experienced great success in the South African

market, and is a Docuware diamond partner based on its
success in the EMEA region.

A NO-BRAINER
“Once you’ve shown a business you can save it hundreds of
thousands of rands per annum, you create a lot of stickiness
with them. You then become a business partner that adds
significant value.”
Business today is all about partnerships, believes Hallas.
“It’s about collaboration. It’s about companies working with
companies. You can’t get away with just selling these days.
People don’t want to be sold to. People want to engage
with one another, where both parties can measure realisable
tangible benefits.”
Hallas says he believes Ricoh deals with its business partners
in a different way to other companies. “Our philosophy
when a partner comes onboard is based on channel integrity,
making sure that we support our business partners with
regards to our value propositions, such as production print or
software as examples.
“The more support we provide and the more we interact on
a daily basis, the more successful they’re going to be.”
In this vein, Hallas highlights the case of a partner who –
with Ricoh’s assistance – went from a ‘zero base to selling very
big software deals within the space of eight months’.
“Ultimately, we’re here to help our business partners and
resellers make as much money as possible and to make them
incredibly successful… because they’re partnering with a
company like Ricoh which understands what they want,” he says.
“We also have a competitive advantage in our experienced
local management team. We’ve got a lot of knowledge sitting
inside Ricoh South Africa. I think because we’re also part of a
global company that adds to the appeal of becoming a business
partner with Ricoh South Africa.”

www.ricoh.co.za | Tel: +27 (0) 11 723 5000

An
evolution
in channel
strategy

Johannes Kanis, GM for
partnerships, MTN Business

MTN Business is taking its channel
partners on a transformation journey.
MTN Business is focussing heavily on building its partnership
capability, designing a partner programme that will include an
omnichannel approach with various partner types, ranging from
wholesalers to retailers to systems integrators, all of which play
a key role in acquiring the capability that MTN Business needs
to service the market going forward. The new strategy entails
offering an end-to- end ICT solution to customers that include
SMEs, the public and private sectors, as well as into Africa.
Historically, MTN Business has had a wholesale and reseller
channel model. The challenge with this approach to channel
partnerships was that it didn’t really grow the customer base. One
of the key reasons for the shift towards the new partnership model
is to move away from an ad hoc supplier perspective towards a
value -based ecosystem in which MTN Business and its channel
partners jointly own the customer.
All of this is being driven by MTN Business’ transformation
journey to becoming more relevant in the ICT space. The purpose
is to enable growth of clients and partners alike and the vision is
to become the ICT partner of choice for geographic and market
expansion. Core to achieving this is MTN Business adopting a more
focussed approach and building a total solution partner chain.
A key differentiator for MTN Business is that as a
telecommunications provider that’s moving into the ICT space, it’s
able to provide customers with end-to- end services ranging from
mobile contracts to the most complex cloud infrastructure. This
is a particularly exciting development because of the economies
of scale that MTN Business has to offer: it has a presence in 22
countries in Africa, with 47 datacentres across the continent.

www.mtnbusiness.com/za | 011 912 3000

To drive this strategy, MTN Business is adopting a partner
programme that will recruit, enable and reward partners for engaging
with MTN via different incentives and loyalty programmes.
The business has identified key strategic priority areas, and
while the traditional mobility market remains a key focus, it´s also
expanding into domains such as cloud services, security and the
Internet of Things, among others. MTN Business is taking these
priority areas and building capability around them, by choosing
the right partnerships, building deep trust relationships and
getting input to build solutions that are market-ready. A key focus
is to drive innovation in partnership with these organisations
to ensure MTN stays a step ahead of the market in terms of
innovation and new product design. A great example of this is
MTN’s annual Mind2Machine competition for startups. The idea is
to take real world business problem, give it to MTN’s partners who
represent some of the best talent in the industry to solve, they
come up with innovative solutions, the best of which MTN then
takes to market.
The type of partners that MTN Business is looking at recruiting
and onboarding via its partner programme ranges from the
small startup, which may have a great idea but is struggling to
get market presence, to resellers, systems integrators and other
more established partners. At the other end of the spectrum the
business has global alliances with companies such as Microsoft,
Amazon and Cisco, ensuring that it also has the right partnerships
in place to service the top end of the market.
While SMEs have been identified as a key area of growth for
MTN business hence the recruitment of SME partners to address
this sector – public and private sector are also key focus areas
for the company. Over and above these, another key focus area
is to make sure that the partnerships that it embarks on can be
beneficial to MTN Business in Africa so that it can in turn help its
partners benefit from the continent’s enormous growth potential.

INDUSTRY DEVELOPMENTS

BOOTH’S

bulletpoint bulletin

ICT INDUSTRY CONSULTANT PAUL BOOTH KEEPS YOU ABREAST OF THE
NOTABLE DEALS AND DEVELOPMENTS IN THE INTERNATIONAL AND LOCAL
TECH SPACE IN RECENT MONTHS.

COMPILED BY PAUL BOOTH, ALISON JOB AND ADRIAN HINCHCLIFFE

International developments

• Apple was ordered to pay $625.6 million in a patent infringement suit
filed by VirnetX Holding.
• Ford Motor Company opened an Automotive Wearables Experience
laboratory that’s working to integrate biometrics from wearable
devices with autonomous driving controls.
• Google has filed a US patent that describes a ‘delivery receptacle’ to
take packages from an ‘aerial delivery device’ for deposit to a secure
location.
• Microsoft killed support for its older Internet Explorer browsers (8, 9
and 10) in January.
• Nokia has settled a lengthy patent dispute with Samsung.
• Qualcomm has reached a new patent-licensing deal with Lenovo
Group.
• Qualcomm and Japan’s TDK have formed a $3 billion joint venture to
supply components and modules used to communicate wirelessly with
devices like smartphones, drones, robots and IoT products.
• Xerox will split into two, with one of the companies housing Xerox’s
hardware operations and the other its services business.

Local developments

• Cell C announced a major restructuring of the group, which will see
its shareholding as follows (assuming the conclusion of the Blue Label
transaction): Blue Label – 35 percent; management and staff – 30
percent; and 3C Telecommunications – 35 percent.
• CloudSmiths and Ideas Incorporated, two independent Salesforce.com
partners, merged.
• Huge Group has called off plans to acquire ICT specialist Centracom.
• MTN and Spain’s Telefónica Group have signed a strategic partnership
agreement.
• RocketNet, the consumer-focused fibre internet brand of directel, has
launched in South Africa.

Local deals

• Altron (Altech NuPay) acquired Delter IT Services, a microfinance
software development company.
• Britehouse Mobility bought AdvanceMobility, a managed mobile
solutions company.
• Deloitte Africa acquired the business assets and employees of
ConVista Consulting, the South African subsidiary of the German
consulting firm ConVista.
• Deloitte Digital acquired Cape Town-based financial technology
services business, Jinja Interactive.
• EOH has acquired stakes in Acron (Iran and Turkey), BC Skills
(Morocco), Consol Systems (Morocco), Cozumevi (Turkey), and EBS
(Mozambique).
• The Financial Services Exchange, trading as Astute, acquired Stride
Switch from Stride South Africa RF.
• IG3 Education (Australia) purchased Rectron Australia, a subsidiary of
Rectron (Mustek), for A$1 059 476.10.
• Net1 UEPS Technologies made an additional investment for the
remaining shares in Transact24 that it didn’t already own.
• Pinnacle Holdings made a 51 percent acquisition of Solareff, a solar
photovoltaic specialist.
• Vox Telecom purchased a majority stake in enterprise-level marketing
cloud company Everlytic.
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African developments

• Cameroon’s anti-corruption body has levied fines worth US$160 million
on Orange and MTN for failing to pay taxes on gambling and gaming
services.
• Jasco Group has set up an office in Kenya.
• MTN has been awarded a 4G licence in Ghana, while MTN Nigeria
acquired mobile network operator, Visafone.

International deals

• Accenture acquired Beacon Consulting Group, a management
consultant; Cimation, an industrial IoT consulting company; and
CRMWaypoint, a supplier of cloud advisory and technology services.
• Apple has bought Emotient, an artificial intelligence startup that reads
people’s emotions by analysing facial expressions.
• Cisco Systems bought IoT startup Jasper Technologies for $1.4 billion.
• Ericsson acquired FYI Television, US-based entertainment metadata
and rich media content supplier.
• Google bought Bebop Technologies, a corporate software startup, for
$380 million.
• IBM has been on the acquisition trail. It acquired: Clearleap, a provider
of cloud-based video services; Ustream, an online video streaming
service provider, for $130 million; Iris Analytics, to strengthen its
fraud detection analytics; Aperto, a German-based digital agency;
ecx.io, a full-service digital agency; Resource/Ammirati, a US-based
digital marketing and creative agency; and Truven Health Analytics, a
provider of healthcare data and analytics, for $2.6 billion.
• Infoblox purchased privately held IID, a leader in global cyber threat
intelligence.
• Intel purchased German drone maker Ascending Technologies.
• Microsoft acquired SwiftKey, best known for software that replaces
the default keyboard on phones and tablets. It also bought Metanautix,
an analytics startup, and Talko, the mobile messaging app company
headed by former Microsoftie Ray Ozzie.
• NetApp purchased storage startup SolidFire for $870 million, to boost
its presence in solid-state drive-based equipment.
• Opera Software, the browser company, has been received a takeover
offer of $1.2 billion from a group of Chinese internet firms, including
Qihoo 360 and Kunlun.
• Oracle acquired StackEngine, a startup that enables software
developers to run several copies of an operating system on a single
computer.
• Riverbed Technology purchased Germany-based Ocedo, a provider
of software-defined networking and software-defined wide area
network solutions.
• Salesforce bought MinHash, a marketing intelligence specialist; and
SteelBrick, an SME-focused startup that builds quoting and billing
functions on the Salesforce cloud platform.
• Silver Lake made a $500 million investment in Symantec.
• Sony purchased Israel-based Altair Semiconductor, which enables
small devices such as security alarms and electricity meters to connect
to mobile networks, in a deal worth $212 million.
• China’s Tianjin Tianhai Investment Company bought US distributor
Ingram Micro for $6 billion.
• VTech Holdings purchased educational toymaker LeapFrog Enterprises
for $72 million.
• Wipro acquired Viteos Group, a BPaaS provider for the alternative
investment management industry, for $130 million. It also bought
HealthPlan Services from Water Street Healthcare Partners, a
strategic investor focused on the healthcare industry.

COLUMN

AKI’S

EYE

THE ‘GREEK GEEK’ REPORTS BACK FROM THE CONSUMER
ELECTRONICS SHOW HELD IN LAS VEGAS.

THE ANNUAL CONSUMER ELECTRONICS
SHOW (CES) is the springboard for future
technologies and gives us a hint of what
consumer technology trends we can expect
in the year ahead. This is where the first DVD,
flat-screen TV and VCR were all launched.
The show is huge; this year, it attracted over
170 000 visitors and 3 800 companies that
exhibited in a space of approximately 40
soccer fields.
This year, the show was dominated by
the smart home, virtual reality, healthcare,
drones and a glimpse into the future of cars –
everything is getting smarter.
What I found intriguing at CES is how
robotics is slowly creeping into our lives.
Hollywood has showcased many future
worlds involving robots in movies like I, Robot
and Wall-E and these are slowly becoming

plausible scenarios. We’re not quite there yet,
but with the next generation of smart sensors
and artificial intelligence becoming more
human-like, the innovation acceleration curve
is set for massive growth.
Apart from the vacuum cleaners and
window-washing devices that work
autonomously, the robot that stood out this
year came from the makers of the Segway.
The Segway Advanced Personal Robot (right)
is a hover board on steroids, or a personal
transporter. It also has multiple cameras and
sensors as well as the ability to add extra items
such as arms when needed. Think of it as a
butler or assistant of the future. The Segway
Robot is still very basic, but what makes it
exciting is its potential. It’s been designed as an
open platform, which means developers can
now innovate services around the technology.

The trends
of 2016…
Drones
DRONES WERE everywhere. From tiny ones that fit into the palm of your hand
to one designed to transport people. For the most part, the drones at CES were
essentially really cool toys with fantastic cameras. The Lily Camera (below)
drone is extraordinary: you switch it on, throw it in the air and it automatically
starts to fly. It’s designed to follow you and record whatever you’re doing in high
definition. Did I mention it’s also waterproof?

One drone that had everyone talking came from Chinese
manufacturer Ehang: the Ehang 184 (above) is a one-man
autonomous quadricopter that flies you to your destination
without a pilot. It’s still in prototype mode and faces many
regulatory issues. Great idea, but I’m not sure I would feel
comfortable in it.

10
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Cars
SELF-DRIVING cars get everyone talking,
but the reality is that we’re probably a decade
away from them going completely mainstream
in the consumer world. Semi-autonomous was
the buzzword this year. Vehicles are becoming
even more connected and smart sensors in the
cars are making us drive safer; the technology
will assist the driver in the same way autopilot
assists in aviation. Where the trend is going is
in electric cars. As battery technology improves,
we’re set for electric car sales to surpass those
powered by fuel ones halfway through the next
decade, and that’s a game changer.

Virtual reality
VIRTUAL REALITY is the one technology
that has massive potential, but is a still a bit
fragmented. The problem with VR is that it’s not
easily accessible to consumers – yet. You have
the very expensive headsets and the very cheap
ones. The experience on the high-end devices
is exceptional and only once you try a VR
headset do you understand that the potential
is massive. What makes the VR experience is
how immersive and personal it is. And that’s the
unique selling point of VR. If you’re prepared
to pay, the Oculus Rift VR (below) will cost you
$600 when it launches at end of March.

Smart homes, smart everything
THE INTERNET of Things has stamped its mark in the home. It’s matured to a point where
it works well and has become useful. There were a plethora of locks that will allow you to
access your home digitally. Traditional kitchen appliances are in the process of getting digital
enhancements. The coolest appliance this year was the Samsung Family Hub Refrigerator (above).
It has a 21-inch HD screen on the door, with three cameras pointing to the inside of the fridge.
Every time you open and close the fridge, it takes snaps of the contents and can display them on
the screen. You can access these via an app just in case you’re out shopping and can’t remember
what you need. The screen also displays a calendar and photos, and can even stream content.

Healthcare
HEALTHCARE IS probably going to offer one of the most significant
technological breakthroughs for consumers. Sensors and big data are
driving the revolution of digital health in our homes and personal lives.
This year, devices that measured most
aspects of our bodies gave us a glimpse into
an industry that promises to check in on your
health as often as you check your e-mail. The
Withings Thermo (below) is a WiFi-connected
temporal artery thermometer that has 16
built-in sensors that measure the temperature
via the temporal artery on the side of the
head. The sensors take 4 000 measurements
in two seconds, then run the data through an
algorithm to give you a precise reading.

11
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The
weirdest
product at
CES 2016
THERE WERE over 20 000
gadgets launched this year.
Some were really smart, and
some left you thinking, ‘who
will ever use that?’ There
were activity trackers for dogs
and even a smart pet bowl
that sent information to your smartphone alerting you what your dog has
eaten. But the gadget that takes the prize for the weirdest idea is Oombrella
(above). This digital umbrella with WiFi sends you updates on the weather,
alerting you if you will need the brolly. If you forget it at a restaurant or
anywhere else, it will send you an alert so you never lose an umbrella again.
With economies and consumers globally being hamstrung financially,
there was a sense that the really good stuff is being held back at CES.
Having said that, it’s evident that we’re fast moving to a world where
everything is being connected to the internet.

COLUMN

TULLETT’S

TECHTALK
JON TULLETT IS ITWEB’S SENIOR NEWS ANALYSIS EDITOR AND HAS BEEN COVERING IT FOR TWO DECADES.

Tough economy locally and
abroad demands strategic
changes.
L

ast year ended with a bang, as the
South African finance ministry changed
hands like a relay baton and the rand
plummeted. 2016 opened with another bang
for IT suppliers, as the expected news of
further PC shipment slippage proved even
worse than anticipated: now well under
300 million units, taking us back to 2007 levels.
That’s a pretty gloomy start to the year
for South African ICT channels, with margins
wiped out of inventory, huge exchangerate pressure on sales forecasts, and the
softening global demand for technology
compounded by the poor domestic economy.
That all suggests it’s going to be a tough
2016. And where we used to optimistically
predict change in buying habit, rather than
just outright budget drought, even that’s no
solace: in the PC space, we see tablet sales
steadily declining too – four consecutive
quarters by the end of 2015.
In many tech sectors, especially in
enterprise markets, we’re seeing the same
thing – expansion projects deferred or
realigned until the R/$ improves, with the
channel at the pointy end of the bad news.
There’s an upside to all this, but it does
require imagination, cojones, and some
investment. Services revenue, and the cloud,
are both showing promise. Many vendors have
been investing in consulting and service arms
with this in mind, and channel programmes
are being expanded to take advantage. Look

12
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“The bottom line is that
business must continue, and
will continue to invest in
technology to drive growth.”
at Oracle, for example, looking to deploy
thousands of cloud consultants throughout
EMEA to drive sales.
That brings us to the cloud – with
international XaaS products priced in
dollars and euros, a lot of the cost benefits
of the cloud become less positive. But local
providers, and the born-in-the-cloud partners
they serve, are well positioned to become
more competitive and are quite bullish about
their prospects.
The bottom line is that business must
continue, and will continue to invest in
technology to drive growth. Big capital
expenditure will be curtailed, but the business
drivers remain. And so the pressure to shift
capex to opex becomes ever stronger, and
the cloud feeds directly into that. If you aren’t
positioned to take advantage, you’ll just be
on the losing side of the declining capex, not
capturing the expanded opex.
What’s not likely to happen in South Africa,
at least not yet, is the post-PC evolution that’s
currently driving strategies and budgets

in the US and Europe. Intel is the
best proponent of this – a core
PC component manufacturer
reinventing itself in the opposite
directions of high-end datacentres
and low-end Internet of Things (IoT).
Datacentre kit is much higher margin
but slower cycle, and every aspect
of the depressed South African
economy is against big deployments. Expect
to see even infrastructure-for-hire datacentres
focusing on efficiency and management as top
priorities rather than platform expansion.
Similarly, many CIOs are talking about
shelving IoT projects, partly driven by the
lopsided exchange rate pushing up the cost
of components which are no longer cheap
enough to warrant prolific deployment.
That leaves us with the uncomfortable
disconnect of major vendors following
business strategies that are diametrically at
odds with the economic realities of the local
marketplace. That’s going to mandate some
fresh thinking about our key relationships
with overseas partners, and in some cases
it’s going to stress-test their commitment to
support the economic vagaries of a geography
which is, with the best will in the world, only a
small contributor to their global balance sheet.
In short: the economy is going to make
for a tough year. Despite that, there will be
opportunities for adding value and margin, but
it’s going to test the channel to its limits.

