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Time to refresh?
death and taxes, they say, are two certainties
in life. Ironically, a third constant in life to be
added to that list is change.
The rate of change being pioneered and
pushed by the technology sector is a defining
feature. This year, the iPhone will celebrate
ten years in the wild. It’s fair to say that during
that decade much in the technology world has
changed and it would seem that technology’s
adoption in the real world has boomed too.
Apple and Samsung have been producing
at least one new model of their flagship
smartphones on an annual basis, each time
including a handful of technology innovations.
little by little, each time they evolve the
models, they’re hoping the user base will
adopt these new features, from 3d touch to
wireless charging to fingerprint recognition.
This speed of change isn’t limited to
smartphones though, look at the wealth
of innovative products that appear at ceS
every year. new models of consumer laptops
are equally gathering speed in their time to
market (perhaps not South Africa, thanks
to the nrcS). Software development has
exploded in recent years too. Virtually every
software vendor and systems integrator
is talking about digital transformation and
its ultimate impact on the business world.
This, if the hype is to be believed, will further
accelerate the pace of change.
While this wave of digitalisation is enabling
businesses to develop and produce products
at lightning pace, the question that plays on

my mind is, are users keeping up with the
innovations? Is tech’s continually accelerating
speed shedding less tech-savvy users who
don’t match the pace? could this be a key
factor in the levels of interest in the recently
relaunched nokia 3310??
In this new digital state lies a wealth of
connected analytics allowing companies
to see what features are popular in their
modern products. But it’s also a gamble, how
to justify research and development costs
on something that gets canned after a single
generation outing because users didn’t like it?
Or weren’t ready for it?
In this issue of The Margin, we look at tech
adoption and the user, particularly the pace of
change and the roles that user experience and
refresh rate play in product evolution.
We also look at the likelihood that virtual
personal assistants (like Amazon’s Alexa
smart speaker) will arrive in South Africa, and
what opportunities that could present. Aki
Anastasiou and Arthur Goldstuck also provide
their insight from visiting ceS earlier in the
year. And, moving along the ‘hype cycle’, we
examine the wrist-bound wearables market
to discover what the local market looks like
today. Are we a country populated by smartwatchers or is there just a smattering of
'techno trendoids'?
In our roundtable we chatted to key
executives about the local Pc market going into
2020. What are the trends locally? And, what
will drive sales in the next two to three years?

You’ll also find a piece about the delicate
position that channel account managers find
themselves in, having to balance multiple
sets of interests, while trying to keep
everyone happy.
I hope you find the stories in these pages
interesting and insightful.
Happy reading

adrian hinchcliffe
editor
adrian@itweb.co.za
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T his changes
Neotel is now part of the Liquid Telecom Group. This bold
acquisition creates the largest pan-African telecommunications
service provider, with the competitive advantage of an
unparalleled fibre network footprint across the region and a
comprehensive product portfolio. Liquid Telecom brings a
successful and proven business model to South Africa, which
combined with Neotel’s expertise, experience and extensive
sales and support businesses, will result in a compelling value
proposition to telecoms operators, enterprises, governments,
small and medium businesses and individual customers. It
also creates a wide range of exciting opportunities for our
staff, and promises a great deal for our loyal suppliers.
Neotel. Now a key part of the Liquid Telecom Group

www.neotel.co.za
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InDuStry DeVelopMentS

ict induStry conSultant paul booth keepS you abreaSt of the
notable dealS and developmentS in the local and international
tech Space.
comPiled by PAUl BOOTH, SIBOnGIle GUrA And AdrIAn HIncHclIFFe

local developments

* denmark-based TiA Technology, which targets the insurance sector, has
opened its first African regional office in Johannesburg.
* local smartphone brand AG mobile has been liquidated.
* Telkom made a r1 billion investment in Business Connexion as working
capital to settle debts and fund further expansion.
* Altron announced a major shake-up that will see a r400 million capital
investment from Value Capital Partners and overhaul of its management
structure that includes a dilution of the Venter's family interest.
* South African start-up onyx Connect has raised $10.8 million from
investors and is set to begin production of Android smartphones and
chrome devices in Q1 2017.
* Indian-based crM company, CrmNeXT, has officially expanded its
business into South Africa.
* Shareholders have approved the name change of Pinnacle Holdings to
Alviva Holdings, with effect from March.
* A strategic partnership has been agreed between eoH industrial
Technologies and STeAG energy Services of Germany, to bring expertise
to the South African energy sector.
* Jmr Software has opened a UK office, which marks a move to position
the company as an independent entity in the UK market, moving away
from presence through strategic partnerships.