STAT ATTACK

Figuring it out
THE MARGIN BRINGS YOU SOME THE LATEST INDUSTRY FORECASTS, STATISTICS,
TRENDS AND PREDICTIONS.
COMPILED BY PAUL BOOTH, ALISON JOB AND ADRIAN HINCHCLIFFE

What’s up?

Strategy Analytics expects the

global number
of mobile data
users to rise
11% in 2016, to
2.6 billion.

According to the fifth annual
Cisco Global Cloud Index, by 2019

83% of all MEA datacentre
traffic will come from the
cloud – more than quadruple that of 2015.
Spending on 3D
printing in the
MEA region will
experience a

Worldwide spending on
digital transformation
technologies

will grow to
more than
$2.1 billion in
2019, according to IDC

compound
annual
growth rate
of 30.8%

1.6 billion
connected
things will be
used by smart
cities in 2016,
an increase of 39% from
2015, according to Gartner.

over 2015 to 2019
period, outperforming
the worldwide growth
rate of 26.9%, according
to International Data
Corporation (IDC).

What’s down?

will be sold worldwide
in 2016, an increase of

18.4% from 2015, says Gartner.

Elsewhere
Nigeria’s IT
spending will top

Notebooks
shipments
decreased 9%
year-on-year in
2015 to

157.4 million
units,

with a further
2.5% drop
expected in 2016,
notes Digitimes
Research.
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$5.3 billion
in 2016,

The value of the

EMEA
external
storage
systems
market
fell 9.8% year
on year to
$1.57 billion
in Q3 2015,
according to IDC.

274.6 million
wearable
electronic
devices

according to IDC.

Global PC
shipments
fell 10.6%
year-on-year
in Q4 2015,
says IDC.

IBM received
the most
US patents
(7 355) for
the 23rd
consecutive
year.

South Africa’s IT
spending will top

$26.6 billion
in 2016,
says IDC.

90% of large
organisations
will have a chief
data officer by
2019, believes Gartner.

UPFRONT

The changing vendor
landscape

DELL’S ACQUISITION OF EMC WILL CHANGE THE LANDSCAPE FOR THE CHANNEL, BUT IT’S NOT THE ONLY
ONE UNDERGOING STRATEGIC SURGERY.

WORDS TRACY BURROWS
PHOTOGRAPHY SHUTTERSTOCK

I

ronically, the innovations brought to
market by traditional computing giants
provided the very platforms that supported
a wave of new market disruptors. Now, with
ageing traditional firms choosing between
mega-consolidation deals and divestment for
survival, the market looks set for an about
face. What are the channel implications?
When Dell announced plans to acquire EMC
in a record tech deal worth $67 billion late last
year, the market sat up and took notice. Not
only would the acquisition create what Dell
founder and CEO Michael Dell described as
‘an enterprise solutions powerhouse’, it would
also mean change for a number of subsidiaries
and affiliates. Dell told customers that the
deal had been around a year in the making.
“We bring together the world’s greatest
franchises in the technology of today – leaders
in servers, storage, virtualisation and PCs, and
we bring together the industry’s leading next
generation solutions – the third platform. We
become a company with a leadership position
in 22 Gartner magic quadrants. The combined
company has leadership in servers, storage,
virtualisation and PCs – the IT of today. It also
has strength and scale in the IT of tomorrow
and incredible go-to-market strength across
customers of all sizes, and a very strong
channel.” He told Bloomberg Business at
Dell World that the two companies also had
highly complementary go-to-market engines.
“This is a business where scale matters,” he
commented. “We will keep consolidating.”
Steve Crowe, senior VP at EMC, echoed
this view, saying on EMC’s intranet: “It’s
a perfectly co-related and perfectly
complementary go-to-market.” He noted that
the deal would meet customer demand for
fewer, more strategic partners.

Better together or apart?

The cost of financing the transaction drew
widespread attention as other computing
giants look to divest and become more nimble

14
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analysis
in a changing market. Only time will tell which
route will prove more effective.
Craig Stice, computer and server electronics
analyst for IHS, commented on the initial Dell–
EMC announcement: “A deal that could shake
up the technology market in a significant
manner as, while other large tech companies
(such as HP and IBM) have announced
divesting or becoming smaller in this market,
Dell and EMC together will be creating a
mega-technology company… On paper, IHS
sees the deal appears to be the best path for
both companies. Financial success of course is
still a question mark. ”

Cooling off period?

But when approached for more insight early
this year, IHS noted some recent doubts
around the deal and wouldn’t speculate until
the deal was finalised. Similarly, Dell South
Africa declined to comment on the matter.
Independent analyst, and columnist for
The Margin, Paul Booth, says the moving
and shaking in the market is symptomatic
of what many companies are doing. “They’re
assessing ‘what are our core businesses?’
‘How do we go forward?” he says. “So the

“A deal that could shake up
the technology market in a
significant manner as, while
other large tech companies
(such as HP and IBM) have
announced divesting or
becoming smaller in this
market.”
Craig Stice, IHS
Dell–EMC transaction is just one of the
changes happening in the market. Look at
HP, Symantec and eBay. Business has been
difficult over the past two to three years, so
the bigger companies, which have long been
inflexible, are asking ‘what business are we
in?’ ‘What skills do we need?’ ‘And, what is
best for our shareholders?’” says Booth.
He sees the changes as a natural
progression. “We’ll see acquisitions and selloffs at the top, and at the bottom we’ll see

new startups and new niche players
emerging. This is just a cyclic and
ongoing process. What’s different
now is that we’re starting to see this
change at a higher level.”

Channel impact

Booth notes hardware margins have
been squeezed, followed in short
order by software margins, leaving
services as the current best resort
for companies desperate to grow
revenues. “People are looking to
see what services they can provide,
and cloud tops the list for many
companies,” he says.
The channel should see this change as
positive, says Booth. Instead of watching
helplessly as vendors and solutions merge
and change shape, channel players could be
taking the lead in meeting the new market
preference for value-added services and
solutions over brands and boxes.
“One of the failures of the market structure
in the past was that the channel wasn’t
adding a lot of value, so now it’s being forced
to rethink strategies and put in place plans
to be intermediaries that add value. As a
value-added reseller, service becomes the
main selling point and to some extent, this
makes them immune to what products they’re
selling,” says Booth. “A mega-deal such as this
might serve as a wake-up call for channel – it
should be seen as a positive move they need
to have taken anyway.”
Indeed, dealing with fewer principals should
reduce complexity for the channel, he says. “If
they end up dealing with four or five instead
of eight or nine, they might have an easier
time, since the more vendors you have, the
greater the cost, complexity and necessary
skills base.”

Moving and shaking

Major acquisition and divestment announcements changing the face of the industry over the
past 18 months include:
H P separated its consumer and enterprise focus into
two distinct divisions – HP Inc. for print and PCs, and
Hewlett-Packard Enterprise for corporate hardware
and services. HP said the move was designed to enable
greater focus on target areas, as well as flexibility to
adapt to changing market conditions.
I B M has shed low-margin hardware businesses, selling
its server business to Lenovo and shifting its chip
business to GlobalFoundries. Meanwhile, it acquired
software and cloud innovators in recent years, in line
with a strategy to become a more focused cloud and
analytics firm.
C I S CO during Q2 of fiscal 2015, Cisco completed the
acquisitions of Portcullis, ParStream, Lancope and
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1 Mainstream in the security, data analytics and video
markets. These moves aligned to its strategy to increase
innovation and R&D investment in growth areas. Cisco
also completed the acquisition of Acano to help accelerate
its strategy to deliver video more broadly, and announced
plans to acquire IoT firm Jasper Technologies. Cisco also
sold off part of its stake in VCE, giving it just ten percent.
X E R OX announced this year it would split into two
publicly traded entities: an $11 billion document
technology company and a $7 billion services business.
SY M A N T EC announced late last year that it would
sell its Veritas storage unit to private equity firm Carlyle
Group LP for $8 billion, to focus on its core security
business.
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Forerunner 25
Category:

Wearables

Brand:

Garmin

RRP:

R 3 099

Distributor:

Garmin Southern Africa, 011 251 9999

Date of availability: Available now

Specifications

Tracks distance, pace, heart rate and calories
Instantly share runs and activity tracking progress via social media

Activity tracking counts steps and calories and reminds the user when it’s
time to move

Dash Cam 35

Water resistant to 50 meters

USPs

Category:

Cameras

Brand:

Garmin

RRP:

R2 999

Stay connected on runs with call and text alerts when paired with a
smartphone

Distributor:

Garmin Southern Africa, Michelle Hohls,
michelle.hohls@garmin.com

Heart rate compatibility means customised training based on heart rate
zones

Date of availability: Available now

Specifications

Easy-to-see 3” LCD display
High-definition GPS standalone driving recorder
Wide-angle lens captures the entire road
Includes GPS for detailed time and location data
Record your drive in 1080p or 720p

USPs

Dash cam records in a continuous loop, using the included
replaceable microSD card
Play back the footage right on the display or review later on
a computer
Driver awareness alerts include forward collision warning and speed
camera warning
GPS-enabled footage records location, direction, speed, date and
time to show exactly where and when accidents and incidents occur
Incident detection (G-Sensor) automatically saves footage of
collisions and incidents
Excellent field of view with high video quality, even in low-light
conditions.
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Between eight and ten hours of battery life with GPS on or eight to ten
weeks in watch/activity tracking mode
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Upload activities to the Garmin Connect online fitness community and map
the run, get more detail on each mile, and see a daily summary of activities
Join online challenges and earn virtual badges for extra motivation
Live tracking allows family and friends to follow a run in real time.

Head Office

011 531 1000

www.tarsusdistribution.co.za

products

Selphy CP1000
Category:

Printers

Brand:

Canon

RRP:

R1 199

Distributor:

Drive Control Corporation, Heinrich Pretorius,
011 201 8927

Date of availability: Available now

Specifications

Dye-sublimation thermal transfer printing system
Maximum resolution 300x300 dpi

Three colour inks with protective over coating, 256 levels per colour
(24-bit colour depth)
Supported card types: CF, Microdrive, SD, SDHC, SDXC
USB flash memory
Supported via an adapter: miniSD, miniSDHC, microSD, microSDHC,
microSDXC, xD-picture card

USPs

Direct printing from cameras, memory cards or USB sticks

Quality dye sublimation for lab-quality photos in less than one
minute

700 Series
Category:

Security

Brand:

Check Point

RRP:

Starting at R8 000

Distributor:

AxizWorkgroup, Tommy Thompson, 011 237 7000;
Tarsus SecureData, Nico Goodall, 011 790 2500

Date of availability: Available now

Specifications

Pre-loaded features include:
firewall

Choice of glossy or three semi-gloss print finishes without changing
photo paper

VPN

Defined, low cost per print

intrusion prevention

Easy operation and viewing with large tilting LCD

anti-virus

Extensive ID photo function with dual ID printing, face frame guide
and a wide range of accepted sizes

anti-spam

Print a wide range of sizes and formats
Auto Image Optimize intelligently corrects your images
Print on the move with optional battery.

anti-bot

application control
URL filtering
network security monitoring

USPs

Delivers enterprise-class security optimised and simplified for small
businesses
Sophisticated protection – firewall protection and advanced intrusion
prevention and detection to better protect against cyberattacks
Check Point’s Security Management Portal and SMB Cloud Management
provide complete internet protection, along with automated detection and
prevention technology
Businesses can remotely monitor security incidents around-the-clock to
ensure their network stays protected, despite a sophisticated and everchanging threat landscape
Security without complexity – a low-maintenance solution that is easy to
configure, provides simple monitoring and reporting, and has options for
zero-touch installation.
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NOW IN SOUTH AFRICA

THE MOST AFFORDABLE 3D PRINTER

Da Vinci 1.0 A
• Dimensions (20 x 20 x 20 cm)
• Single Nozzle | Filament Material ABS
• 2.6” FSTN LCM Display
• USB 2.0 | Windows/Mac support
• FFF (Fused Filament Fabrication)

Da Vinci 1.0 AIO
• Dimensions (20 x 20 x 20 cm)
• Single Nozzle | Filament Material ABS
• 2.6” FSTN LCM Display
• USB 2.0 | Windows/Mac support
• FFF (Fused Filament Fabrication)

Da Vinci Jr.
• Dimensions (15 x 15 x 15 cm)
• Single Nozzle | Filament Material ABS
• 2.6” FSTN LCM Display
• USB 2.0 | Windows/Mac support
• FFF (Fused Filament Fabrication)

AVAILABLE COLOURS
FILAMENT RED 600G
FILAMENT ABS BLACK 600G
FILAMENT ABS NATURAL 600G
FILAMENT ABS SNOW WHITE 600G

FILAMENT ABS STEEL BLUE 600G
PLA 600G CLEAR YELLOW
PLA 600G NATURE

products

Simple GSM Power Monitor
PH1
Category:

Multipad Colour 2

Power management

Brand:

Netshield

RRP:

Available on request

Distributor:

Westcon-Comstor Southern Africa, Luke Bainbridge,
Luke.Bainbridge@westcon.com

Date of availability: Available now

Specifications

Category:

Tablet

Integrated South African three-pin plug

Brand:

Prestigio

Utility mains power detector, single phase

RRP:

R1 499.99

GSM unit with micro SIM socket, externally accessible

Distributor:

Sithabile Technology Services, Werner Bruwer,
011 848 9041

Internal GSM antenna

Date of availability: Available now

Specifications

Internal lithium-ion polymer rechargeable backup battery and charger
Status LED indicators
Minimum input voltage: 85VAC (Battery will operate below this voltage)
Maximum input voltage: 264VAC

7.0” WXGA 1280*800 IPS HD screen

Dimensions: 95mm x 58mm x 54mm (LxBxH)

Intel Atom X3 X3230 Quad Core up to 1.2 Ghz

Operating temperature: -40 to +85 degrees Celsius

1 GB Ram + 8 GB storage

The mains power will detect as OFF when below +- 46VAC.

Android 5.1 Lollipop
Front: 0.3MP + Rear 2.0Mpx
3G data W-CDMA
802.11 WiFi

USPs

USPs

The GSM single phase utility power monitor is used to track the mains power
at a premises, by simply plugging the unit into one of the power plugs
Install a SIM and the unit will send SMS notifications when there are power
failures

Prestigio has been certified by Google and Google Play Store, which
means over a million applications can be downloaded

SMS-based status requests and front mounted visible LED indicators
indicate network and functional statuses

Tablet replacement for hardware or software fault

Four LED indicators with different meanings:

Free Mobisystems Office Suite 8 with every tablet

Red indicates power on or off and a weak GSM signal indicator

Free firmware upgrades when available from Google.

White is the GSM network indicator
Green is the diagnostic indicator
Yellow signals battery charging.
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Power to create

3D PRINTERS ARE BECOMING MORE WIDELY AVAILABLE, THANKS TO IMPROVEMENTS IN PRINT QUALITY AND
DECREASING DEVICE PRICES. SO WHICH MODEL SHOULD YOU STOCK?

BY ANDRÉ SCHILD

E

ven though large, industrial 3D printers
have been around since the ‘80s,
personal desktop models specifically
aimed at the consumer and SME business
market are relatively new. In essence,
however, they do the exact same thing. They
facilitate computer-controlled shaping and
creation of three dimensional, physical objects
by successively adding layers of base material.
Objects can be almost any shape or
geometry and are generally produced from a
3D model or computer file. The base material

that 3D printers require varies from different
sorts of plastics to metals, ceramics and even
edible substances.
Having a 3D printer create an object from
scratch is a slow business. Depending on
size and complexity, waiting times of 10 to 15
hours aren’t unusual. As a result, 3D printing
hasn’t yet been applied on a grander scale
for serial, mass production. Nonetheless, 3D
printing is ideal for the manufacturing of a
small number of objects, such as prototyping.

What’s the need?

Although prices of 3D printers are going
down, the key question remains: why would
anybody need one? Well, the possibilities
are, in fact, endless and the industry
sectors that can benefit numerous. For
instance, in the medical domain,
3D printing can be used to explain
and visualise medical procedures,
prosthetics or body parts. Dentists
can even print individual teeth, a crown or

How does
3D printing
work?

In order to convert the base material to a
physical object, a number of techniques are
possible. There are 3D printers that use lasers
or electron beams to heat up a powdery
base material, but these devices are far too
expensive. Other models use lamination,
or even stereo-lithography, as a method to
produce an object.
By far the most widely used method to produce 3D objects is fused deposition modelling
(FDM). The technology uses a source material called filament, which is initially supplied on a coil
as extremely thin wire. This filament is then heated up in an extruder and ultimately brought to
a liquid state. Finally, the molten filament is placed on the platform of the printer where it will
solidify and form the base for the next layer.
The biggest advantage of FDM over all the other ways of 3D printing, is that both the
printers, as well as the filament, are relatively cheap. One kilogram of filament will cost
approximately R300 and is available in several different materials, such ABS (Acrylonitrile
Butadiene Styrene) and PLA (Poly Lactic Acid). ABS is the same hard plastic as used in Lego
blocks while PLA is a brittle, bio-degradable material.
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complete dentures. In the field of engineering
and architecture, being able to print
prototypes, spare parts or models yourself
will be a great advantage. 3D printed objects
can also be applied in the educational sector,
to help students grasp certain concepts. In
addition, designers and artists can realise or
refine ideas with the help of 3D printers. And
then there’s also the fashion industry, where
they can be used to create unique, tailor
made accessories, new shoes or even frames
for glasses.