local deals

* Curve Group acquired Silverlining Technology, an SMe-focused
Microsoft partner, and Paperless Software, an integrated solutions
developer focused on reducing paper-based administration.
* HeroTel bought Xpress Network Solutions Wireless, which provides wireless
broadband services in Gauteng, Mpumalanga, limpopo and the north-west.
* emSS Group invested in mobile and IoT app start-up Polymorph.
* Standard Bank bought a majority stake in Firepay, the developer of
SnapScan, a mobile payment service.
* eoH purchased the Cornastone group of companies.

african news

* Liquid Telecom acquired Tanzanian ISP raha.
* SySPro has opened an office in nairobi, Kenya.

international developments

* Apple has widened its legal battles against Qualcomm with lawsuits in
the US, UK and china. Apple claims that Qualcomm has been abusing
its position as a market leader and overcharging for the use of basic
patents. Qualcomm has also been the subject of similar lawsuits by the
US Federal Trade Commission and South Korea's Fair Trade Commission,
which accuse the company of using anticompetitive tactics and unfair
business practices.
* Avaya has filed for chapter 11 bankruptcy protection to reduce its debt.
* BlackBerry filed a patent infringement lawsuit against Nokia, demanding
royalties on the Finnish company's mobile network products that use an
industrywide technology standard.
* The US Federal Trade Commission filed a lawsuit against d-Link, accusing
it of failing to take reasonable steps to protect its routers and internetlinked security cameras from hackers.
* A joint venture between Hon Hai Precision industry (Foxconn) and
Sharp will build an $8.8 billion lcd factory in china by 2019.

* The US Labour department sued oracle America, alleging the company
systematically paid its white, male employees more than other workers and
unlawfully favoured Asian applicants in its recruiting and hiring efforts.
* oracle has appealed a federal jury's decision that Google's use of its Java
software didn't violate copyright law.
* Nokia is suing Apple regarding alleged infringements of several
technology patents.
* The US Supreme court sided with Samsung in its big-money smartphone
patent fight with Apple.
* Heir to the Samsung empire, and group chief Jay Y lee and four other
top executives have been indicted on multiple charges including bribery
and embezzlement.

international deals

* Accenture has been on the acquisition trail. It has purchased: solidserVision, a German-based Servicenow consulting and systems
integration company; the corporate advisory and aviation consulting
businesses of the Seabury Group; Arismore, a French security company;
Altitude, a product design and innovation company; VeriSign's idefense
Security intelligence Services business; and, SinnerSchrader, a leading
German digital agency.
* Atlassian has purchased collaboration service Trello, in a deal valued at
$425 million.
* Cisco purchased Appdynamics, an application intelligence software
platform, for $3.7 billion.
* Citrix purchased Unidesk, the inventor of the Windows application
packaging and management technology known as layering.
* Facebook's oculus bought The eye Tribe, a company that tracks eye
movement in virtual reality to improve the experience.
* Fitbit has purchased Vector Watch, a smartwatch startup; as well
as specific assets of Pebble, including key personnel and intellectual
property related to software and firmware development.
* Ford has made a $1 billion investment, over the next five years, in
autonomous vehicle tech firm Argo Ai.
* Google has bought a unit from Twitter, called Fabric, which runs a tool
for developers to make mobile apps.
* HPe acquired SimpliVity, a cloud software company, for $650 million;
and also purchased Niara, a company focused on user and entity
behaviour analytics security.
* iBm purchased Agile 3 Solutions, a developer of software used by the
c-suite and senior executives to better visualise, understand and manage
risks associated with the protection of sensitive data.
* microsoft purchased maluuba, a canadian AI start-up, and Simplygon, a
3d data specialist.
* Nokia acquired Comptel, an intelligent network software company for
€347 million, and deepﬁeld, an IP network analytics company.
* oracle bought Apiary, a pioneer in building APIs.
* ServiceNow acquired dxContinuum, an intelligent automation company.
* Software AG bought Zementis, an AI software business.
* Sophos purchased invincea, a provider of next-generation malware
protection.
* Symantec bought LifeLock, a provider of identity theft protection
services, for $2.3 billion.
* TomTom purchased Autonomos, a German autonomous driving startup.
* Toshiba plans to spin off its core memory chip business.
* Wipro purchased infoSerVer, a Brazil-based IT services provider for the
banking, financial services and insurance sector.
Q1 2017 |
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The ‘Greek Geek’ reports back from
the 2017 consumer electronics Show
in las Vegas.
f o l l o W a k i a n a S Ta S i o u o n T W i T T e R @akianaStaSiou