Test conditions
This comparative review focuses on desktop FDMbased 3D printers that support either ABS or PLA
as their primary filament. The overall rating for
each device is based on various aspects including
specifications, features, build quality, ease-of-use
and, ultimately, performance. This performance
aspect was covered by measuring how accurate
each device is. For that, the devices were manually
configured to print at the highest possible
resolution. All printers had to create the exact
same set of objects, each with varying dimensions
and shapes. By carefully measuring the actual,
physical dimensions of each printed object with a
caliper, any deviations from the digital 3D model
could be detected.

comparative

review

1

ZORTRAX M200
Estimated RRP:

R31 800

Materials:

ABS, HIPS, ULTRAT

Build area (cm):

20 x 20 x 18

Heated platform:Yes
Connection:

USB, SD

Product page:https://goo.gl/Mav0Cw
Distributor:

Ease of use:7.5/10
Print quality:8/10
Overall:

Rapid 3D

This sleek looking, cube-shaped 3D printer features a perforated build plate to help remove printed objects
with more ease. Not only does it look great, the device is also very durable thanks to its metal casing.
Printing quality is top notch and the level of detail it can print is impressive. The M200 also features a
heated build plate to prevent object deformation when printing with ABS filament.
However, removing objects when they’re done, is a laborious task. You need to turn off, unplug and
take out the whole build plate each and every time. Other drawbacks of the M200 include imperfect
instructions, a vague progress bar, and magnet and pegs that are tricky to seat properly. While printing,
especially for longer periods of time, noise level might become an issue. Setup and installation are a breeze
as a result of the fully automatic calibration procedure.
The Z-suite software to be used with the M200 is quite limited and offers only the most basic options.
Even in advanced mode, the number of configurable settings is very limited. All of this makes the M200
a 3D printer that’s less suited for anybody that wants to tweak and fiddle with various options. Next to a
USB connector, the M200 also supports an SD-card as a way to upload 3D models. A nice feature is that
the M200 not only handles ABS and PLA filament, but also various other base materials.

2

MAKERBOT REPLICATOR (5TH GEN)
Estimated RRP:

R60 000

Materials:LA
Build area (cm):

25 x 20 x 15

Heated platform:No
Connection:

WiFi, Ethernet, USB

Product page:http://goo.gl/sVzYRq
Distributor:Rectron
The fifth generation Replicator is a big boy with a frame that’s open at the front, side and rear. It’s packed
with some exceptional features like wireless and wired network support. This makes it easy to share the
device with multiple users. It’s also the only one equipped with an on-board camera to keep an eye on
printing progress via the computer or an app. The device can be operated with the help of a big wheel
that’s accompanied by a beautiful 3.5-inch full colour LCD display. This screen not only supplies information
on the current task, it can even show a graphical preview of the model.
Although calibrating and levelling the build plate has to be performed manually, the process is very easy
and well communicated through the display.
The included Makerbot Desktop software offers comprehensive features to fine-tune prints, but also
has a set of basic presets for anybody who likes to keep things simple. Despite the specifications claiming
the Replicator can print layers of just 0.05 mm, the difference with 0.1 mm layers were not visible. Printing
time, however, did increase substantially at 0.05 mm resolution. General print quality and accuracy of the
Replicator proved to be very good, although we had one misprint during our testing period.
Unfortunately, the Replicator also comes with some serious downsides. For starters, it’s very noisy when
printing. Also, the objects printed for this comparative review were all very hard to remove from the actual
build plate. As a result, the paper sticker on the build plate is easily damaged and needs to be replaced often.
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Ease of use:7.5/10
Print quality:7.5/10
Overall:

TECHNOLOGY
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TIERTIME UP BOX
Estimated RRP:

R43 995

Materials:

ABS, PLA

Build area (cm):

25.5 x 20.5 x 20.5

Heated platform:Yes
Connection:USB
Product page:http://goo.gl/gpJxTB
Distributor:

Ease of use:
Print quality:
Overall:

6.5
7

The imposing UP BOX 3D printer is the only model tested that doesn’t have an on-board display, meaning
most operations need to be carried out with a connected computer. It does have three buttons located on
the side and uses LEDs to indicate status and progress.
The UP BOX features two doors: one on the top and one on the front, providing access to the interior.
The front door includes a tinted plastic panel that allows for a view of the inside, but only when the LED
lighting is turned on. On the right side, a round panel covers the filament spool. The size of the print area is
the largest of all the tested 3D printers.
Initial setup is very easy because of the fully automated platform levelling feature. It even checks the level
of the print bed and determines the distance between the print nozzle and the surface. Since the actual print
bed is covered by a detachable sheet of perforated plastic you can easily detach this perforated board after
the print is completed, and then remove the print from the board outside the printer.
The UP BOX was able to produce some great prints in our test, consistently producing 3D prints with
good detail, smooth surfaces and very few glitches. In action, it’s also as quiet as a fridge, mainly because
it’s fully enclosed, which additionally also keeps any smell inside. The device did display a few issues
during the testing, though. It clearly struggled with some of the fine detail on a couple of the test prints. In
addition, the detachable print bed is sometimes awkward to remove and replace.

4

XYZ DA VINCI 1.0 AIO
Estimated RRP:
Materials:

3D Printing Systems SA

R15 999
BS, PLA

Build area (cm):

20 x 20 x 19

Heated platform:Yes
Connection:USB
Product page:http://goo.gl/szSGKU
Distributor:Mustek
The XYZ da Vinci 1.0 AIO is a closed case printer with just a single door
at the front. Although the device is one of the most affordable in this
test, it’s the only device to feature an on-board scanner. With it, the
device can convert a physical object placed inside, into raw data. After
that, the object can be edited using the included XYZscan software. All
of this sounds great in theory, but unfortunately the scanner delivers
poor results in practice. For instance, it has great trouble accurately
scanning dark objects. Supposedly, a new version of the software
should fix this issue.
Print quality ranges from mediocre to good. The printer occasionally
experienced some trouble with complex shapes. Despite the closed
system, there was also some incidental curling of the material. As a result,
certain filament layers did not connect properly. Of all the tested models,
the XYZ da Vinci 1.0 AIO delivered the highest number of misprints. This
can be mitigated by manually calibrating the device more often, but
that’s not a very user-friendly job. Even though actual print quality leaves
something to be desired, the rest of the printed objects looked good,
especially when keeping the low price of the device in mind.
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Ease of use:

7

Print quality:

6

Overall:

comparative

review

5
ULTIMAKER 2+
Estimated RRP:
Materials:
Build area (cm):

R32 000
ABS, PLA, CPE
22.3 x 22.3 x 20.5

Heated platform:Yes
Connection:

USB, SD

Product page:https://goo.gl/L9Igms
Distributor:

Ease of use:7.5/10
Print quality:7.5/10
Overall:

In conclusion.

From a technical point of view, the Zortrax M200, Makerbot
Replicator and Ultimaker 2+ offer the highest printing quality
and best features. They do come at comparatively higher prices,
however. The XYZ da Vinci 1.0 AIO, on the other hand, won’t
immediately break the bank and still manages to produce 3D
objects of sufficient quality. Its built-in scanner may sound like a
good idea; the actual implementation is disappointing. The UP BOX,
finally, also doesn’t come cheap, but lacks the quality, features and
sophistication of the other devices.
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Build Volume

The Ultimaker 2+ features an open frame design, resulting in an unobstructed
view of the printing process. It also means you’ll definitely notice the smell
of burning plastic when using the ABS filament. This might become an issue
at home, in a classroom or in an office environment. Nonetheless, it offers a
great design and feels very well built.
Although general setup and configuration is quite easy, the Ultimaker 2+
unfortunately lacks automatic calibration of extruder height and print bed
level. The print platform, however, is easily removable, which will come in
handy when taking out 3D printed objects.
The Ultimaker 2+ has a dedicated spool holder that extends outwards
behind the printer, and can fit any standard filament spool. Since it supports
an open filament system, users are able to use any kind of base material to
get precisely the finish they’re after. It also features interchangeable nozzles
for either greater detail or higher print speeds.
The Ultimaker 2+ is the only open source device in this test, meaning there’s
an active global community of enthusiasts continuously supporting and
improving it. It also comes with the excellent, open source Cura 3D printing
software, which is very easy to use for beginners and offers loads of advanced
options for experts.
On paper, the Ultimaker 2+ is capable of producing some very accurate
(0.02 mm) and detailed 3D models. In practice, printing with extremely thin
layers occasionally leads to misprints. Increasing the thickness of layers to 0.1
mm immediately solves this problem, but also means slightly less detail in the
objects. Although print speed wasn’t officially part of this comparative review,
the Ultimaker 2+ did prove to be the quickest of all tested models. In the end,
overall print quality of the Ultimaker 2+ is excellent. It’s also relatively quiet
when in action.

Visual Analytics
Opportunity
at your fingertips.

The answers you need, the possibilities you seek
— they’re all in your data. SAS® helps you quickly
see through the complexity and find hidden
patterns, trends, key relationships and potential
outcomes. Then easily share your insights in
dynamic, interactive reports.

Try Visual Analytics and see for yourself

sas.com/VAdemo

For more information
please contact us.
Website: www.sas.com/sa
Email: intouch@sas.com
Tel: +27 11 713 3400
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Analysing
partnerships
SAS revamps its global partner programme
in line with industry trends and challenges
for richer integration and growth.
Steven Harris

Regional Alliance Director - Middle East,
Africa & Turkey at SAS

n a fast-paced and
competitive market,
technology partner
programmes
are
under pressure to evolve
in accordance with client
expectations
and
partner
requirements. According to
Gartner’s vice president, Tiffani
Bova, dated programmes hold
back the channel and limit its
growth and development. The
modern programme needs to
be inclusive and strategic in
order to keep up with market
demand and tick the boxes of
engagement, relationship and
capability. It’s a trend that has
seen a number of big-name
firms re-examine their partner
programmes. SAS, a leading
analytics organisation with a
global footprint, is no exception.
“Our new partner programme
became effective as of January
2016 and took 18 months to
design,” says Steven Harris,
Regional Alliance Director,
SAS Middle East, Africa &
Turkey. “This revamp came
about because both SAS and its
partners wanted a space where
they could engage effectively and
experience a more collaborative
approach to client solutions.”

www.sas.com/sa

The organisation spent a
significant amount of time
speaking with existing partners
from around the world in order
to gain deeper insight into the
challenges they face and how the
system could be improved. More
than 200 partners provided
feedback that was used to form
the groundwork of the new
programme. This was further
supplemented by analysis and
support from external council
and advisors.
“The external organisations
and individuals we worked with
gave us the tools we needed to
improve our system using best
international practice standards
and implementations,” says
Harris. “The result is a partner
programme that is about
creating value for our clients and
partners through opportunity,
investment and development.”
SAS has introduced a number
of mechanisms that support
partners as they engage with
clients and develop solutions.
“Our new programme answers
the questions, ‘Why do we
partner?’, ‘How can we drive
opportunity?’, and, ‘What is
needed in order to add more
value?’ ” says Harris. “Ultimately,
partnering needs to be built on
mutual worth, a shared vision
and a complementary value

proposition, and the only way
we can achieve our objectives as
an international organisation is
through high-value partnering.”
SAS has streamlined a number
of offerings, making it easier for
partners to invest and engage.
The company has introduced
competency paths that require
specific
certifications
in
analytics, visualisation and
data management across the
competency tracks of sales,
presales and post-sales.
“We have a number of goto-market options for our
partners, including a reseller
model, OEM model and a
managed and analytics service
provider model,” says Harris.
“The programme is also tiered
into Silver, Gold and Platinum
with very clear benefits and
mandates for each, enabling
our partners in developing their
own skills and competencies. In
addition to this, partners can
now specialise in areas such as
customer intelligence, risk, fraud
and analytics modernisation.
We have made it far easier
for our partners to work with
us, included more marketing
benefits and developed richer
strategic initiatives. So far, the
feedback from South African
partners has been very positive.”

TECHNOLOGY

Demystifying
microservices

Jargon

buster

THE BUILDING BLOCKS OF CREATING COMPLEX APPLICATIONS.

Further reading
Good old Google is as reliable a
source as any. Three recommended
jumping-off points are:
Cloudrambling’s article:
Microservices – Martin Fowler,
Netflix, Componentized Composable
Platforms and SOA bit.ly/1TwGasr
The Composable Enterprise, by
Cameron Smith: bit.ly/1nHU3Z3
Wikipedia’s Microservices entry:
bit.ly/1KljYiZ

microservices are considered more elegant
with greater flexibility.

BY DONOVAN JACKSON
PHOTOGRAPHY SHUTTERSTOCK

I

ndividual grains of sand may seem
inconsequential, but together they form
a beach or an entire desert. Similarly,
microservices are small, independent software
components that can be combined to form
complete enterprise applications. Does that
sound a little familiar? It should, because
microservices is the architecture that underpins
the concept of the composable enterprise.
W H AT I S A M I C R O S E RV I C E ? That’s
an easy one to answer. As mentioned, it’s a
small, highly decoupled (that is, independent)
software component that does one specific
task well. It’s ‘reusable’ and combines with
other similar microservices to create a more
complete application. Microservices can be
‘containerised’; in the previous Jargon Buster,
containers were explained as a ‘self-contained
virtualised instances of an operating system’.
W H E R E D O E S T H E M I C R O S E RV I C E
F I T ? The concept of the composable
enterprise is germane here. The composable
enterprise is an evolution of the notion of
service oriented architecture (SOA), in terms
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W H O P L AYS I N T H I S S PAC E ? Typically,
it’s the integration companies like MuleSoft,
Tibco, IBM, Oracle and others. Any company
can create a microservice and make it
available to others to avoid the issue of
‘reinventing the wheel’ (this
happens a lot, even within the
same company, giving rise to the
need for service catalogues and
other methods for better managing
‘software inventory’.) As you may
recognise, the world wide web
is a pretty big and busy place, so
developing and making available
a service is one thing. Getting the
people who may want to use it,
quite another.

“Where some programmers
consider SOA to be
‘heavyweight’ and complex,
microservices are considered
more elegant with greater
flexibility.”
of which applications are created through
the combination of various readily available
services. The idea is that through the assembly
of small independent items of code, each of
which performs a specific service, it’s possible
to create a value proposition. Companies
like Uber, Amazon and Airbnb are routinely
advanced as examples of how this has been
done at scale.
The API, or application programming
interface, is an essential concept for
microservices, SOA and the composable
enterprise. The API is, in effect, the means by
which programmers and software engineers
can grab hold of the services that are available
(on the internet, typically, as web services)
and combine them into something more
purposeful.
Where some programmers consider
SOA to be ‘heavyweight’ and complex,

CAN WE MAKE MONEY FROM IT?
There are two aspects to this question. The
first is that programmers might like to create
a specific microservice (or a catalogue of them)
and offer that commercially on the web (start
by making sure someone else hasn’t already
done it. If they have, look to differentiate).
The other aspect is that if you’re creating
a business application, there’s a good chance
much of the functionality you may need can
be sourced from microservices, and therefore
doesn’t need to be custom developed along
with the costs and risks associated with that.
Naturally, the architecture of your application
would have to be suitable for accessing,
implementing and using microservices in it –
and the architecture is something that really
should come at the ‘drawing board’ stage of
application development.

special

focus
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THE MACHINE
BECOMES THE MASTER

MACHINE LEARNING IS GOING
TO CHANGE THE WORLD – AND
YOUR BUSINESS – BECAUSE IT’S
ABOUT FAR MORE THAN JUST
ANALYSING DATA FOR RESULTS.
BY JAMES FRANCIS
PHOTOGRAPHY SHUTTERSTOCK

F

orget the cloud, Internet of Things,
wearables, business intelligence, big
data, Netflix – all of that – for a moment.
Machine learning (ML) may be the most
important technological advance in history.
And, yes, you can use it for business too.
Machine learning, in a very loose sense,
is a type of artificial intelligence (AI). It’s
also called Narrow AI, and though there are

several fundamental differences between
the two, ML can be summarised as a type of
intelligence with just one job. In a nutshell,
ML is software that learns from experience.
Using a wide (and growing) number of
methods, ML software learns by studying
data, creating context and then attempting
new approaches based on the outcomes. A
University of Washington paper summarises
ML as ‘Learning = Representation +
Evaluation + Optimisation’.
ML systems have already crossed the
business threshold. Famous examples include
Netflix’s show recommendation algorithm, but
traditional corporations such as Walmart also
deploy ML to help run their vast empires.
ML systems create context, which
could be used towards supplying planning
intelligence, but can be as rudimentary as
scanning handwritten work orders and taking
appropriate action. The US Postal Service uses
ML to scan letter addresses and route them. It
boasts a 98 percent accuracy rate across 160
billion annual pieces of mail.
But the Postal Service started early. ML is
like a fine wine: it gets better as it ages or, in
this case, grows. Yet there are low-hanging
fruit – according to Frans Cronje, managing
director of DataProphet, some situations can
deliver results within weeks. But that hinges on
the state of the data being used and what one
would expect out of it.
That expectation, though, may not be as
straightforward as one might think. In ML
the question can be more important than the

Siri, Echo and other
digital assistants
IBM’s Watson

Watson needs almost no
introduction. IBM proved the
system’s chops by having it win
Jeopardy!, a quiz show where
contestants supply the question
to an answer, even against
champion players. Highly capable
of understanding and responding
in natural language, Watson is
slowly finding uses in the medical,
legal and research worlds, where
it answers complicated questions
from professionals. But the time it
takes to train Watson has slowed
its uptake.
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It’s pretty amazing how well Apple’s
Siri understands what you say, no
matter the lilt, accent or if you’re
mumbling a little. Siri, along with
Google Now and Microsoft Cortana,
mark the rise of digital personal
assistants (DPA): cloud-based
machine learning systems that adapt
to how humans speak and respond
to their commands. DPAs are the
most visible consumer use of machine
learning technologies, and last year
Amazon joined the race with Alexa,
a DPA that lives in a speaker and
wants to be at the centre of your
home. It can even narrate books –
not audio books, but written ones.

Robot writers

In 2014, a machine broke the news
of an earthquake in California. Its
prose wouldn’t win any awards,
but isn’t stilted either, easily
fooling readers into thinking a
human penned it. Machine learning
writing systems have since gained
ground by writing sports reports
for small events as well as churn
out company reports in mere
minutes. Names such as Quill and
Narrative Science are establishing
an industry that some are calling
‘data storytelling’.

answer, explains DataProphet’s director Daniel
Schwartzkopff, and mistakes often result
from the human operators: “An unsatisfactory
result is often due to a poor ML practitioner
– because they haven’t segmented the data
properly or cross-validated or perhaps they
have overfitted the data. At this early stage of
ML a lot of these things rely on intuition and
practical experience. There are a few rules of
thumb, but knowing when to stop training the
model comes from experience.”

The ML recipe

ML is an advanced technology, requiring
power, algorithms and skills. Power is not
really a problem thanks to the cloud –
companies can access ML platforms through
Amazon Web Services, Microsoft Azure and
their competitors.
Algorithms, the heart of the ML process,
come in many guises: off the shelf, open
source, proprietary and everything inbetween.
Marketplaces such as Algorythmia bustle with
the business of selling algorithms. Companies
usually adopt an algorithm and build onto that
to get the ML experience they need. That raises
questions around lock-in and if an algorithm
should be treated like the recipe for Coke.
Unfortunately those answers aren’t
apparent yet. To get there, companies need
to expand their understanding of machine
learning. Here skills are easily the technology’s
biggest barrier. There simply aren’t enough
people in the field, prompting companies to
rely heavily on the partner networks of cloud
vendors or poach graduates with the right
potential to learn ML.
These are global trends, punctuated by the
rise of ML-centric solutions providers: locally
DataProphet already shares the stage with
companies such as Isazi Consulting and Principa,
which put its ML-prowess towards trying to
predict the 2015 Rugby World Cup results.
Yet one thing is clear: machine learning is
about more than just predicting the future. It
can learn to interpret anything, whether it’s
the angry voice of a customer on a call centre
conversation, spotting strange activity on CCTV
footage, recommending friends on Facebook
or pinpointing the best time to mow the lawn
(and perhaps telling a robot to get mowing).
It’s a technology that will come to underpin our
ability to tackle the 21st century and beyond.
We invented the shovel because our
hands were limited at digging. This led us to
build skyscrapers. ML will do the same for
anything that uses data – and that is slowly
becoming everything.

TECHNOLOGY
THE CURRENT TREND OF
WEARABLES COULD LEAD
BEYOND THE WORLD OF
ATHLETES AND MAY EVEN
HELP US UNDERSTAND EACH
OTHER BETTER.
BY JAMES FRANCIS
PHOTOGRAPHY KAROLINA KOMENDERA

W

PICTURED: Hymie Marnewick, XLink

FITNESS
TODAY,
EMPATHY
TOMORROW
one for the

future
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earables aren’t setting the
world on fire. Despite all of their
potential, it remains a sector
defined by specialised and niche brands. The
market – particularly smartwatches – paints
a tepid picture.
But there’s a silver lining in the guise of
fitness wearables. Brands such as Fitbit have
steadily gained traction. Though retention rates
remain poor (up to half of users abandon their
wearables after just a few months), there’s
a market for gadgets that count your steps,
check your heart and measure your calories.
Then again, this isn’t entirely a surprise for
Hymie Marnewick, chief commercial officer at
XLink and a serious weekend warrior. As both
an avid cyclist and technologist, Marnewick
loves what data can do for his regime. In his
mind, the rise of fitness wearables is not that
surprising: “The gadgets for fitness have long
been out there. But in the past I would need
a GPS on my bike to measure my pace and
distance, then strap a heart rate monitor
to my chest, and use my watch to log other
information. Today you can get all of that from
one wearable.”
He’s also now able to relate his fitness
data to a professional trainer, who helps
Marnewick calibrate his workout and diet.
But this is just the beginning – while everyone
wonders if wearables will fade, Marnewick
sees a different future.

The real-time diet

“Exercise is my passion, so I invest a lot into it.
But a decade ago much of what I can do today
was only available to professional athletes. I
could hire a personal trainer, but gathering the
data that measures my performance would
have required other specialists. Collecting
those day-to-day would only make sense if
exercise was your bread and butter.”
Marnewick is referring to a silent disruption
of the professional diet and training worlds.
While wearables aren’t replacing specialist
labs, they have opened the doors of lifestyle
data. Marnewick sees this feeding into a
collective intelligence, which in turn will open
even more doors.
“Exercise is not the hard part. The real
challenge is what to eat – and you can see
that problem everywhere in the world. How

often do people try to lose or regulate weight,
but fail? How many lifestyle diseases do we
have because of the food we consume?”
Diet concerns Marnewick: eating the right
thing at the right time is critical if he wants
to improve his cycling performance. So how
soon will services using our data be able to
prescribe diets to the average person? You
could wake up and an app will recommend
what you should eat or avoid for breakfast.
This could tie into a collective intelligence,
using data from a large amount of users to
determine even better dietary advice.
“You could set a goal, such as shedding a
certain amount of weight. The service could
determine what that would take and how
long, then advise you for every meal. It could
adjust itself based on your activity data
and the lessons harvested from its larger
datasets.”
Such a service may extend to doctors
and personal trainers, as they already do in
some cases. It could automatically tie in with
meal services such as Fit Fuel and FuelFoods,
which cater pre-made meals designed around
certain nutritional outcomes, allowing them
to tailor your weekly meals. It may not even
require your input: your fridge may make sure
you always have what you need.
“A diet algorithm might communicate with
your fridge. The software decides: ‘Hymie
needs to eat one piece of chicken tonight,’ but
the fridge informs it there’s no chicken. Then it
can tell me to buy chicken, order chicken itself
or explore the contents of my fridge for an
adequate replacement.”
This idea goes well beyond fitness. It could
apply to anyone with a dietary concern:
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“With wearable data we
can harvest a lot of body
information. Why not
combine that with virtual
reality?”
Hymie Marnewick, XLink
allergies, weight loss, a medical condition
or just a wish to eat less of something. With
the right data and services working together,
wearables pave the way for anyone to eat
what’s best for them.

From fitness to feeling

But there’s much more that we can do
with our vital statistics than eat the right
sandwich. Take the concept forward and
Marnewick envisions a world of newfound
empathy.
“Let’s say you’re training in university for an
HR role. HR involves working with people, so
you need to have an understanding of people.
But how can we do that? With wearable data
we can harvest a lot of information: breathing,
heart rate, nervous movements… Why not
combine that with virtual reality?”

It’s the proverbial walk in
someone else’s shoes: by combining
wearable data with virtual scenarios,
trainees can feel what it’s like to be
an employee in the hotseat. It can
improve understanding and empathy
among call centre employees, doctors,
negotiators, grief counsellors… any
profession that requires a degree of
bedside manners.
“Instinct is very important and you
can’t do certain jobs without it. You can’t be
in HR if you really can’t relate to people. But
the only way to improve instinct is experience,
something you don’t pick up in theory. You have
to live the moment. This will change: virtual
reality is already helping charities gain more
because they can bring some of the experience
of those they help to donors. With body metrics
the realism will grow: you won’t just see what
they see – you’ll feel their heart pound.”
Some are already pioneering this concept,
such as the Genworth R70i Aging Experience
suit that shows a wearer what it’s like to be
old. But just the advent of heart rate monitors
and VR goggles may have a profound impact
on training and how we relate to each other.
Today we monitor our calories, but tomorrow
we might step into someone else’s head – all
thanks to the same data.

IN F CUS

Overview

IS NOW THE RIGHT TIME TO START LOOKING NORTH OF
THE BORDER FOR NEW BUSINESS GROWTH?
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BY TOM JACKSON
PHOTOGRAPHY SHUTTERSTOCK

T

he ‘Africa Rising’ initiative is well
established. Investor and philanthropist
George Soros describes Africa’s growth
as “one of the few bright spots on the gloomy
global economic horizon”.
With this in mind, a number of
international firms are setting up operations
on the continent. Liquid Telecom South Africa
is currently laying new fibre across South
Africa’s northern provinces to complement
its existing satellite network, says its CEO
Willem Marais.
“We’re seeing many new OEM vendors
entering the market and being very proactive
both in terms of project funding and offering
managed outsourced services,” he says.
So why are firms rushing to expand to subSaharan Africa? The growth of the continent’s
middle class is one key factor, with the African
Development Bank (AfDB) saying in 2011,
313 million people – 34 percent of Africa’s
population – fell into this bracket. This is
increasing, according to more recent reports
by the likes of Standard Bank.
In addition to consumer spending power
Joanita Roos, ICT industry analyst at Frost
& Sullivan Africa, says the whole continent
is undergoing significant demographic,
technological, economic, urban and socioeconomic transitions. Africa is the second
most populated continent in the world, and
more than 50 percent of its population will be
living in cities by 2025.
“Cities in Africa are engines of economic
growth for the continent and create numerous
investment opportunities across different
industries,” Roos says.
Global startup accelerator Techstars is
one company with a recent focus on Africa,
working with Barclays to uncover innovation
in financial services. Yossi Hasson is Techstars’
MD for Africa. He says the size of the market
offers a “major opportunity” for companies
to develop solutions that address specific
problems and tap into the massive source of
human potential.
“Combine this with the fact that many
African countries are showing high GDP
growth rates, investor friendly economic
policies, extremely high penetration of mobile
devices and growth in ICT infrastructure, [and
it] makes now a good time to consider moving
into Africa,” Hasson says.
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Praise the public sector

Governments have played a role in making
the continent more attractive. Dr Bitange
Ndemo, former permanent secretary
in Kenya’s Ministry of Communications,
says there’s a “visible desire” from African
governments to shift to a “new paradigm”,
which is attracting vendors.
“We now have more countries that hold
elections regularly, signalling that democracy
is beginning to take root,” he says. “As a result
many African countries are experiencing
higher economic growth rates.”
This economic growth in Africa is coupled
with relative ‘saturation’ in other markets, as
mobile and internet penetrations pass 100
percent and there’s a less urgent demand for
new services.
“Mature markets are proving difficult to
bring about additional growth, making Africa’s
growth prospects more alluring,” Ndemo says.
Africa’s lack of legacy infrastructure, and a
proven willingness to leapfrog technologies,

But as the old adage goes, invest in where
the market is going, not where it is today,”
Hasson says.
With Africa’s growing middle class and
consumerism on the rise, he says smart
investors and companies are moving into
Africa now in order to establish their brands
and presence.
Marais warns, however, that new entrants
must have a good balance between risk
management and value creation.
“In addition, new entrants need to be
very specific about what they offer, what
their USPs are, and why they’re different
to existing suppliers,” he says. “The primary
issue is to manage risk associated with
large capital investment projects and
realising cash-flow on long term contract
commitments.”
The opportunity, however, is undeniable,
with Roos highlighting a growing generation
of young, tech-savvy Africans adopting
emerging technologies. The continent’s digital

“Cities in Africa are engines of economic
growth for the continent and create numerous
investment opportunities across different
industries.”
Joanita Roos, Frost & Sullivan Africa
are also appealing to companies launching
on the continent. “Most of the legacy telco
infrastructure in South Africa requires
complete replacement, therefore there are
significant opportunities both for new and
existing vendors,” Marais notes.

Brave new world

Ndemo believes Africa has the opportunity
to create new solutions that can be scaled up
to other markets, while earlier investments in
mobile infrastructure are beginning to pay off.
Marais agrees.
“New business and transactional models
are being developed on the back of the
introduction of communication services, with
new economies being formed over the legacy
export services,” he says.
There has also been a perception that
African markets are less profitable, driven
by a lower per capita income than in
developed economies.
“No doubt this reality makes things more
challenging as people have less to spend.

economy will grow exponentially with the
proliferation of devices, with Africa’s internet
economy, as measured by total ICT spending,
expected to reach US$315 billion by 2025.
“There are also growing opportunities for
ICT infrastructure providers as broadband
access has been recognised as a catalyst for
broader socio-economic development and it’s
BY RODNEY WEIDEMANN
being articulated in national policies to guide
PHOTOGRAPHY SHUTTERSTOCK
broadband provision,” Roos says.
In fact, there’s some confidence – given the
level of growth and the size of the potential
market – that Africa could become a global
leader in the sector.
“Africa is in many ways already leading the
way when it comes to ICT services, especially
when it comes to mobile. That, with the
increase in internet undersea cables and
access, means that Africa is definitely ready
and open for ICT services,” Hasson says.
Ndemo agrees. “Eventually everything
will be on the mobile platform. Africa
may emerge the leader in this respect,” he
concludes.
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BOTSWANA?

THE GOVERNMENT OF BOTSWANA IS WORKING HARD TO DIVERSIFY AND
SHIFT FROM DIAMOND MINING, THE MAINSTAY OF THE ECONOMY, AND
SUPPORT GROWTH OF OTHER SECTORS.
BY ANDREW MARAMWIDZE

A

ccording to the Global Competitiveness
Report 2015-2016, Botswana ranks
fourth among Africa’s top five leading
countries – Mauritius, South Africa, Rwanda,
Botswana and Côte d’Ivoire. A key factor to
continuing this status, ICT has been identified
as one of the areas in which Botswana can
accelerate economic diversification and attract
much-needed foreign direct investment (FDI).
The government’s primary focus is to improve
education, tourism, government services,
agriculture and healthcare through the
upgrading of facilities and leveraging ICT for
the creation of an e-society through expanded
e-services.
Government arm Botswana Fiber
Networks (BoFiNet) has invested in access to
international connectivity capacity through
the East African Submarine System (Eassy)
and the West African Cable System (Wacs).
BoFiNet is also rolling out the backbone
fibre network and an access fibre network
across the country under the government’s
National Broadband Strategy. This strategy
aims to address the urban/rural broadband
divide, as well as address high wholesale and
retail prices. By 2020, the government wants
broadband benefits for all, which will present
opportunity for future tech sales.
Another government initiative is an open data
pilot, whereby government shares non-sensitive
data collected in the course of operations.

Legislation for growth

ICT growth resulted in government
restructuring the communications industry
regulators in 2013, by merging the Botswana
Telecommunications Authority (BTA) and
National Broadcasting Board (NBB).
A new regulator, the Botswana
Communications Regulatory Authority
(BOCRA), was established to monitor
telecommunications, internet
communications, broadcasts, postal services
and related matters.
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BOCRA is tasked with promoting
competition, innovation, consumer protection
and universal access. The authority
has identified six key areas requiring
improvement. These include universal
access and service, network efficiency and
effectiveness, affordable ICT services, a
knowledge society, organisational efficiency
and effectiveness and creating a globally
competitive communications sector.
Supporting BOCRA’s regulatory efforts
is the Botswana Innovation Hub (BIH), the
country’s technology centre that promotes
and supports innovation in science and
technology. Apart from building a science and
technology park, BIH is also advocating new
laws to support ICT developments.
Botswana, like most developing countries,
has not yet fully exploited ICTs for social
and economic benefits despite government
efforts to lure foreign players and
encouraging local startups.
According to the 2013 ICT Statistics
Report by Statistics Botswana, mobile phone
subscriptions rose 6.3 percent between
2012 and 2013. The report further says the
increase resulted from the rise in prepaid subscriptions, which constituted 97.6
percent (3 169 148) of total mobile cellular
subscriptions in 2013, whereas post-paid
accounted for 2.4 percent (77 639) of
subscriptions. The report further indicates
that internet subscriptions rose by 86.7
percent, from 788 643 subscriptions in 2012
to 1 472 026 in 2013, resulting from an 87
percent increase in the number of mobile
internet subscriptions between 2012 and
2013, and a 48 percent growth in fixed
internet subscriptions over the same period.

The local business environment

Thus far, Botswana’s economy has been
largely supported by diamond revenue and
the government is making many efforts to
diversify the economy and support growth of
other sectors. To this end, support service and
incentives to promote ease of doing business
have been extended to the ICT industry
through the BIH.

Companies and institutions registered with
BIH are eligible to the following incentives: 15
percent tax concession, labour dispensation, a
soft landing for international businesses and
institutions and linkages to critical business
stakeholders.
Other technology support and prototyping
services are offered through the Microsoft
Innovation Centre (MIC), a BIH/Microsoft
Corporation partnership that plays a pivotal
role in the development of national software
systems, as well as creating benefits through
various technology transfer initiatives.
A local initiative, the Cyber City Kgotla
developer community, also provides a catalyst
in the local development of the ICT industry
and creation of an innovation supporting
ecosystem in Botswana’s ICT industry.
The BIH ecosystem attracts both local
and international world-class innovative
companies, from local startups to ICT
multinationals. The hub is working on
harmonising the innovation ecosystem
through legislation, pushing for data
protection laws to drive innovation that will
spur new types of businesses. To complement
the laws, BIH plans to design a financial
scheme to support growth of entrepreneurs in
the innovation sector.
The hub is an enterprising concept aimed
at, for its part, turning the economy round
by creating or attracting into the country
technology-driven, knowledge-intensive
businesses, research institutes and advanced
training organisations.

A LOCAL PRESENCE
Some of the ICT vendors and distributors
with a presence in Botswana include

Virtual Business Network Services, AfriTel,
Global Broadband Solutions, Business Solutions
Consultants, Fourth Dimension, OPQ Net,
Mega Internet, Stature (OpenVoice), Tsagae
Communications, MicroTeck Enterprises ,
Microla Botswana, Operator Number Range,
Internet Options Botswana, FDI Foneworx,
MTN Business, Abari Communications, Orange
Botswana and Botswana Telecommunications
Corporation Limited.

Why consider

KENYA?

KENYA HAS GRADUALLY
MATURED INTO ONE OF THE
MOST WATCHED COUNTRIES IN
THE ICT ARENA.
BY VINCENT MATINDE

T

he deliberate development of Kenya’s
ICT sector has made it one of the
top countries to watch out for. The
Kenyan government has promoted digital as
a means of doing business by, for instance,
opening platforms such as e-citizen, where
people can renew driving licences or apply for
passports. Other, similar projects including
the e-procurement service that brings
government services online.
The single biggest advantage for tech
products and services in the country is
the growing tech-savvy population, which
recognises the importance of ICTs in solving
existing problems. The use of technology to
send and receive money has put the country
on the radar for international innovators.
The latest report from the Communication
Authority of Kenya shows a staggering 74
percent internet penetration, encapsulating
31 million internet users. This is way above the
20 percent African average penetration.
Mobile phone penetration in the country
stands at 88 percent. This makes the country
a viable option for investment for telecom and
internet companies amongst its peers.
The launch of international submarine
cables such as Eassy, Teams and Seacom has
given the region much-needed bandwidth,
spurring international players to set up their
African region headquarters in the country.