k

nown to many as ceS, the consumer
electronics Show takes place in las
Vegas during the first week of January
every year.
Since inception, ceS (as the name would
suggest) was always a show that focused
on consumer products instead of enterprise
technology. But in the last decade the lines have
become increasingly blurred, and consumer
electronics have gone mainstream forming a
direct correlation with what consumers are
using and the enterprise technology needed
to make it happen. Smartphones are a great
example of how mobility and access to the
internet have democratised everything we do.
At this year’s ceS, for the first time, we
got a glimpse of the true potential that
artificial intelligence will bring to our lives as
consumers. Almost every new gadget today is
connected to the internet sharing information.
Our voices are being used to control devices

around us bypassing physical interaction.
Amazon’s Alexa voice ecosystem, for example,
is being used by companies like Ford in its
vehicles, lG is using it in its fridges and lenovo
introduced a smart assistant with the Alexa
engine embedded.
This is where it gets really exciting…the
devices are sharing information between
themselves, algorithms are analysing this
data, and smart software is adding an element
of intelligence to make these technologies
almost human-like and to start making
decisions on our behalf. When you start
meshing all of these innovations together you
start creating a technological ‘nervous system’
that will ultimately have a significant impact
on our lives.
And it was this invisible technology,
ironically ‘on show’ at ceS 2017, that’s driving
this transformative wave from business to the
consumer across all platforms.

crystal clear

lg
4K oLED TV

The picture quality and clarity from televisions
this year was extraordinary. lG launched its
new signature 4K Oled TV that’s thinner than
a picture frame. Samsung has hedged its bets
on new Qled TVs saying they offer better
brightness and richer colours.

BmW
holoacTive
touch system

it's electrifying!! it's
greased lightning!
f a R a d ay
fuTuRe ff91
and a l e X a
voice ecossytem
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All the big vehicle manufactures present at the show gave
us a look at what the car of tomorrow will look like. BMW
showed off its HoloActive Touch system using your hands
and gestures to control things in the car. Faraday Future
launched its breath-taking FF91 electric car that’s capable
of accelerating from 0-100kmh in under 2.5 seconds. Toyota
presented the concept-I packed with artificial intelligence
that learns from the user.
every manufacturer is going electric and are all talking
autonomous with the next 8 years.

Then there’s the crazy weird
k e R a S Ta S e
Hair coach

(Bottom from
left to right)
g e n i c a n scanner
WhiRPool zeRa
food recycler

Of course, ceS is renowned for showcasing some more unusual
devices.
The Kerastase Hair coach is a hairbrush that analyses your hair as
you brush it. The tiny sensors will tell you about the condition on your
hair and if you’re brushing it correctly. This is shared this via an app on
your smartphone.
I absolutely loved the leGO BOOST robotic kit aimed at kids aged
7 to 14, and even adults like myself. It’s designed to encourage kids
to code using the traditional blocks with added sensors and motors
linked to an app. You can literally design anything and bring it to life.
Whirpool introduced a very cool kitchen appliance called the Zera
food recycler. It basically looks like a trash can, but this bin takes a
week’s worth of food waste and turns it into fertilizer within 24 hours
using a special automated process.
Speaking of dustbins…someone decided that we need
to monitor what we throw away. The
Genican is a scanner that sits on the
lip of your bin and scans what you
thrown away. It reads the barcodes
and then uploads the information to
the app on your phone. Why? Well it
monitors what you’re using and it
will tell you when you start to run
low on groceries.

kuri ﬁve is alive
robots were all over the place at ceS
performing a host of different tasks. The one
though that stood out, was Kuri. This robot is
designed to spend time in the home with your
family. It’s able to read, capture photographs,
interact with your kids and even has human like
emotions built into it. It is creepy and cute at
the same time. The reality is that the futuristic
robots we saw in movies decades ago, are
now becoming reality. And Kuri is a fantastic
example as to why. This robot evoked the same
kind of emotion as a new puppy brings to a
home. As these robots become more humanlike they will become indispensable in our lives.

lego BooST
robotic kit

WilloW
Breast Pump

Quantiﬁed self
k u R i f i v e robot

There are hundreds of medical and health devices that are going to have a significant impact in
how we monitor our health. But the medical device that stole the show was the Willow Breast
Pump. The pump together with the containers fit snuggly on the inside of the bra and collect
the milk in a special pouch. This is done without the need to hold anything. The pump also
keeps track of when the body is ready to express.

Q1 2017 |
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figuring it out

THE MARGIN bringS you Some of the lateSt induStry forecaStS, StatiSticS,
trendS and predictionS.

comPiled by PAUl BOOTH, SIBOnGIle GUrA And AdrIAn HIncHclIFFe

What’s up?

What’s down?

Worldwide IT spending is
projected to reach

$3.5 trillion in 2017, a
2.7% increase from

2016, according to Gartner.
The Internet of Things
market in Middle East and
Africa is forecast to

grow 19.6%

year-on-year in 2017 to total

$7.8 billion,

according to Idc.

Worldwide smartphone
shipments were estimated

1.4 billion
units, with a yearat

on-year growth rate

0.6%

of
for 2016,
according to Idc.
The cost to implement South African cabinet's
approved ICT whitepaper
policy recommendations
and other IcT expenditure
is expected to amount to

R287.2 million

over the medium term,
according to finance
minister, Pravin Gordhan.

The global market revenue
from drones is expected to
increase 34% to reach more than

Tablet sales in 2017 will be
down approximately 10%
from 182 million units sold in
2016 to less than

160 million
units, according to

Worldwide PC shipments
are thought to have

deloitte Africa's Technology,
Media and Telecommunications
(TMT) Predictions report.

by
year-on-year for 2016,
according to Idc.

What else?

Patents granted in
2016

Amazon Web
Services brought
in a third

(33.8%)

of
all the cloud infrastructure
sales globally in Q4 2016,
says a report from canalys.
That’s more than Microsoft,
Google and IBM combined

(30.8%).

declined 6.4%

For the 24th consecutive year,
IBM has earned the most US
patents of any company.
8088
5518
3665
2897
2835
2784
2428
2398

iBm
Samsung
canon
Qualcomm
google
intel
lg electronics
microsoft

Worldwide iT spending forecast 2016-2018
2016
spending
(US$ bn)

2016
growth
(%)

2017
spending
(US$ bn)

2017
growth
(%)

2018
spending
(US$ bn)

2018
growth
(%)

datacentre systems

170

-0.6

175

2.6

176

1.0

enterprise software

333

5.9

355

6.8

380

7.0

devices

588

-8.9

589

0.1

589

0.0

iT services

899

3.9

938

4.2

981

4.7

communications services

1,384

-1.0

1,408

1.7

1,426

1.3

overall iT

3,375

-0.6

3,464

2.7

3,553

2.6

Source: Gartner (January 2017)

Preliminary worldwide Pc vendor unit shipment estimates for 2016
company

2016
shipments
(000s)

2016 market
share (%)

2015
shipments
(000s)

2015 market
share (%)

2016-2015
growth (%)

lenovo

55,888

20.7

57,274

19.9

-2.4

hP inc

52,458

19.4

52,548

18.3

-0.2

according to Gartner.

dell

39,378

14.6

38,371

13.3

2.6

8.4 billion connected things will be in

asus

20,613

7.6

21,157

7.4

-2.6

apple

18,612

6.9

20,377

7.1

-8.7

acer

18,276

6.8

20,291

7.1

-9.9

others

64,492

23.9

77,657

27.0

-17.0

Total

269,717

100.0

287,675

100.0

-6.2

$6 billion in 2017, and
grow to more than $11.2 billion by 2020,
use worldwide in 2017, up 31% from 2016.

20.4 billion

The figure will reach
by 2020, estimates Gartner

Notes: Data includes desk-based PCs, notebook PCs and ultramobile premiums, but not Chromebooks or iPads.
Source: Gartner (January 2017)
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LET THE
TRANSFORMATION BEGIN
Are you ready to modernize?
The next decade of technology will be unlike any we’ve experienced before. Connected devices and mobile apps
will bring you closer than ever to your customers. And those customers will produce a deluge of data that will
spur future innovation and increased business demands.
All this means that businesses, data centers and IT teams must modernize – and fast.
At this year’s Dell EMC Forum, Dell EMC and its industry partners will explore the need for digital transformation,
the impact on your data center, and what it all means for IT operations. Key topics will include:

Modern
Infrastructure

Converged
Systems

Cloud
Landscape

To RSVP, please go to the following Site:
dellemcmarketing.co.za/forum

Proudly brought to you by these platinum sponsors:

Thursday 09 March 2017
Sandton Convention Centre

Workforce
Transformation

Data
Analytics
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A Goldstuck

Arthur Goldstuck is the founder of World Wide Worx and editor-in-chief of gadget.co.za.
f o l l o W h i m o n T W i T T e R a n d i n S Ta g R a m o n @ A r T 2 G e e

The missing channel at ceS
gadgetS and innovation galore, but why do So few of the productS on Show in laS vegaS
never reach South africa’S StoreS?