Local ICT market

Kenya’s ICT market value is set to grow above
15 percent by the end of 2016 and according
to IDC is worth US$2 billion and growing.
The government’s involvement in digitising
business processes and payments is pushing
the adoption of ICT.
The mobile sector is the fastest-growing
sector, albeit a controversial one. Safaricom,
Kenya’s leading telecommunications company,
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holds the majority market share of the mobile
phone (66.3 percent), mobile internet (64.1
percent) and mobile money transfer (77
percent).
Although this domination has been
questioned by competitors such as Airtel
Kenya, compelling the regulator Communication
Authority to launch investigations, the
revolution that Safaricom has brought into the
ecosystem could well be unmatched. The harsh
competition has seen companies such as Yu
Mobile (from Econet) and Orange Telkom Kenya
being sold to other players.
With 31 million internet users in the
country, the adoption rate in the market has
not been matched by any of the neighbouring
countries. However, in Kenya 99 percent of
internet access is through the mobile phones.
Many users in urban areas can’t afford fixed
internet broadband. Recent studies suggest
that broadband is in demand, although the
high connection price is an inhibiting factor.
Buoyed by the prospects, Kenyan service
providers have emerged. AccessKenya
(owned by Internet Solutions), Wananchi
Online, Jamii Telcom and Safaricom have
entered the fibre network market, providing

DOING BUSINESS

businesses and home owners with fixed
broadband.
International players have also recognised
the growth of the sector in the country. The
Google Cache is being hosted at the Kenya
Internet Exchange Point (KIXP), one of the
fastest-growing exchange points in the
continent.
In August 2015, CloudFlare, a leading
content delivery network, staged its 43rd
datacentre in Mombasa, making it the
second in Africa after Johannesburg. Other
international service providers are in the
process of launching datacentres, including
Kooba and Icolo, both set to offer ICT solutions
to global companies in the region.
IBM has also set its research centre for
Africa in Kenya. Joining the fray is American
University Stanford, which plans to open its
innovation hub in Kenya in 2016. General
Electric, GSM Association, Qualcomm, Oracle,
Sony and Visa have African or regional
headquarters in Kenya.
Other online companies that have had
great success in Kenya include Uber, Easy Taxi,
Hellofood and Jumia, underlining the fast tech
adoption rates.
BY RODNEY WEIDEMANN
PHOTOGRAPHY SHUTTERSTOCK

Kenya’s local business environment is seeing numerous entries from international players. From
banks to telecommunication, manufacturing and agriculture businesses, more international
companies are setting up base in the country.
According to the recent Doing Business 2016 by the World Bank, Kenya has improved its ‘Ease of
doing business’ rankings to 108 from 129 in 2015.
The data collected by Doing Business shows that starting a business in Kenya requires 11
procedures, takes 26 days, costs 35.30 percent of income per capita and requires no paid-in
minimum capital.
The new year comes with greater opportunities for business people in the country, with the
establishment of the Business Registration Service Board. Previously, potential business owners
had to register their companies with the office of the Attorney General, but the new body will help
businesses register from different parts of the country.
For new companies, information on setting up businesses in the country can be found at
Kenya.eRegulations.org.

IN F CUS

Why consider

MOZAMBIQUE?

FORMER PORTUGUESE COLONY
MOZAMBIQUE IS ONE OF THE
LEAST DEVELOPED COUNTRIES
IN AFRICA, BUT ALSO ONE OF THE
FASTEST GROWING.

BY TOM JACKSON

M

ozambique is among the fastestgrowing economies on the continent,
enjoying an economic growth rate
of approximately seven percent over the
past five years, driven by strong government
spend on infrastructure, as well as foreign
direct investment into the economy.
“Key industry sectors that have contributed
towards driving this growth include
construction, transport and communications,
the financial sector and extractive industries,”
says Anesu Charamba, ICT team leader at
Frost & Sullivan Africa.
Further opportunities arise in the relative
lack of development of Mozambique’s local
ICT market. Mobile penetration stands at 56
percent, among the ten lowest penetrated
markets in Africa. Fixed broadband
penetration is below one percent, while 3G
connections represented 14 percent of the
country’s 15 million mobile subscriptions.

Yet this is growing, and opens a whole new
raft of opportunities for companies looking
to build value-added services on top of this
increasing connectivity.
“It opens doors for new opportunities
for delivering and accessing information,
connecting schools, e-government, giving
voice to communities and more,” says Alfredo
Cuanda, founder at the Ideario Hub in Maputo.
“There are opportunities to offer mobile
services such as payments, health and
education. It has started to take off but
it will need another three to five years to
reach critical mass to give space for better
developers, tech entrepreneurs and policies to
improve the ecosystem.”
The local market is primarily consumerbased, with internet access being
democratised by 3G.
“The enterprise market often deals with
not having better high demand solutions for
the consumers, but we’re seeing more and
more services and solutions tailored for them,”
Cuanda says “Fibre solutions are one of the
new enablers of high speed data and better
services.”

Legislation for growth

The government has played a part in the
growth of the ICT sector, with legislative
reformation and guided policy creating
substantial growth opportunities, Charamba
says.
In 2002, Mozambique was one of the first
countries in Africa to specifically develop

an ICT policy paper to facilitate growth and
development in the country.
“Since then, the country has seen significant
investment into broadband and telecoms
infrastructure, with the landing of two
international submarine cables, Seacom and
Eassy, that have considerably reduced the cost
of bandwidth and promoted the sharing of
infrastructure among mobile service providers
to support network coverage in remote areas,”
he said.
Infrastructure challenges remain, however,
including poor fixed line infrastructure – which
holds back the growth of the internet services
market and exacerbates utility constraints.

EASE OF DOING BUSINESS
In spite of the opportunities presented by economic growth and a developing ICT sector, there are challenges to doing business in Mozambique. The World Bank
ranks it among the lowest in the world for doing business, at 133 – down from 128 in 2015 – and 124th for starting a business.
Starting a business in Mozambique requires 10 procedures, takes 19 days, and costs 15.10 per cent of income per capita. Other procedures are costly and time
consuming, and there is evidence the government needs to take greater steps in easing this process if the growth of the country’s economy generally and the ICT
sector specifically is to have a real impact.
“Despite the high cost of data access, the real problem lies in how these infrastructures are being used to provide better and more affordable services to the
population,” says Ideario’s Alfredo Cuanda.
Thecla Mbongue, senior research analyst at Ovum, says the government has also played an ambiguous role in terms of favouring competition in the local ICT
sector.
“Authorities are sometimes accused of being biased in favour of state-owned mCel and new entrant Movitel, in which the ruling party has a stake,” she says.
Cuanda says if competition were measured by benefits to the end user, it would be far from the ideal environment.
“Nevertheless, it’s a competitive environment. It’s a relatively small market, but Mozambique is unique and as such every foreign investor needs to take a
closer look at details to get the opportunities that the country offers,” he says.
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Why consider

NIGERIA?

NIGERIA’S BURGEONING ICT
SECTOR IS AN ALL-ROUND GOOD
NEWS STORY.
BY PAUL ADEPOJU

J

ust five years ago, shopping online was
very unpopular in Nigeria. Fast-forward
two years to when the country’s major
e-commerce companies, Konga and Jumia,
launched, kick-starting a turnaround in
Nigeria’s e-commerce and online tech spaces,
ushering in a new wave of tech solutions and
companies arising from within and outside the
country. Today, a number of entrepreneurs
from Berlin (Germany), London (England) and
elsewhere in Europe are ignoring Nigeria’s
perceived shortcomings, choosing to launch
their companies in the country’s busiest
city of Lagos. The long list of such foreign
entrepreneurs include the co-founders of
TopCheck.com.ng and the founding managing
director of Jovago Nigeria, to name but two.
One of the major reasons for IT companies
seeing Nigeria as a hot prospect is obvious
– population. Nigeria is the most populous
country in Africa. This simply means any
company that can get just one percent of
Nigeria’s over 175 million citizens to use its
products would have over 1.7 million users.
Apart from Nigeria’s population size, it also
has a vibrant economy and vast market. The
GDP of Lagos state alone (US$91 billion) is
bigger than that of 42 African countries. To
bring this into sharp perspective, the GDP of
Kenya is not as big as that of Lagos and the
state government has promised to further
double it. About two years ago, Nigeria
overtook South Africa when it rebased its
economy, making it Africa’s biggest economy.
These and other economic indices are
attractive to tech companies.

Success stories abound

Beyond population and GDP, the success
of many local and foreign tech products
and solutions in the country result in top
tech companies regarding Nigeria as a
technologically advancing country. Apple,
Samsung, Microsoft and other global tech
giants are publishing good reports about their
operations in Nigeria as even more major new
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age tech companies such as PayPal and Netflix
are expanding their market to Nigeria – some
with physical presence.
Nigeria’s rapidly growing mobile, internet
and broadband penetration rates are also
attractive, especially to companies that offer
products and services that can be accessed via
mobile. In 2015, Nigeria was named the most
mobile country in the world in recognition
of the large proportion of internet users
browsing via mobile devices. This puts the
country at the top of the list of potential
markets to expand to for tech companies who
won’t have to do much to ensure that more
Nigerians are accessing the internet to get
their services.
Another major reason why Nigeria is a
hot prospect is the availability of numerous
opportunities created by peculiar challenges.
There are opportunities across most sectors
for tech companies, especially in areas such
as healthcare, security, finance, education,
commerce, labour, civil service, agriculture
and housing among others. For foreign tech
companies struggling to get their products
adopted in developed markets, where such
products may not be needed, it could be a
better decision to look at markets like Nigeria.
The tech ecosystem in Nigeria is just
emerging and the prospects are bright.
Analysts and researchers from across the
world have affirmed and continue to predict
growth for the ecosystem even though it’s
still contending with numerous challenges.
However, industry watchers believe now is the
best time for serious tech companies to grab
their share of the market before it gets more
advanced and competitive.

The local ICT market

Nigeria has a buzzing local ICT market
characterised by forward-thinking, creative
entrepreneurs who are building great locally
relevant and globally scalable products
at various incubation centres, cybercafés,
school campuses and in living rooms. The
hustling spirit in Nigeria is impressive and
has been extensively recognised by tech
experts globally.
At present, the local tech market (and
the Nigerian economy) is dominated by
the city of Lagos and this is why many
local entrepreneurs and foreign companies
targeting Nigeria often start there before
extending to other parts of the country.
There are no official figures on the value of
the market but to give an idea, e-commerce
alone is expected to hit $13 billion by 2018,
according to local newspaper THISDAY. The
telecoms sector generated $9.8 billion in 2014,
BY RODNEY WEIDEMANN
according to Pyramid Research, with mobile
PHOTOGRAPHY SHUTTERSTOCK
data expected to reach $3.8 billion by 2019.
A foreign company seeking to enter Nigeria
is advised to first engage the services of
someone that knows the market very well
and is well connected to the stakeholders.
This person would internalise the company’s
plans for Nigeria and advise (and direct)
them appropriately to avoid challenges and
setbacks. When well structured, the Nigerian
market is highly receptive to new products
but such products must be locally relevant,
affordable, easy to use and solve a Nigerian
challenge. The level of maturity differs from
one sector to another – while Nigeria’s
payment space has grown tremendously,
agricultural tech is still struggling to grow.

IN F CUS

Why consider

ZAMBIA?

ALTHOUGH NOT A WIDELYREPUTED BUSINESS HUB ON
THE CONTINENT, ZAMBIA
PERFORMS WELL IN TERMS OF
EASE OF DOING BUSINESS.

BY GABRIELLA MULLIGAN

W

ith a tech-forward government
approach, strong ease of doing
business credentials, and a
still nascent ICT sector, Zambia presents
substantial opportunities for businesses
looking to land in the country. Nonetheless
infrastructural challenges remain, which
means ICT companies entering Zambia will
need to be agile, and must innovate to meet
market demands.
The government has hitherto proved
committed to leveraging technology in the
country’s growth trajectory, as enshrined
in Zambia’s Vision 2030. The document
envisages Zambia as an ‘information and
knowledge-based society’ by 2030 and sets
out specific targets for increasing access to
telephony, internet connectivity and online
services by the 2030 deadline.
According to George Etheredge, ICT
research analyst at Frost & Sullivan Africa, the
relatively low level of internet penetration in
Zambia – only 17.5 percent of the population
has internet access – poses substantial
opportunity over the coming period, as
connectivity levels rise, and the demand
for internet-based services increases. This
is particularly true, he says, when viewed
together with the government’s ICT policy.
“A key objective of Zambia’s Vision 2030
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is to transform the country into an ICT
hub and the government has sought to
encourage investment into the ICT sector
by abandoning price controls and reducing
tariffs,” Etheredge says.
Alec Newman, project associate at local
online platform Rent to Own Zambia, says
currently businesses can also benefit from
a first-mover advantage, as competition is
lacking in the country. The country is big –
although sparsely populated – and has a high
mobile penetration and demand for services,
he says.

The local ICT market

Zambia’s mobile market is nearing saturation,
and to date mobile operators and service
providers have played a key role in shaping
the ICT sector. According to Mawano Kambeu,
founder and managing director of Dot
Com Zambia, an ICT company specialising
in e-commerce platforms for the Zambian
market, “most products and services are
geared around the mobile phone in one way
or another”.
However, as growth in the mobile market
dwindles, the current low in internet
connectivity will become the key focus for
operators.
“As growth in the mobile market slows,
mobile operators will increasingly turn
their attention to consumer broadband
connectivity. There’s ample room for growth
here as only 12.7 percent of households had
internet access in 2015,” says Etheredge.
MTN Zambia launched 4G LTE services
in urban hubs in 2015, while Liquid Telecom
is also busy with ongoing fibre rollout,
giving businesses access to speeds of up to
100 Mbps. The company expected 20 000
premises in Lusaka to be covered by the end
of 2015.
Following in the footsteps of internet
improvements, demand will also increase for
over the top (OTT) services. Etheredge says

currently 63 percent of Zambian internet
users make use of a social networking
platform, and this is a key area in which he
believes demand for services will grow as
more people come online.
Looking at the market more broadly, existing
big players include energy provider CEC
(Copperbelt Energy Corporation), Hai (Liquid
Telecom’s fibre service provider), Airtel, MTN,
state-owned carrier Zamtel, and iConnect.

Doing business

The World Bank’s most recent Doing Business
report placed Zambia at 97 of 189 countries
examined worldwide. While in the bottom
half of countries globally, Zambia is ranked
sixth among the African countries included
in the report, and as such is one of the more
favourable destinations on the continent in
terms of launching and running a business.
Within the ICT sector, however, local
companies feel the regulatory framework
is lacking, and the various regulations can
often be contradictory. This, says Kambeu, is
particularly stifling to innovation within the
sector.
“The ICT laws are like the Wild West,” he
says. “The biggest challenge is when it comes
to innovation, it becomes a very difficult road
to navigate from a regulatory perspective and
from a stakeholder perspective.”
Newman also cites a number of
infrastructural issues that may spell instability
for businesses in the country – such as the
upcoming election, frequent power cuts, and
depreciation of the Zambian Kwacha.
In addition, Etheredge points to the low
banking rates, only 14 percent of Zambians
have bank accounts.
“Any business seeking to establish itself
will need to be innovative with its payment
solutions. Mobile money could prove
important in this respect and established
players, such as Zoona and MTN, are already
expanding into adjacent services,” he says.

Why consider

ZIMBABWE?

HEALTHY GROWTH IN ICT
SECTOR SUPPORTED BY
GOVERNMENT PROGRAMMES.
BY TAWANDA KAROMBO

E

xpansion and growth in mobile money
payment platforms, enterprise and
government network connectivity as
well as consumer gadgets such as mobile
phones will be the most attractive ICT areas in
Zimbabwe this year, note local experts.
Zimbabwe has made steady progress in the
ICT arena in recent times, with the government
playing a role through its e-government
programme. Both private and public sector
players in the telecommunications space have
channelled investments into the industry, with
2016 expected to be no different, according to
insight by executives and analysts.
Experts say the major urban centres in
the country are lucrative for the consumer
segment, while the rural and remote areas are
attractive because companies are expanding
coverage and services there. Broadband
applications such as WhatsApp, Facebook,
Twitter, YouTube and Skype have all started to
penetrate the local market, signalling the level
of advanced device penetration is growing.
Much focus is on the mobile money
space. “Like other African countries facing
low bank penetration rates, Zimbabwe is
using mobile money to drive its financial
inclusion targets. There’s growing interest in
international remittances as well, given the
country’s growing diaspora,” says Lehlohonolo
Mokenela, ICT industry analyst for Frost &
Sullivan Africa.
The major players in Zimbabwe’s mobile
money payment ecosystem are the mobile
operators – Telecel, NetOne and Econet
Wireless. Banks and retailers also have mobile
money platforms, but those run by the telcos
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are most visible and popular, with Econet’s
EcoCash user numbers now at five million and
those of Telecel now around one million.

Expanding connectivity

The mobile networks are also investing
significantly into expansion of capacity
and data coverage, including last-mile fibre
projects. Local market watchers believe
this presents investment and partnership
opportunities for network equipment
suppliers.
“Mobile companies are by far the first
area of interest for partners, investors and
equipment manufacturers because new
equipment for base stations, towers and
fibre equipment is most needed,” notes Chris
Musodza, a local ICT consultant engineer.
“In countries such as Kenya and Nigeria,
they have companies that lease towers to
telecom companies, while in Zimbabwe
tower sharing is still problematic and could
be solved by companies that invest in tower
construction and management,” he adds.
Companies such as Huawei and ZTE have
been undertaking network development
and expansion projects in Zimbabwe. These
companies also have a presence in the
country’s enterprise sector working alongside
other companies that sell enterprise ICT
programmes.

ICT policy

Zimbabwe will likely finalise and implement
a new ICT policy, currently in draft form,
this year. This will supersede its somewhat
outdated current policy, which was first
adopted in 2005. This new policy will further
stress the role of expanded connectivity as a
foundation for a more digital-based economy.
“Rapid and robust infrastructural development
and rejuvenation have enabled the
development and availability of a plethora of
e-services, which consumers have embraced
as easier means to communicate and transact
person-to-person, person-to-business and
business-to-business,” wrote ICT minister Supa

Mandiwanzira, in the foreword to 2015’s draft
Zimbabwe National Policy for ICT.
The draft ICT policy says the “absence of an
internet governance framework to deal with
the management of national and international
internet traffic” will be addressed. It details
the ICT minister will “facilitate the setting up
of a national ICT backbone for broadband
services, information and applications to
avoid the duplication of investment by service
providers in the country” and adds that the
“the institutional and regulatory framework”
will be implemented.
Economist Moses Moyo says the ICT sector
is a lucrative industry for potential investors.
He however warns that investors are still
looking for clarity on policy issues such as
the indigenisation policy, which requires that
foreign investors give up 51 percent of shares
in local companies into the hands of black
Zimbabwean groups.

I SPY…
Although it hasn’t yet been confirmed,
government sources said the ICT Ministry
has been mandated to look at ways of
controlling social media in the country.
Investors may be concerned by the
government’s move to start snooping on
private citizens’ telecommunications in a
country that already has repressive media
laws. Experts in the ICT industry are also
worried by this move, saying it will curtail
citizens’ rights and freedom to enjoy
communications.
The government of President Robert
Mugabe has criticised social media and
internet publications for spreading falsehoods
about Mugabe’s health while a Facebook
character, Baba Jukwa, tormented the
Zanu PF party, spilling dirty secrets about
politicians ahead of elections in 2013. It’s
against this backdrop that there are concerns
that the government might fast-track its
snooping tools and regulate social media.