T

he scale of the consumer electronics
Show in las Vegas has always been
one of its main talking points. This year,
for example, more than 3 800 companies
showcased more than 20 000 new products.
This sounds like dreamland for distributors,
who can barely walk 20 steps without coming
across a product that would have instant
appeal for resellers. Among the 175 000
visitors, with almost a third from outside the
USA, a high proportion were scouring the
exhibits for the next big thing, or the next very
small thing.
It’s a surprise then, that the South African
channel is all but invisible at ceS. If its people
are there, it barely shows in the products
that eventually make landfall locally. In terms
of visible product, the stands at ceS and
the shelves of South African electronics and
computer stores and warehouses could be on
different planets.
But there are good reasons for this, and it
often has little to do with the local channel.
“A lot of the product at ceS is either
targeted at Americans and you never see
it released in South Africa, or it’s still early
days,” says a regular attendee at ceS, dimitri
Tserpes, chief technology officer, Mustek. “A
year later you see it rolling out, but not as a
result of being seen at ceS.”
Two of the biggest product categories at
ceS this year, drones and virtual reality, were
so commonplace, and available in such a wide
variety of formats and prices, it could have

“a lot of the product at ceS is
either targeted at americans
and you never see it released
in South africa, or it’s still
early days.”
dimitri Tserpes, Mustek
been expected to clog up the local channel
within weeks.
The truth is, numerous obstacles lie in the
way, from government red tape to uncertainty
about the regulatory environment. For
example, the South African civil Aviation
Authority has issued guidelines on drones,
or what it calls remotely Piloted Aircraft
Systems – but these may well conflict with
pre-drone regulations from the Independent
communications Authority of South Africa
(Icasa).
“realistically speaking, you’re not allowed
to sell a single drone in this country because,
the way I understand it, according to Icasa
regulations they’re using too much power on
the WiFi channel,” says Tserpes. “You’re using
radio channels so, even though you’re on freeto-air channels, there are still rules governing
these, and they’re not in compliance.
“That’s why a lot of people aren’t bringing
drones in. When you’re a big listed entity, you
can’t break the law.”

And then there are government
obstacles. The most pernicious of
these is the national regulator
for compulsory Specifications,
ostensibly designed to promote
“public health and safety,
environmental protection and
ensuring fair trade”. Instead, the
so-called letters of Authority it
issues have become a bureaucratic
nightmare that holds back the
entire electronics sector, holding the channel
down even when it does find promising
products.
despite this, innovative products do
eventually get here. Tserpes points out that
3d printers that have been arriving in South
Africa in the last couple of years were first
identified at ceS. In the coming year, he
expects Mustek to make a play for intelligent
home security systems.
The real excitement, he believes, lies in the
invisible.
“The main reason I go every year is to
get a feel for the industry. What I saw going
big at ceS this year was not the hardware
and gadgets. It was the services behind the
hardware. It’s in the cloud, or it’s the artificial
intelligence behind it all.
“You can have all-singing, all-dancing robots,
but if you don’t have intelligence behind it,
you’re lost. So if you go to a local trade show
and get excited by a singing, dancing robot,
you’re a little behind the curve.”
Q1 2017 |
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Where are all the
wearables?
Smartwatches and fitness bands were destined to be the
next big thing, but a couple of years down the line, is the
local market maturing as expected?

Rio Blanco, 123RF

by Adrian Hinchcliffe
Photography 123RF
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T

he wearables product category is still
in relative infancy, but despite early
hype the current signs are that the
smartwatch is struggling to grasp the baton
from the fitness-tracking wristband and evolve
the category. Whether other form factors which
are just starting to enter the market, such as
head-mounted displays (virtual and augmented
reality headsets) and hearables (smart earbuds),
will enhance category sales remains to be seen.
For the purposes of this article, however, we’re
looking at the smartwatches and health bands
only as they’ve got some local sales history.
The noises coming out of the international
tech media last year don’t paint a positive
outlook for the category – news of lay-offs in
Intel’s wearables team and Apple’s watch sales
in Q3 being down 70% year on year. According
to Gartner’s Hype Cycle for Wearables in
2016, smartwatches have just left the ‘peak of
inflated expectations’ and are plummeting into