IN F CUS

The Africa
opportunity
WITH ITS BILLION STRONG –
AND GROWING – POPULATION,
WHICH IS INCREASINGLY EAGER
TO ADOPT NEW ICT-BASED
PRODUCTS AND SERVICE,
AFRICA IS PIQUING THE
INTEREST OF CHANNEL PLAYERS
LOOKING TO ENTER OR EXPAND
ACROSS THE CONTINENT. BUT
HOW TO GET IN?
BY GABRIELLA MULLIGAN
PHOTOGRAPHY SHUTTERSTOCK

A

frica’s vast size and variation among its
markets make it a complex proposition,
and African expansion carries with
it a measure of risk. According to the World
Bank’s most recent data, the majority of African
countries rank in the bottom half globally in
terms of ease of doing business.
As such, formulating an expansion strategy
requires a thorough consideration of potential
entry models, the identification of target
markets, and a balancing of a company’s own
risk appetite, at the very least, if expansion is
to be successful.
There are a number of different entry
models for channel players looking to launch
or expand into Africa, including exporting,
joint ventures and alliances, greenfield,
licensing, franchising and mergers and
acquisitions activities.
However, according to Danson Njue,
research analyst at Ovum, two models
stand out as most common for launching or
expanding in Africa – starting new operations,
or acquiring existing ones.
While the models ultimately chosen vary
from market to market, he says one general
trend that can be extrapolated is that in very
competitive markets, the acquisition model
is preferred, except where the business
brings a completely new idea, product or
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| Q1 2016

“Two models stand out as
most common for launching
or expanding in Africa –
starting new operations, or
acquiring existing ones.”

service, which provides for strong
differentiation in the market.
When selecting an entry model,
Njue says an evaluation of the
market status is required, covering
key elements such as the number
of players, regulatory requirements,
market needs, and the type of
product or service to be launched, to
Danson Njue, Ovum
name a few.
Anesu Charamba, ICT team leader
at Frost & Sullivan Africa, says: “A critical
company’s expansion successes, but rather it
factor in selecting an approach is finding a
requires adaptation and different approaches
model that’s best suited to the organisation’s
to each market.
long-term strategy and objectives, as well as
“We have entered eight countries to date
selecting one aligned to the company’s risk
and established operations or developed
appetite.
existing ones. Early on we deployed our own
“In certain instances, organisations have
network from scratch, like in Zimbabwe, but
adopted blended model approaches according
also entered into partnerships with existing
to the size and scope of the company’s
players to commercialise their fibre – for
objectives. For example, Microsoft, SAP, Oracle
example, in Zambia, with CopperBelt Energy
and Huawei have implemented part foreign
Corp. We’ve acquired large operations in
direct investment, local partnership and
Kenya and Rwanda, and turned them around
licensing approaches and have successfully
to make them more efficient and larger,”
established a presence in multiple African
Eurin says.
markets,” Charamba says.
In Eurin’s view, there are only two factors
critical in developing an entry model: existing
Choose your own path
players and the size of the market.
Carefully selecting a target market in Africa
“In markets where well-organised ISPs
is also a critical step in planning a successful
exist, we typically aim to purchase the best
expansion strategy, and the experts agree
one, and inject more capital to rapidly develop
there’s limited value to ‘following the crowd’ in
their operations and networks. If there are
this regard.
none, we build from scratch,” he says.
Rather, both Njue and Charamba say indepth market research, taking into account
Local market knowledge
the individual organisation’s own due
German-headquartered player SUSE has been
diligence, strategy and resources, is critical in
active in Africa for 14 years, and while its main
locating a target market.
African base is in South Africa – its biggest
“Market research studies can provide an
market on the continent – the company
overview of market status in terms of products
enjoys operations continent-wide largely
and services in the market, and this can help in
through reliance on its local channel partners.
identifying new opportunities,” Njue says.
SUSE also says a very localised approach is
Charamba agrees, and adds local and
necessary, taking into account the nuances
international companies are increasingly
and demands of the individual market.
taking the approach of following and
“You need to have a clear understanding
partnering with their clients in their own
of the market you’re about to enter; its
African growth stories, and in so doing can
technological needs and requirements and,
identify new markets to enter.
of course, the need for your service offering.
In addition to Charamba’s examples of
Africa is an emerging market with each
companies successfully implementing multiregion having its own unique methods of
pronged expansion strategies, Njue points
operating; we’ve learnt that the ‘copy and
to Liquid Telecom as an interesting case
paste’ approach won’t work across regions,”
study of a company that continues to expand
says Matthew Lee, regional manager for Africa
on the continent through a range of entry
at SUSE.
mechanisms.
“Additionally, in-country channel partners are
When asked about the company’s
crucial as they become the face of your brand
approach, David Eurin, CSO at Liquid
and need to have the necessary knowledge on
Telecom, says there’s no secret recipe to the
your products and services,” he concludes.
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EXPANDING INTO AFRICA

Four South African ICT veterans share the single biggest challenge they faced
when moving into Africa.

BY TRACY BURROWS
PHOTOGRAPHY VARIOUS

“W

hile every region is different, overall, the African market might be seen
as a tough one to crack. You have to understand the market conditions,
and only the tough survive. Africa has the highest concentration of high growth
and rapidly emerging markets in the world, presenting huge potential growth
opportunities. But not every international vendor expanding into Africa has been
successful when entering this market. Some have placed expat staff in African
countries and had to close offices when security risks became too high, and some
have found the business culture too foreign for them to operate successfully.
“We believe understanding local conditions is crucial for success, which is
why our model entails hiring local direct touch staff to represent the company
in key regions, who then service local channel partners in their countries and
neighbouring countries. They understand the local market and business culture,
and are more successful than foreign representatives in engaging with the
channel in those areas. We started expanding beyond South Africa into the
rest of Africa in 2007 using this model. Now South Africa is less than half of our
business in Africa, and some markets – like north Africa – are achieving near 50
percent growth year-on-year.”

“I

P E R RY H U T TO N, regional
director: Africa, Fortinet

travel through much of Africa and I’m excited about the revenue
potential. The perception that Africa lacks infrastructure is quite
wrong – major centres like Nairobi and Lagos now have highly functional
business hubs supported by advanced ICT infrastructure. While it’s true
that relationships and trusted connections are important when doing
business in Africa, a multinational entering Africa can get around this by
going in through local partners.
“However, what can prove challenging is Africa’s sheer size. We strive to
enable our distributors through ongoing knowledge sharing and training.
To do so across a continent as vast as Africa has required some innovative
thinking. It’s difficult to get extensive face-to-face time with partners across
the continent, so we use Webex training, which works very well for us.
We do monthly training at set times, and our whole sub-Saharan African
partner community is invited. We get a very good response, with most
partners participating regularly.”

H A N L I WO O D, channel sales
manager, Riverbed SSA
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Vox

Pops

“W

e’ve been successfully introducing multinational companies to Africa for
the past six years. Overall, we feel Africa offers more opportunities than
challenges, but if I had to identify the single biggest challenge in doing business in
Africa, I’d say it was communication – both in terms of physical communications
infrastructure and the ability of multinationals to communicate with African
companies across language and cultural differences. Multinationals moving into
Africa are often surprised to find that processes take far longer than usual in a
Western context. Across Africa, it’s common for delays to occur owing to a lack
of transport infrastructure or materials, owing to red tape, or because slow
customs processes hold up the works. In some regions, time is not of paramount
importance and people could take months to respond to queries.
“In many areas, bedding down a deal takes extensive relationship building
– companies who think they’re going to fly in and leave with a signed deal are
making a big mistake. In addition, Western-based multinationals sometimes
make erroneous assumptions about products and services African markets want
and need – what works in the West may not work in Africa. With 54 countries,
each with its own languages, cultural norms and infrastructure challenges,
multinationals need to work through local partners who can help them understand
local markets and communicate across the language and culture barriers.”

“W

LO U I S E RO B I N S O N, founder,
Database 360

hen Phoenix Distribution began its expansion into
African countries after 2008, it came as a huge
surprise to us to discover that selling products from a hub in
South Africa was never going to work for countries north of
the SADC region. Businesses in central, east, west and north
Africa have been buying out of Dubai for years, and they prefer
to consolidate all their procurement and shipping in a single
shipping container out of Dubai. It’s the way they’ve done things
for years. For them, shipping from Dubai is simpler and between
five and eight percent cheaper than shipping out of South Africa.
“Possibly due to good old-fashioned South African arrogance,
we initially assumed we could serve the market from South
Africa. But through face-to-face meetings with players in east
and west Africa, we quickly realised a presence in Dubai was
going to be key to our growth in Africa. Establishing a presence
in Dubai and regional offices in east and west Africa were good
moves for us: currently, 40 percent of our channel business
comes from north of South Africa’s borders and this business is
growing strongly, in line with our African growth strategy.”

S I M O N C A M P B E L L-YO U N G ,
CEO, Phoenix Distribution
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SELLING SMARTWATCHES
TO SPORTS FANATICS
AS DIGITAL TECHNOLOGY BECOMES FURTHER ENTRENCHED IN OUR EVERYDAY LIVES, MANY STORES HAVE
HAD TO EXPAND THEIR OFFERINGS BEYOND THEIR TRADITIONAL AREAS OF RETAIL EXPERTISE, AND FOUND
THEMSELVES TRANSITIONING TO TECH AS A NEW REVENUE STREAM.
BY JOANNE CAREW
PHOTOGRAPHY SHUTTERSTOCK

T

which offer free fitness tech to members
who achieve certain activity goals.
According to Deon Ross Viljoen,
Totalsports tech sales assistant at its
Claremont store, the sporting goods
destination has had to bring in a variety of
wearable tech to help its clients get the most
out of workouts and to provide customers
with enough variety to find a piece of
technology that fits their individual needs.
“These products range from watches and
heart rate monitors to wireless MP3 players,
GPS devices and action cameras.”

he consumerisation of tech, spurred
on by smartphones, has meant that
digital technologies are now being sold
through different channels and locations
than just a few years previous. For non-tech
retailers this meant a strategic rethink
to integrate new technologies into their
product stack in order to stay in the game.
There’s also been a significant mindshift in
the ‘go to market’ among the tech brands.
Let’s take the sports tech market as an
New markets, new customers
example.
While tapping into different market segments
Since launching in South Africa in July
allows manufacturers and retailers to open
2013, Nikki Friedman, brand manager for
up to new opportunities, it also poses some
Fitbit SA, has seen substantial growth in
challenges. The kind of person coming into
adoption of wearable devices by consumers.
Totalsports for fitness technology ranges from
According to Friedman, this growth
has meant that companies like
Fitbit have realised that each
customers’ fitness journey is
personal and they can’t adopt
a ‘one size fits all’ approach to
meeting customers’ needs. “It was
important for us to understand
that individuals will shop where
they feel they get the best service
Walter Mech, Garmin
and advice. We then used this
information and extended our
retail offering into consumer electronic,
the very active – this being people who know
sports, as well as health and wellness
what they’re looking for – to people who are
retailers.”
looking to get started and want a gadget to
Walter Mech, Garmin’s Sub-Saharan
help them get on their way, says Viljoen.
Africa CEO, echoes Friedman’s sentiments,
While he does describe this diverse
noting that the GPS brand is increasingly
array of customers as a “nice mix”; he
distributing its products via more specialist
acknowledges that sales staff will be asked
channels. “Changes in the industry mean we
a variety of questions and regularly get
have to distribute to new channels; channels
tested on how much they know about each
that previously weren’t available,” he says,
item and the different brands. This makes
continuing that this has meant moving
it important for stores venturing into the
beyond mainline distributors. One such new
tech space to ensure staff are properly
industry development in these distribution
trained to give customers the best advice
channels has been the rise of rewards
possible. Fitbit divides these customers into
programmes from insurance companies,
three groups, states Friedman. The first is

“Our job with regards to
anything we sell or support
is to ensure that the right
training is taken to the
channel.”
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‘everyday users’ who want to track activities
to improve overall health, then ‘active users’
who want to monitor their workouts, and
finally ‘performance users’ who want a
device that allows them to take their training
to its peak. Understanding these different
customers and how to market products
to them is essential, as is picking the right
distribution channel for each group of
products, she says.

Diversified

distribution

Increasingly, sales people working at
non-tech stores stores have had to become
familiar with the ins and outs of selling
wearables and fitness tech and because these
stores generally sell other types of technical
products, training salespeople has been quite
easy, according to Friedman. Sports retailers
currently sell high-end technical sportswear
and the health and wellness stores are already
well-educated about how to sell vitamins,
blood pressure monitors and a variety of
other medical products, so training is focused
on teaching the fundamentals of the Fitbit
brand, she continues. The sales teams in
the respective stores have been more than
willing to learn the technology around the
Fitbit brand. “Our job with regards to anything
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we sell or support is to ensure that the right
training is taken to the channel,” adds Mech.
When it comes to much of the wearable
tech on offer at Totalsports, Viljoen notes that
customers want these devices but are often
deterred because of price sensitivity. “The
real value lies in the advantage it gives the
customer in the long run through improved
performance. It can also be challenging to
match a product to someone’s specific needs
because each person has different goals to
achieve and there’s a lot of choice.”
The rise of social media platforms and
online commerce has caused Garmin to
rethink its strategy in terms of how the
brand can best reach its target market, says
Mech. “In order to optimise the messages we

send out, we have to approach it from the
customer’s perspective, which means making
information available to them across multiple
languages and territories,” says Mech. “Over
the last 16 months, mass retail has seen a
decline, the amount of feet going into stores
has dropped and online platforms have
grown exponentially. Our product is going to
market via different channels, which means
that our business model has to change.”
As the implementation of different digital
technologies continues across all areas of
our lives it’s apparent that the market is also
changing. With this proliferation, no longer
is tech an exclusive domain, what then does
the future hold for the traditional PC shop
and its staff?

BUSINESS

IT’s
all about
returns
the

pitch

SELLING TO THE FINANCIAL
SERVICES SECTOR REQUIRES
A DIFFERENT APPROACH –
MORE BUSINESS AND LESS ICT.

BY TRACY BURROWS
PHOTOGRAPHY KAROLINA KOMENDERA

S

outh Africa’s financial services sector
is a tough customer – it wants to see
clear business value before making
an investment and doesn’t simply spend
for the sake of it. But there are still good
opportunities for those supplying financial
services solutions.
So says Frans Vermaak, technical director
of Praesignis, an information management
and business analytics consulting company
based in Johannesburg.
He’s not alone in the view that there’s a
strong future for technology-driven financial
services – global market disruptors are
challenging traditional players off technologybased platforms; Ernst & Young reports the
market is growing strongly internationally
with ‘FinTech’ business set to double this
year; and companies such as KPMG recently
staged a FinTech Innovation Challenge to find
innovative solutions to showcase at this year’s
FinTech Innovation Summit in London.
But a wave of financial services innovation
and FinTech startups has not yet reached
South Africa, where banks, insurers and other
financial services are increasingly willing to
invest in IT, but they still do so cautiously.
People don’t spend in this sector – they invest.
Project delivery investments and
expectations are also changing, Vermaak says.
“Ten years ago, banks might have signed off
on multi-million rand projects that took two
years to implement. Unfortunately, these huge
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projects typically ran on longer and
cost more than expected. Customers
got their fingers burnt. Now, they
don’t want to commit to long-term
projects: they want incremental
projects delivering incremental
returns. They want a shorter time to
value.” The financial services sector
is leaning more toward three- to
six-month implementations, with far
faster ROI, he says.

“The days of the massive,
multi-million rand, multiyear implementations are
basically over.”
Frans Vermaak, Praesignis

A different way of doing business

The implications for service providers such as
Praesignis, is that margins have to be higher,
and that employment can’t be guaranteed
for specialist skills. “If you have a six-month
contract, you need to look to highly paid
consultants and contractors only for that
period. This can sometimes mean the project
costs more than it should. On the other hand,
it’s having a positive impact in that it makes
good business sense for service providers to
train and upskill more juniors to implement
these projects cost-effectively.”
Vermaak says Praesignis has a long history
of working with the financial services sector:
this track record is proving invaluable now
in driving business for the company. “To
sell to this sector today, you need to have
an established track record, or a unique
proposition that answers a specific business
need,” he says. “The buying patterns have
changed – now, instead of meeting the IT
guys, you meet the business executives. They
don’t particularly care about technology
brands and specifications. What’s important
to them is the business value the solution will
deliver, and the track record of the service
provider. They want to see case studies of
similar implementations you’ve done in the
past. It helps a great deal if you have proven
experience in addressing similar problems to
the ones they have.”
In line with the growing focus on business
value, Vermaak sees major financial services
companies looking less to BI, and more to
predictive analytics. “Companies want to
explore relationships between internal data
and external data such as that from social
media. They want to predict the impact of
business decisions.” Smaller financial services
firms often straddle the old and new worlds,
he says, with some departments still using
spreadsheets while other departments
explore advanced new technologies. “Among
the smaller players, I believe there are
opportunities for service providers who
can implement a complete solution that
encompasses everything the company
needs,” he says. In addition, Vermaak believes
financial services solutions are becoming
increasingly relevant in other verticals, as
the focus swings to greater governance and
compliance and fraud prevention across
industry sectors.
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Costs and returns

Jann Krynauw, executive director and actuary
at Rezco Asset Management, oversees the
company’s ICT systems and procurement.
With a background that also includes
computer science, Krynauw believes the
right ICTs can deliver significant cost savings
and efficiencies to firms such as Rezco. “The
solution has to deliver the right efficiencies
and cumulative value,” he says.
With only 17 full-time employees, Rezco
might at first glance appear to be a small
business. However, it manages a significant
R7.5 billion in funds for its clients, out of
three offices in Johannesburg, Cape Town
and Port Elizabeth. Krynauw makes a point
of staying abreast of new technologies that
will support efficiency, innovation and service
delivery for his company, and expects the
same from ICT vendors and service providers
he deals with. “Information security is a top
priority in our business, so we invest heavily
in this area. We also depend on high speed
access, integrated information systems, and
cloud-based enterprise tools,” he says. Using
hosted services makes sense for a company
of Rezco’s size, he says, since this reduces
the need for additional IT staff and allows for
flexible, scalable access to enterprise-grade
technologies.
When it comes to ICT procurement,
Krynauw is quick to sift effective service
providers from those simply chasing sales.
Online presence is his point of departure
for selecting most IT service providers and
vendors. “If the look and feel of the company’s
website isn’t right, or the site doesn’t perform
well, it raises questions about the company’s
ability to deliver. It’s fair enough if a garden
service has a below-standard website, but a
tech company should have basic standards
in place around its site,” he says. “In addition,
the company needs to be responsive. If I have
a query, I expect them to be able to answer
immediately. If they don’t, I move on to the
next service provider.”
Once an IT service provider makes it
through the door, Krynauw expects the
service provider to make an effort to
understand Rezco’s business and offer
solutions that will support the business
strategy. “When I look at a service provider, I
consider the effort they make to understand
our business. This is especially important
in the security space – there are layers and
layers of potential solutions, so they need to

Driving change
in financial services

The World Economic Forum report Future of Financial
Services: How disruptive innovations are reshaping the way
financial services are structured, provisioned and consumed
says innovations in the financial sector are having the
greatest impact where they employ business models that are
platform-based, data-intensive, and capital-light. The report
says incumbent institutions will employ parallel strategies;
aggressively competing with new entrants while also
leveraging legacy assets to provide those same new entrants
with infrastructure and access to services.

S U M M A RY O F W E F ’ S TO P
D I S R U P T I V E T R E N D S BY S EC TO R
Payments sector – mobile payments, streamlined
payments, integrated billing, next generation security,
cryptographic protocols and P2P transfers
Insurance sector – disaggregated distribution, a sharing
economy, smarter and cheaper sensors, IoT, wearables
and standardised platforms
Investment management – social trading, automated
advice and wealth management, retail algorithmic
trading, advanced analytics and Process as a Service.
Deloitte’s 2016 Financial Services M&A Predictions says digital
disruption will force insurance companies to invest heavily
in research and digital capabilities, in order to keep up with
developments such as the Internet of Things, peer-to-peer
insurance and the sharing economy.

understand our set-up, provide consulting and
confirm that the products we’re interested
in are a perfect fit for our business. If, after
consultations, I get sent a generic ‘cut and
paste’ quote, I just lose interest. We’ve even
been sent quotes with other clients’ names
on them. This does not indicate the level of
interest or attention to detail we’re looking for
in a partner.”
On the other hand, should a vendor or
service partner show high levels of proficiency
and make an effort to deliver solutions that
support Rezco’s business, Krynauw is ready
to spend. “I’ve found features on our existing
solutions that I would have spent four or
five times as much on. The right technology
that enables the right efficiencies delivers
significant, cumulative returns for us. In fact,
we spend more on technology than we do on
rent for our three branch offices every month,
and we consider it money well spent.”

BUSINESS

innovation

focus

CHANGE
CASSIDY
- AND THE COMFORT
ZONE KIDS

SELLING TECHNOLOGY WITHOUT ENSURING
STRONG ADOPTION BY THE CUSTOMER’S
EMPLOYEES MAY BE A RECIPE FOR DISASTER.
CHANGE MANAGEMENT IS THE ANSWER.

BY RODNEY WEIDEMANN
PHOTOGRAPHY SHUTTERSTOCK
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ou may have the best sales team in the whole damn west
rand, but if your customer’s employees don’t buy into
using your solution it won’t amount to a hill of beans when
it comes to repeat business. Effective user adoption is just as crucial
as the technical implementation. And, of course, selling change
management services alongside a solution can also provide a fistful
of dollars.
According to Leighton Preston, a director at KIPS Consulting,
while salespeople recognise the benefits of their software and have
an understanding of how their technology can benefit the customer,
they often forget that all organisations are different.
“Change management involves understanding the different
structures, cultures and drivers of an organisation and adapting the
technology implementation approach to minimise the chances of
experiencing resistance to change,” he says.
“Remember that most people don’t like change and get into
a comfort zone where they’re confident with repetition. A good
change manager is thus critical, as they can help employees
understand the benefits and the impact of a new solution.”
Stuart Macgregor, CEO at Real IRM, says implementing new
technology is much like the old adage of taking a horse to water.

solution. Furthermore, when implementing the solution at a customer,
the deployment plan must not only focus on product and training, but
should also encompass the company culture and look at ways to make
employees more comfortable with the new technology.”
He suggests that in today’s environment, where the focus is on
providing customers with end-to-end solutions, channel organisations
should consider an enterprise architecture approach. This would
encompass the entire lifecycle of a product, while also taking into
account the client’s own strategic roadmap for the future.
“Change management is a vital part of enterprise architecture,
so by adding this string to their bows, channel players would put
themselves in a position to move from a purely transactional
approach of how they do business with customers, to a more
relationship-focused approach. Ultimately, they would position
themselves as cradle-to-grave providers that can help customers
achieve what they need, both now and well into the future.”

Cost vs benefit

Preston cautions that it might be wiser for channel entities to
bundle or sink the change management cost into the overall
technology cost. This, he says, is because customers sometimes

“Budgeting for change management doesn’t have to be an expensive
and daunting exercise either for the implementer or for the customer.”
Leighton Preston, KIPS Consulting
“Unless the horse wants to drink, you’re wasting your time, so
making the employees ‘drink’ requires a specialist, as you are
ultimately attempting to change the organisation’s culture.”
He explains that done correctly, change management offers the
channel the opportunity to develop long-term relationships with
clients, rather than merely making one-off sales.

Changing the channel

So how exactly does change management affect the channel?
Preston indicates that change management is important to the
channel for two reasons.
“Change management can serve as a revenue generator for
those organisations that add this service into their overall bouquet.
Furthermore, it can serve as a method of reducing the costs
associated with project slippage,” he says.
Macgregor adds that any channel player opting to deliver change
management as a service needs to think about a deployment
methodology.
“Firstly, you need to get your sales people to understand what’s
required from a change management point of view – they must
be aware that they aren’t just selling technology, but rather a total

CHANGE STARTS AT
THE TOP. Leadership
must buy into the
idea and drive it from
above.
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reject the change management cost if it’s visible, which obviously
leads to significant risk for both customer and supplier.
“Nonetheless, budgeting for change management doesn’t
have to be an expensive and daunting exercise either for the
implementer or for the customer. Technology implementers should
focus on enabling ‘business change champions’ within the client
organisation, enabling the customer to absorb a large portion of
the cost and effort.”
Of course, he continues, this approach must still be supported by a
specialist who understands the theory and psychology behind change
management as a practice. A successful implementation should be
measured not only by the success of the install of the technology, but
also its adoption and use.
“Change management should always be a consideration when
selling and implementing solutions. While there’s no ‘silver bullet’
approach, due to the differences in organisational culture and the
way technology is always changing, it remains a crucial aspect of
any successful technology implementation. Remember that you’re
only as good as your last implementation and the reputational risks
and the risk of implementations failing are greatly increased when
change management isn’t considered,” concludes Preston.

--- Basic principles of change management --CHANGE WILL
NOT HAPPEN
NATURALLY.
Formally create a
change management
programme that will
address each layer of
the organisation.

IT’S NOT
JUST ABOUT
TECHNOLOGY.
Remember there’s
a human side to the
equation too.

FORMULATE AND
ARTICULATE THE
CASE. Articulate a
convincing need for
change; demonstrate
faith that the
company has a viable
future and provide
a road map to guide
behaviour and
decision-making.

CONTINUOUS
ENGAGEMENT IS
IMPORTANT. It’s
about more than just
a strong message of
change at the start of
the initiative; change
requires sustained
communication.

PLAN, DELIVER,
REFLECT AND
ADAPT. Continuously
cycle through the
phases of planning,
delivering, reflecting
and adapting, as it’s
impossible to always
foresee exactly what
will happen in the
project.

DON’T MANAGE
CHANGE FROM AN
OFFICE. Change
affects people on
the floor, so walk the
corridors and talk
to the people it will
impact.

BUSINESS

Sharing risks
and rewards

under the

spotlight

GLOBALLY, OUTCOMES-BASED CONTRACTING OFFERS
POTENTIAL AS A WAY TO MAINTAIN A COMPETITIVE
EDGE IN TOUGH MARKETS, BUT LOCALLY, THE GOING IS
CURRENTLY SLOW.

BY MONIQUE VERDUYN
PHOTOGRAPHY SHUTTERSTOCK

O

utcomes-based contracts, where
customers pay for pre-agreed
‘outcomes’ rather than for prescribed
products and services, aren’t new, but
are gaining increasing attention. Driving
performance, prioritising results, and
encouraging innovation, it’s an approach to
contracting that links payment to a contractor’s
ability to meet, or exceed, project outcomes in
a meaningful and measurable way.
The thinking is this: when the focus is on
results and outcomes, rather than on time,
processes and outputs, companies and ICT
suppliers can agree on contracts that drive
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cost-effective services, innovative outcomes,
shared risk and results that are quantifiable.
One of the first and best known examples
of an outcomes-based business model is
Rolls Royce’s ‘Power by the Hour’. More than
20 years ago, Rolls Royce transformed its
support and maintenance contracting model
for engines used in commercial jets. Instead of
charging customers for repairs, maintenance
and spare parts, it charged an hourly fee based
on the number of hours of flying time for an
engine,
By focusing on the real need of the
customer – keeping a jet in the air – the
contractual arrangement delivers greater
customer satisfaction, while reducing
inefficiencies and increasing Rolls Royce’s
own revenue at the same time. It’s a structure

that has become the industry standard in
commercial aviation.

The scenario on the ground

In South Africa, customers are open to
the idea of contracting in a way where the
value earned by the supplier links to the
value gained by the customer, according to
Lee Kuyper, financial director and CEO of
Connect Software Solutions at SilverBridge.
However, there are a number of challenges
in determining what this value is and when
it’s gained.
“Typically, it’s determined at the start of
an engagement, but many things change
over time,” he says. “Evolving priorities,
objectives and other aspects impact what
and how something is being delivered, and
have influence on the value and timing of
what’s gained. What’s often better is a
hybrid approach where there’s an element
of a reward-based model, but also a flexible
component that allows for changes over time.”
For the channel, outcomes-based thinking
is a mind shift. It’s no longer about selling 100
printers to an enterprise, for example; rather,
it’s helping to reduce the paper footprint by
50 percent. If you’re implementing a sales
and marketing application for a car dealer,
an outcomes-based agreement will focus
on the number of qualified leads generated
for the dealers, and not the delivery of the
application itself.
“The overall client experience should not be
a commodity driven by unit pricing, but rather
a procurement process and method that take
a long-term value approach,” says Nick Bell,
CEO at Decision Inc. “This entails involving the
client and being inclusive, not prescriptive, in
procurement discussions.”

The impact of flat markets

Pressure on businesses to perform in tight
economies has shifted focus onto costs and
the value that they deliver to a company.
“The principle of ‘fixed retainer fees for
support’, for example, is being extended into
other parts of service offerings by ICT vendors,
and is easier to understand and adopt by
ICT executives,” says Brent Curry, CIO, The
Foschini Group. “As the industry moves faster
into cloud-based ICT service offerings, these
types of models, will most likely become more
common, but are still few and far between
right now.”
The downward pressure on consulting
rates owing to weaker client purchasing
power and increased competitive forces,
does mean that ICT providers need to be
innovative in how they position themselves
to clients. At the same time, Bell stresses, the
outcomes-based model is only sustainable in
a mature client/supplier relationship, where
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a collaborative and strategic partnership has
been established.
“Both parties need to be committed
to achieving a common set of goals. The
outcome has to be mutually beneficial and
encourage improved, business-aligned results.
While cost savings can be derived for the
client, the supplier will need to constantly
innovate service delivery – and there’s
increased motivation for the service provider

investment in the relationship is required from
both parties.”

Reaping benefits later?

Is the channel open to the idea that the
subsequent success of a project can generate
revenues at a later date? The answer is no,
according to Kuyper. “The channel is normally
looking for revenue to be delivered as early
on in the process as possible. However, again
because of the tight economy,
there’s increasing pressure from
businesses to align this revenue to
points in the future where it can be
determined that success is achieved.”
Sound performance measures
are critical to ensuring a successful
outcomes-based procurement
arrangement. “The measured
outcomes should be objective,
measurable, clear and realistic,” says
Bell. “To ensure that it remains cash
positive, the outcomes also need a
timeframe that’s not too extensive.”
Ultimately, suppliers need to demonstrate
the delivery capabilities and financial
sturdiness to succeed. Relying on the success
of a project means having absolute faith in the
delivery competency of the team, as well as the
capacity to innovate and be agile. Importantly,
outcomes-based agreements offer the benefit
to the channel of predictable cash flows and a
good source of future profit.

“Outcomes-based models
are being considered in the
local and international ICT
industries, but not widely
adopted.”
Brent Curry, The Foschini Group
to achieve the best outcome to maximise its
financial gain.”
But being more responsive to client
requirements demands a strategic agreement
that’s open and transparent. “Not only does
the supplier’s approach need to change –
clients that want to move to outcomes-based
pricing will need to look at working closely
with the supplier and sharing all internal
information and data,” he adds. “A significant

Making the move to
outcome-based contracting
Outcomes-based contracts share three fundamental features:

1.

2.

3.

A focus on business
outcomes (the ‘what’),
rather than activities and
tasks (the ‘how’)

The use of measurable
performance standards
that are tied to the required
outcomes

A pricing model that
includes rewards and risks
– thus a degree of both
control and risk shift to the
service provider.

These key elements are inter-related; outcomes need to be translated into measurable
performance standards – and delivery against the performance standards is used to
determine the amount of fees paid.
A word of caution: these are usually the same elements that present parties with the most
difficulties when negotiating and documenting an outcomes-based agreement.

BUSINESS

Five steps to launching
a cloud brokerage service

toolkit

AS A NEW AREA OF REVENUE,
OFFERING A CLOUD BROKERAGE
SERVICE HAS MUCH POTENTIAL,
BUT ONLY IF YOU GET IT RIGHT
FROM THE OUTSET.

BY RODNEY WEIDEMANN

A

small army of hosting companies offering cloud services have popped
up in South Africa as cloud gains traction locally. Many businesses will
be aware of the benefits of moving to the cloud, but are perhaps uncertain
about the path, workloads, suitability and what each of the providers offer,
or even what they should be paying or the kind of terms they should be
agreeing to. What can they do in such a situation?
One option would be to turn to an independent cloud broker to shine a
light through the fog of confusion. The market is new and yet to be defined,
which suggests opportunity. Perhaps your channel business offers IT
services and you want to increase revenues, or you have trusted advisor
status with your clients and want to grow your portfolio, or maybe you’re
feeling the time is right to move on from selling notebooks and big tin. Here
are five steps to follow in launching a cloud brokerage service:

Check your backend

It’s vital to ensure that the right system is in place to support the billing
for your cloud services, otherwise you won’t remain in business for long,
points out AJ Hartenberg, portfolio manager for Datacentre Services at
T-Systems. You should also ensure the solidity, performance and features
of the underlying platform, including redundancy and availability. Also note
that although the client’s final SLA isn’t with the broker, but rather the
service provider, it’s important for the broker to ensure the quality of this
SLA. In other words, if you want to keep your clients happy, don’t take on
any services where you’re not 100 percent happy with the SLA.

Choose your product
catalogue wisely

The decision around what services or applications are going to be offered
through the brokerage is vitally important. Obviously, you can’t be all things
to all people, so you won’t be able to offer every service or app under the sun.
The question then becomes one of who do you partner with? It’s obviously
impossible to represent every vendor available, says Kevin Derman, GM:
Cloud and Hosting at First Distribution. However, a good cloud broker will
offer choice in each of the product categories. The ultimate aim of a service
of this nature is to reduce complexity and increase ease of doing business.
This is achieved by being able to provide a single bill in a local currency, while
consuming a range of services from different local and global providers, along
with a single sign on and management panel for all of these vendors at the
same time. Therefore, a successful cloud broker will certainly have to offer the
broadest possible catalogue suited to the clients’ requirements.
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A word of
warning

While you may choose to offer a service that
incorporates elements of your own private
cloud with elements of the public cloud (such
as Amazon), you must make customers aware
of the impact this can have. For example,
data hosted in a public cloud may not be
hosted within the client’s national borders –
which could mean the customer runs afoul of
financial regulations or other national laws.
It’s this knowledge and ability to explain the
different options and nuances that’ll be key to
success for a cloud brokerage.

Know your market

When it comes to a disruptor like the cloud, there are different levels of
maturity on a region-by-region and nation-by-nation basis. There will be
different levels of maturity across different industries too. This means that
a cloud broker needs to carefully select its target markets. If you try and
sell cloud services to the more conservative or less technologically focused
industries, you may struggle, suggests Hartenberg. On the other hand,
choosing those sectors that are already technologically advanced – like South
Africa’s banking industry, for example – will make it much easier to get buy-in,
although naturally, these sectors will also be the ones where you face the
strongest competition. Ultimately, to be a success, you will have to know your
target market and understand your customers.

What is a true cloud
brokerage?

New skills will be critical

The skills we need for tomorrow are not the ones we have today, according
to Gary de Menezes, NetApp SA country manager, but because this is such a
rapidly and radically changing environment, no one really knows what skills
will be needed. Unlike traditional IT skills, where there’s a strong focus on
specialising in a single technology pillar, the cloud demands people who know
a little of everything about everything. Therefore, a cloud brokerage should
look to hire ‘jacks of all trades, masters of none’.

There are many different models in the market, with
certain distributors and resellers that host their own
solutions trying to create a channel model for these
services. While they would consider themselves a cloud
brokerage, this is essentially just being a vendor of a
solution they’ve created, says First Distribution’s Kevin
Derman.
The true cloud brokerage model is cloud services
distribution and doesn’t involve the distributor hosting
the solutions themselves. The customers and partners
want choice and the brokerage model is more inclusive
of competing products than a hosted solution, so
customers can find the best fit for their needs. Cloud
brokerages also provide an ideal platform for product
bundles and complete solutions from different vendors
to be offered.

Core applications to
consider:

When deciding on the initial applications to offer
through your cloud service, basic services such
as e-mail are a given, but the following types of
specialised apps are also worth considering:

UI and UX

The User Interface (UI) and User Experience (UX) are absolutely critical to
ongoing success. Derman points out that providing the end customer with
a single sign-on and management panel for all of the vendors the broker
represents is vital, as is simple and effective navigation. Also think about what
you need to achieve a year or two down the line. Consider how many people
will be using the cloud system by then and how robust the UI must be to
handle this. As for the UX, you will need to marry ease-of-use, device-savvy
design, custom-fit experiences, role-based access, international compliance
and strong security, in order to deliver a good user experience that’s also
tailored to the capabilities of whatever device the client is using at the time.
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ERP-type applications
CRM-type applications
Financial applications
Productivity suites

INDUSTRY

Selling to the

round

table

datacentre
THE DATACENTRE MARKET IS CHANGING RAPIDLY.
SO IS SUPPLYING IT.