| Q1 2017

the ‘trough of disillusionment’ to join fitnesstracking wristbands. But, what is the outlook
for this emerging market locally?
“South Africa has quickly adopted such
connected smart devices,” says Jenna Chisnall,
marketing manager, Garmin South Africa.
Linda van der Nest, executive: Apple
marketing, Core Group Southern Africa,
agrees: “Wearable technology has grown
increasingly popular in South Africa over the
last couple of years.”
And that’s not just the opinion of the
vendors and distributors, but also retailers.
“Our business has seen growth in the upper
20% region; the popularity is growing year on
year,” says Nazim Cassim, MD, DionWired.
A similar trend is happening at Takealot.
“Wearable tech is still very much a growing
category and we’ve seen great response to
wearable tech promotions,” says Julie-Anne
Walsh, Takealot’s chief marketing officer.

Early adopters

Until now, many of the interviewees agree,
the local wearables market has been driven

by consumers in the higher income segments
(LSM 8-10) and are most likely highly active
younger adults. “It’s not really a teen market,
definitely more adult than youngster,”
observes Cassim.
Mark Walker, associate vice president: subSaharan Africa at IDC Middle East, Africa and
Turkey, classifies wearables early adopters as:
“People on Vitality health plans, i.e. corporatesponsored consumers; fitness enthusiasts and
techie trendoids.”
Cassim provides some anecdotal evidence
into what’s being purchased by these early
adopters. “We don’t have clear analytics of
who’s buying what, but we’re selling a lot of
larger-faced smartwatch devices, with black
being the most prominent device colour. This
suggests to me the smartwatch is probably
a more male-centric market. Based on the
sales of colours that are most popular, such
as purple, I suspect females are more likely to
buy fitness bands,” he says.

More than a heart beat

Nikki Friedman, Fitbit brand manager, Core
Group Southern Africa, says: “Fitbit has a
product for everyone, from someone who
just wants to improve their basic everyday
fitness levels to seriously dedicated athletes
and swimmers.”

analysis

devices outright, but with the cellular contract
addition – which gets over affordability issues
and creates the opportunity – this is helping to
drive the space. Consumers know that they’re
paying off the device over a two-year period,”
says Fleischer.
That association with the smartphone
pricing model isn’t the only positive to be
taken from the mobility space.
“The market dominance of smartphone
players is what people want in smartwatches.
The Samsung and Apple brands are growing
significantly. We have also just secured the
TAGHeuer smartwatch, which we have high
hopes for," says Cassim. He acknowledges,
however, that some other brands have failed
to cut it. "There have been a few unsuccessful
brands, but that’s down to consumer
preferences.”
Walsh says most sales success at Takealot to
date has been led by brand affinity. “Wearable
devices tend to be dominated by aspirational
brands like Garmin, Apple and the like. But,
increasing numbers of entry-level brands are
becoming available, making the category more
affordable to a larger number of our customers
across South Africa,” she says.

Turning niche into mass

“South Africans have been
buying smartwatches as
standalone devices outright,
but with the cellular contract
addition – which gets over
affordability issues and
creates the opportunity – this
is helping to drive the space.”
Craige Fleischer, Samsung Electronics
Chisnall says Garmin similarly boasts a
number of different models that “cater for
every lifestyle – from gym-goers to triathletes
and outdoor adventurers.”
While varied in their niche segmentation,
both are focused on one similar area – health
and fitness. Although, this is the raison d’etre
of the forerunning fitness bands, health
monitoring is still seen as the main driver of
smartwatches – which could be a factor for the
more technologically-advanced category failing
to gain as significant traction as initially hoped.
“When it comes to the primary function driving
smartwatches, it’s predominantly health,” says

Craige Fleischer, director: Integrated
Mobility, Samsung Electronics. “But
users want multiple things from
the smartwatch – that multifunctionality was behind the success
of smartphones. Personally, I use mine
mainly for communications functions,
such as e-mail and SMS notifications.”
“The functionality of
smartwatches, once you get used
to what’s on offer, will keep people
hooked,” says Cassim, “it goes
beyond fitness, especially now with
various apps also available including
boarding passes, QR code vouchers
and others."
IDC’s Walker believes the fact that there’s a
lack of a clear killer app outside of fitness and
messaging is limiting potential sales.
Arthur Goldstuck, MD of World Wide Worx,
says the perception that smartwatches are
only a second screen for smartphones, i.e. a
companion device, is the true weakness of
most high-end smartwatches.
That said, the association with the highend smartphone brands is a factor driving
smartwatch sales locally. One reason is that
mobile operators are offering smartwatches
on similar payment models. “South Africans
have been buying smartwatches as standalone