BY PAUL FURBER
PHOTOGRAPHY KAROLINA KOMENDERA

K

eeping the datacentre supplied with
hardware isn’t what it used to be.
Margins have been under pressure
since virtualisation became the de-facto way
of deploying applications but there’s now
an even larger problem for the channel: the
number of datacentres is shrinking rapidly.
“We’re seeing more and more customers
leveraging Azure and Amazon overseas than
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locally because of cost constraints,” says
Louis Jardim, commercial director at Turrito
Networks.
Jonathan Kropf, CEO of Tarsus Cloud on
Demand, says now that the rand-dollar
exchange rate is tanking, those overseas cost
benefits aren’t there any more.
“Customers are looking seriously at a
datacentre in South Africa and saying that it’s
going to cost less. There used to be a lot of
single-purpose servers in the mid-market and
they didn’t necessarily virtualise. Now the midmarket is going straight to the cloud. The big

cloud providers have much more efficiency than
anyone can do for themselves. The workloads
aren’t dropping but they are moving.”
Ian Jansen van Rensburg, senior systems
engineering manager at VMware South
Africa, says there was a local slowdown in
datacentre purchasing.
“In 2015 a lot of companies took stock,
particularly financial companies, and have
been asking where they want to be; where
they want to take their infrastructure.’ Do they
put half on a public cloud and half on a private
cloud?’ I think it’s no longer ‘if’ but ‘when’.

SVEN BLOM,

Teraco
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LOUIS
JARDIM,
Turrito Networks

They just need to get over the next hurdle of
deciding whether to build a hybrid model or
mainly public model.”
Gary de Menezes, country manager for
NetApp says that the dominant factor at the
moment, and particularly for the channel,
is that customers are unsure about their
traditional 25-year old storage model.
“They know it’s not going to scale to their
requirements over the next three years. We’ve
become very good at managing structured data,
but the way we’ve done unstructured data
before is not good enough now. We’re throwing
hard drives at the problem, but data storage will
have to make way for data management. The
solution needs to be media agnostic. Flash is not
the be-all or end all – it’s just part of it.”
Sunny Desai, professional services manager
at Aptronics, agrees that virtualisation and
storage will drive uptake.
“There was a huge demand for virtualisation
and consolidation to get efficiency, but what
we’ve found is that a lot of customers don’t
have the maturity to move workloads into
the cloud. Customers are looking for more
efficiency in the datacentre: how do they
manage data and workloads better?”
Certainly, more companies are pushing
their hardware says Sven Blom, sales
manager at Teraco.
“We change zettabytes into megawatts.
That’s what you do when you put in cloud
infrastructure. And we’re seeing our power load
per cabinet increasing all the time, so much so
that it’s a 20 percent increase year on year.”

Changing trends

Along with more sweating of datacentre
assets, there’s been a consolidation of the
number of datacentres says Desai.
“A lot of customers are looking to move their
datacentres into a hosted environment,” he says.
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datacentre is an asset or not. It may be that
the datacentre will be worthless in a few
years’ time.”
He says this is also reflected in the local
market.
“We’re finding service providers moving
away from running their own datacentres.
Within the past year, five service provider
datacentres have shut down and moved
to Teraco. And there’s a big shift in the
enterprise space as well. The enterprise is
quite risk averse because it has an operation
to run – it isn’t going to just flip something
over into the cloud. So a migration away from
the capex of the datacentre makes sense
because you have to virtualise. The first thing
they do is get rid of the capex and move to a
specialised datacentre.”
Jardim says load-shedding has
also contributed.
“I think load-shedding has affected
the datacentre market in a big way.
Companies don’t want to deal with
generators and backup power, so
they outsource it because it isn’t a
core component of their business.”
And there’s the more general trend of
consuming IT as a Service, notes Kropf.
“Cost is not the first reason potential
customers come to us. It’s more from a
competitive perspective: how to wrap
something into a service and be more agile.
The whole way IT is being consumed these

“The opportunity for the
channel is to take complexity
and make it work.”
Sven Blom, Teraco
“They don’t want to own complex infrastructure
any more, especially the larger datacentres.”
Teraco’s Blom says this is part of a wider
international trend.
“What you’re finding in the US and Europe,
when companies are buying companies with
datacentres, they’re asking whether the

SUNNY DESAI,
Aptronics

Tap into The Margin
If you love The Margin but prefer to view content online, then we’ve got
some great news for you!!
The Margin’s website has been refurbished and upgraded. To get your fill of the information you need about key developments in the channel visit themargin.co.za.
With new and web-exclusive content regularly added, make sure you subscribe to our
newsletter service to stay in touch with what’s happening in your industry.

www.themargin.co.za

Technology and business for the channel… now online.

days is changing. For example very few
people today realise that an iPhone costs
R20 500 because it’s consumed on a monthly
contract basis.”

Where the channel can profit

IAN JANSEN
VA N
RENSBURG,
VMware

“The cloud providers
are going to dictate
the future.”
Sunny Desai, Aptronics

J O N AT H A N
K R O P F,
Tarsus Cloud
on Demand
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With fewer datacentres and less equipment,
where are the opportunities? NetApp’s De
Menezes says that data privacy compliance
is one.
“Agility is definitely driving cloud adoption.
Business demands agility and IT can’t give
it. In the local market, there’s definitely
a consolidation of datacentres. But this
country sits with a unique problem in that
PoPI compliance is a heavy requirement. If a
company here takes its data and gives it to a
provider in Europe, if it’s not PoPI-compliant
on this side, then that provider can’t give it
back to you. So how do we balance becoming
compliant with cloud adoption? There’s an
opportunity for local providers to provide
that service.”
Blom says: “The opportunity for the
channel is to take complexity and make it
work. Systems integrators and developers of

“The technology in
the backend needs to
keep up with what’s
going in the mobile
market.”
Ian Jansen van Rensburg, VMware

complicated solutions will be the ones that
win the race.”
Desai agrees. “Complexity is going to drive
the new way of IT. The world is changing to be
software-defined. The biggest issue we have is
how to upskill engineers to cope with it. “
De Menezes agrees that the biggest
deficiency is skills. “Instead of caring about
what your network is doing or where your
operating systems are, you need to care about
what your data is doing. And that’s a different
set of skills.”
VMware’s Jansen van Rensburg says the
skills in the channel of the future will have
to include storage, security, network and
compute combined instead of just focused
on one of them. Teraco’s Blom says he
can already see two different approaches
playing out.
“The channel’s challenge is to decide
whether to go with the old way, that is to
do everything and own everything, or to do
more partnerships. We see small startups
in our datacentre that have no legacy, they
connect with their partners easily and they get
to market with good products really quickly,”
says Blom.
That means the channel could position
itself to provide the agility and flexibility that
startups with no legacy enjoy.
“The cloud providers are going to dictate
the future,” says Desai. “That’s guaranteed.
What’s happening now is that customers don’t
want to sit with this pain any more so they’re
coming to us and asking us to take it away.
Products such as VMware, Puppet and Chef
are driving things behind the scenes, but there
aren’t skills at customers to take care of them.”
And there’s new opportunity from more
mobility. Says Jansen van Rensburg: “We’ve
seen a big uptake in business mobility. We all
have smart devices and need to access data
and applications from them. Those devices are
moving into cars, onto TVs and many other
platforms. The technology in the backend
needs to keep up with what’s going in the
mobile market.”
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GARY DE
MENEZES,
NetApp

W AY N E D ’ S A ,
CipherWave

NetApp’s De Menezes points out that Bosch
has made a public statement that by the end
of 2017, every single device it manufactures
will be IP-enabled.
“If you think about what it manufactures,
there will be an explosion of data from areas
we haven’t even considered yet. The channel
partners today are sitting at a crossroads:
how do they make money in the future?
There are traditional vendors, non-traditional
vendors and cloud providers. So partners
will have to look at how they have to own
customer data.”

G A I L H O L T, Hardware.com

INDUSTRY

in

The rand
vs the channel
profile

RAPID FLUCTUATIONS IN THE RAND/DOLLAR EXCHANGE RATE
CAN END UP CUTTING INTO THE CHANNEL’S MARGINS, IF THEY
AREN’T WARY.
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BY ALISON JOB
PHOTOGRAPHY KAROLINA KOMENDERA

“E

veryone’s in the same boat,” says
Gail Holt, MD of Hardware.com,
“the rand has been in freefall. If
we receive an order, we have to honour that
purchase price, regardless of what the rand is
doing. This puts huge pressure on our margins.
It can be very tricky to manage. Do you accept
the order but only give the final price once the
kit arrives? As the distributor, we carry all of
the risk. Some clients ask us to fix the rate,
but that’s not really feasible as you can end up
making a loss.”
Holt says that as much as this is true,
there’s also huge opportunity for businesses
such as hers, which specialise in refurbishing
and supporting end-of-life networking
technology.
She continues: “Having said that, the
current economic conditions pose great
opportunity for us to sell our services, because
businesses aren’t upgrading the way they
used to. It’s so expensive to buy new kit, so
there’s a great opportunity for us to help
maintain those legacy networks.”

In the beginning…

Hardware.com South Africa started trading
in 2002 as Glue Networks. Initially, the
company focused on the distribution of third
party Cisco-compatible components such as
memory, cables and GBICs, filling a big gap
in the market at the time. In late 2003, 50
percent of Glue was bought out by its UK
supplier, Zycko.
In 2007, the international holding company,
Simian Group, decided to split Zycko into two
distinct entities – Zycko (focusing on official
distribution) and Hardware.com (focusing at
that time on independent Cisco supply). As
Zycko SA’s independent Cisco distribution
sales grew, the company became less and
less aligned to Zycko, and so in January 2014
the local operation was officially renamed
Hardware.com.
Commenting on the journey from Glue
Networks to Hardware.com, Holt says: “Along
the way it’s been great to have strategic input
at a higher level from the UK, which has helped
grow our business. Even though we’re a small
business in South Africa, we enjoy the benefits
of being part of a big international group.”

The offerings

Holt explains Hardware.com’s business
model: “We provide resellers with new
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“The current economic
conditions pose great
opportunity for us to sell our
services, because businesses
aren’t upgrading the way
they used to.”
Gail Holt, Hardware.com
and refurbished networking solutions for
enterprise, small and medium businesses and
internet service providers. Our speciality is in
sourcing end-of-life products to ensure the
sustainability of legacy networks.”
In addition, Hardware.com offers
value-added services such as service level
agreements and board level repairs to
networking products. It also refurbishes
products that can be re-deployed back into
the field. “There’s been tremendous growth
around the services side of our operation
over the past three years. We’re still moving
physical tin, but we wrap services around it.”

The business differentiator

Internationally, Hardware.com is an
$85-million company with over 200
employees, 17 of them in South Africa. Holt
says: “We work closely with the international
offices, especially from a strategic viewpoint.
We also have to align with the international
corporate identity. The group is strong on
corporate and sales governance, so our
systems are all completely aligned when it
comes to CRM, for instance.”
A core differentiator for Hardware.com,
according to Holt, is that it supports end-oflife or legacy Cisco networks. She says: “Our
offering means the client doesn’t have to
invest in an expensive upgrade, but instead
can have his existing network supported
in the meantime until he has the budget

available. We provide a proper
SLA maintenance agreement that
our customers can sell on to the
end user.
“Our support portal is easy to use
and the support SLAs are absolutely
adhered to – any replacement
product is shipped out either to our
customer or directly to his customer.
The call centre is manned by Ciscoqualified engineers.”
Holt carries on: “We train our
customers on how to use the portal, log
calls, manage the swop outs, etc. In fact, the
portal becomes an asset management tool,
as such. If something is swapped out, you
can go into the portal and see a new serial
number replaced the older serial number, and
on which particular date. This is especially
valuable if you have a nationwide network,
you can drill down and see which equipment
is where. What’s also useful is that you can
maintain different locations internationally
under one contract.”

Where the opportunities lie

Asked to look to the future, Holt says: “While
hardware is still a big part of our business,
there’s a massive drive towards focusing on
services and maintaining older networks.
We provide training, installation, logistics
management on the Polycom line, as well as
pre-configuration and delivery of products to
customer sites anywhere in the world, except
for North Korea or Syria.
“For example, a customer in Namibia needed
two routers delivered to a Point of Presence
in Lisbon and one in Amsterdam, respectively.
He bought the kit from us, we pre-configured
it at our TechOps centre in the UK, installed
the modules for him, loaded his specified
configuration and IP address on the router,
shipped them to Amsterdam and Lisbon, and
one of our engineers installed it for him. We
believe this is a truly unique service.”

Hardware.com
UK founded in 2003
$85m global revenue
Six offices – two in the UK, one in the US, one in
Norway and one in South Africa
Group staff complement – approximately 200 people
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VMware appoints regional
director

VMware has announced the appointment of
Matthew Kibby as regional director of subSaharan Africa (SSA). With more than 30 years’
experience in the IT industry, Kibby joins VMware
from Oracle where he held a senior role in
technology sales.
Reporting to Henri van der Vaeren, VMware’s
VP for south Europe, Middle East & Africa, Kibby
is directly responsible for driving VMware’s vision
and strategy as well as spearheading its current
and continued expansion in the SSA region.

Trend Micro introduces
New sales director for Ruckus regional manager
Trend Micro Southern Africa has appointed Tamara
Wireless
McPherson as regional account manager for the
Riaan Graham has been appointed as the new
sales director at Ruckus Wireless sub-Saharan
Africa. Having worked in the telecommunications
sector for over 12 years, he brings a wealth of
knowledge and insight. Graham will take the
reins from Michael Fletcher, who started the local
office in 2011 and who is now moving within the
company to take up the position of Worldwide
Strategic Accounts director – where he will focus
on key global accounts.

coastal region. She joins the company from Veritas,
but her previous positions include territory and
partner business manager at VMware, senior
account manager for Comztek and business
development manager at Business Connexion. She
brings with her 19 years’ experience in sales and
business development in IT.

VMware’s new EMEA
channel VP
Comstor’s new IoT BDM

Johan Basson has been appointed as Comstor’s
new Cisco Internet of Things (IoT) business
development manager (BDM). Basson joins the
company from his position as a new business
development executive in manufacturing
at Southern Pipeline Contractors. He
brings with him 17 years’ experience in the
manufacturing market as well as in new
business development and sales. In that time he
has worked in business development and sales
in the mining, civil, electrical, engineering and
telecommunications industries.
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WestConGroup gets company
secretary

Hlanganani Chauke has joined WestconGroup
Southern Africa as its company secretary and
compliance officer. Chauke completed her LLB
degree at the University of the Witwatersrand
and has served as an attorney of the High Court
of South Africa, with two years of post-articles
commercial experience.
Responsibilities that Chauke will take on in her
new position include all those related to company
secretary, legal matters and contracts, compliance
matters and company statutory matters.

VMware has appointed Jean-Phillipe (JP) Barleaza
as vice president, Channel and Alliances and
General Business in EMEA. A key member of the
EMEA channel team since joining VMware in 2007,
Barleaza has been acting vice president in the role
since October 2015.
Barleaza is responsible for defining strategy
and managing VMware’s EMEA partner
ecosystems, driving VMware’s cloud and
business mobility solutions to help partners,
OEMs, SISOs and solution providers differentiate
their businesses and drive profitability. Barleaza
is currently UK-based and reports to JeanPierre Brulard, senior vice president and general
manager VMware EMEA.

CLOSING
THOUGHTS

Channel must
change approach
to avoid
disAPPointment
BY HANLI WOOD, CHANNEL SALES MANAGER, RIVERBED SSA

RESEARCH HAS FOUND ENTERPRISES ARE
KEEN TO HARNESS APPLICATIONS FOR
GREATER BUSINESS VALUE, HOWEVER,
THEY’RE OFTEN DISAPPOINTED BY POOR
PERFORMANCE AND RESULTS.

I

n an increasingly app-oriented market,
applications hold the promise of delivering
business differentiation for enterprises
worldwide. But enterprise applications don’t
always deliver on this promise. In fact, a
recent Riverbed survey found that 96 percent
of businesses say app performance is critical
to business but 94 percent say poor app
performance negatively affects their work,
with 59 percent saying this impacts their work
at least once a week.

The growing gap

Clearly, there’s a gap emerging between
business needs and the reality of application
performance. This is both good news and
bad news for the channel. On the down
side, enterprises will start losing faith in
their service providers and IT as a whole if
this problem isn’t addressed. On the upside,
enterprise application integration and
optimisation present significant opportunities.
To harness these opportunities, vendors,
partners and the channel will have to improve
their skill sets, collaborate more closely and
change their focus. Channel partners will have
to reinvent themselves and shift the way they
address opportunities. They need to move away
from a networking and infrastructure focus and
look to enable their customers’ business through
applications. They need to understand and
enable their customers’ service – with resultant
improvements for their end-users.

The quest for value-add

In South Africa in particular, true value-added
resellers are rare. The fact that businesses
are increasingly reliant on effective enterprise
applications means that the market needs
resellers who do much more than just drop
64
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“Our research found that
executives are so desperate
to have effectively
functioning applications that
they would sacrifice their
programme budget, their
coffee, and even chocolate,
to get it.”

technology. Now, they need to
become trusted technology partners
who understand the customer’s
business, the industry sector it
operates in, and the business goals the
enterprise applications must enable.
Vendors in this space are fast
recognising a need to work more
closely together to support the
delivery of solutions, rather than just
components, to market. But while
they’re moving towards integrated
and embedded solutions, many
vendors still work in silos to some
extent. Value-added resellers can
play an important role in this new ecosystem
by expanding their partnerships, and shaping
up as the ‘integration player’ that brings
together the right technologies irrespective of
brand and implements complete solutions that
effectively address their customers’ business
needs. Channel partners need to have a total
view of all the vendor products and become
the unifying layer that brings the vendors and
their technologies together.

Building partner communities

By collaborating more closely within new
partner communities, vendors, partners and
resellers position themselves to harness
the most appropriate components across
brands, to deliver the best solutions for their
customers. In addition, these new partner
ecosystems expose the players to new
customers and new industry sectors, resulting
in a world of new business opportunities.

Bringing business and IT closer

Our research found that executives are so
desperate to have effectively functioning

applications that they would sacrifice their
programme budget, their coffee, and even
chocolate, to get it. But the research also
found that poor app performance has a lot to
do with complex hybrid IT infrastructures. So
achieving effective application performance
depends not just on the application layer, but
on the whole infrastructure. IT and business
need to align more closely to ensure that
everything under the hood works to support
business strategy. Resellers and value-added
service providers can help their customers
bridge the IT-business divide by working as
advisors across departments and helping
customers to align their IT and business
strategies.
This new environment demands that valueadded service providers upskill themselves
and get a better understanding of the
business and industry sectors their customers
operate in. Sales enablement will have to be
part of this change, because the better sales
know how to sell business value instead of
just technology, the better the outcome for
the reseller and its customers.

ZEBRA MAKES
BUSINESSES
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CONNECTED AS THE
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