In an emerging technology market in a
developing economy, like South Africa, a key
way to increase penetration is to offer it at a
more widely-accessible price.
This is an opportunity for other brands. Taryn
Hyam, head of Communications, Mobile in Africa
– the South African distributor for Xiaomi – says
Xiaomi’s core philosophy is “making the best
technology accessible to more people. We offer
the Mi Band Pulse for the recommended retail
price of R399, opening the wearable category
market up to many more consumers who would
previously never have considered a wearable as
a possibility,” she says.
When asked about the number of
new devices being demonstrated at this
year’s CES, Walker provides his take on
the availability of more models at lower
price points: “The proliferation of devices
isn’t always a sign of a growing market;
sometimes it’s a sign that low-cost
manufacturers are trying to capture what
was a growing market. The global trends in
wearables are strongly downwards right now,
and if anything a bunch of knockoff products
coming out of China may only hasten that.”
The retailers, distributors and vendors
that The Margin spoke to are largely positive
about the growth potential of the wrist-bound
wearables. It seems though that the analysts
are less bullish. Who will be proved right?
Time will tell.
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The Mecer Impact E85 Series interactive panel, 4K LED display offers unparalled flexibility and features for
interactive corporate and public communication. Powered by an optimum PC application and combined with
Windows 10 Pro the FHD 10-point touch panel uses familiar controls to grant users quick access to business
applications. The Impact E85 Series, includes interactive whiteboard software for a complete boardroom solution.
Model screen size available in 65”inch, 84”inch, and 98”inch options.

Mecer recommends Windows 10 Pro.
For more information, vist www.mecer.co.za
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vivoﬁt Jr
Category:

Fitness tracker

Brand:

Garmin

RRP:

R1 599

Distributor:

Garmin 011 251 9999

Date of availability: out now

Speciﬁcations

Features 1+ year battery life; no recharging needed
Kid-friendly design is comfortable, durable and swim-friendly
Tracks steps, sleep and 60 minutes of daily recommended activity
Free parent-controlled app, includes fun and educational mobile
adventures for kids and chore/behaviour management for parents
Kids can earn coins to redeem for agreed-upon rewards managed
by parents

uSPs

Sturdy yet appealing design – features a comfortable, durable onepiece band that kids can slip on and off. Available in multiple fun,
vibrant designs the band can be worn everywhere from recess to
pool practice and even to bed.
Longevity – the user-replaceable battery lasts for up to a year, so no
need to recharge.

Parental personal assistant – the Vivoﬁt Jr activity tracker is controlled
by parents using the compatible app. The app monitors multiple
children, seeing their steps, sleep, daily activities and chore data.
Stay on top of chores – by completing their assigned chores, kids
earn virtual coins to collect and then exchange for ofﬂine rewards.
Parents can keep track of how many reward coins each child has and
can assign chores from the smartphone app. Kids will see the new
jobs they have to do on their bands, and task timers can also be set.
Extra credit for sweat – as kids reach their daily 60-minute activity
goals, fun facts and a mobile adventure trail are unlocked.

zbook 15u g4
Category:

Notebook

Brand:

HP

RRP:

R20 999 ex VAT

Distributor(s):

Axiz, Stephan Fourie 011 237 7000;
Drive control corporation, Francois van Wyk, 011 201 8927;
Pinnacle, Kallie Douglas, 011 265 3000;
Tarsus, Jonathan marais, 011 531 1000

Date of availability: Available now

Speciﬁcations

7th Generation Intel® core i7 7600U (2.8 GHz, 4 mB cache, 2 cores) * Up to
3.9 GHz with Intel® Turbo Boost technology
15.6 FHD AG LED slim
AmD FirePro™ W4190m (2 GB dedicated GDDR5)
256GB Turbo Drive G2 three layer cell
16GB DDR4 2133
Windows 10 Professional 64 bit
WLAN Intel 8265 ac 2x2 nvP BT 4.2
Fingerprint reader
Three year carry-in warranty

uSPs

Innovate anywhere – a lightweight design that’s equally at home on the
road, at client sites or in the ofﬁce. Equipped with Windows 10 and the latest
Intel® core™ i5/i7 processors this workstation can be conﬁgured with up to
32 GB memory, HP Z Turbo Drive G22, and 1.5 TB of total storage. Access
your workstation or server-based graphic-rich applications and collaborate
remotely in real-time from any Pc, thin client or Windows tablet with HP
Remote Graphics Software (RGS) included at no extra charge.
Ready to work and budget friendly – take advantage of the rich features of
ISV-certiﬁed AmD FirePro™ 3D graphics with up to 2GB of video memory
and pick the right display for the way you work with choices including
crystal clear FHD touch or a non-touch 4K UHD display options.
Keeps on going – work conﬁdently with an overall system reliability that
boasts ISV certiﬁcation, 120 000 hours of testing in HP’s total test process,
and is designed to pass mIL-STD 810G standards.
HP’s ZBook mobile workstations are also equipped with a complete
security solution, enabling robust remote conﬁgurability and manageability,
automating data protection, and help reduce down time for users and IT due
to BIoS attack or corruption, with exclusive HP Sure Start technology.
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eye for detail
we put five ultra-high-definition, 4k monitorS to the teSt. which model Should not be
miSSing from your product range or deSk?

By AndrÉ ScHIld
PhotograPhy ASSOrTed

T

he number of brands offering super
high resolution monitors, also marketed
as 4K or UHd, is steadily increasing. 4K
content is being made more widely available.
netflix has a growing number of gorgeous
looking 4K titles and YouTube is similarly
filling its library thanks to consumer-grade 4K
recording devices becoming more affordable.
On top of that, the latest generation of
gaming consoles now also support mindblowing, immersive 4K gaming. The last big
piece of the puzzle, is that most new desktop
systems, notebooks and media players have
the raw processing power to fluently move all
those 3840 x 2160 pixels around. With more
manufacturers entering this new 4K-display
arena, prices are slowly coming down to make
these devices more readily available.

The new normal

Setting this new, ultra-high 4K resolution
aside for a moment, modern-day monitors
also differentiate in other interesting

properties. Some of them come in true
cinema (21:9) width, offer higher refresh
rates for a very fluid gaming experience and
some models even feature a curved design.
Although these novelties come with their own
specific set of pros and cons, 4K resolution is
going to be the industry-standard for every
future monitor on the market over the next
couple of years, and will inevitably become the
new normal.

Who needs 4K?

choosing a 4K monitor over an older model
with a relatively low resolution, does come
with some major advantages. Since a lot more
information can simultaneously be displayed,
resulting in more desktop ‘real-estate’,
programmers, web developers, stock traders,
video and photo editors, to name just a few
professions, will greatly benefit from the high
pixel count. Movie enthusiasts and gamers will
absolutely appreciate the enhanced level of
detail in 4K footage. Once you’ve experienced
a 4K monitor, chances are that you will never
want to go back.
While the resolution sounds impressively
cutting edge, 4K screens aren’t only for the
early adopters anymore. Anybody planning

Test information
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to purchase a new screen should seriously
consider a 4K model to future proof their
system. Given the incredible amount of
information that can be shown on just one
screen, you might even argue that a 4K
monitor eliminates the need for a second
one.

Size does matter

4K comes to life on the biggest of screens.
However, taking budget into account, the 27inch size is the current sweet spot. choosing
the size of a 4K monitor is mainly determined
by the actual amount of available space on a
desk, as well as what the device is ultimately
going to be used for. Anything smaller than
27-inch and the 4K resolution is unworkable
– to such an extent that you will be forced,
through your operating system, to scale back.
A 24-inch 4K screen, for instance, can fit
four times more pixels than a regular full-Hd
monitor. Thus, icons and text will become so
miniaturised that you’d need a magnifying
glass. In the end, when choosing a 4K/UHd
monitor, its diagonal measurement should be
as high as possible to avoid pixels, text and
icons getting too small. Bottom line, go as
large as the physical space and wallet allow.

For this test, ﬁve major brands provided their

monitors tested is speciﬁcally geared towards

consumption and general versatility. overall

most suitable 4K monitors, with a minimum

professional gamers, where response time and

image quality was measured with dedicated

diagonal of 27-inch and no maximum RRP.

input lag play a much bigger role. However,

equipment by primarily focusing on brightness,

All tested models make use of LED-backlight

because each model uses IPS (In-plane

contrast, viewing angles and colour quality. To

technology, have a 16:9 display aspect ratio,

switching) screen technology, they remain great

make comparisons fair and rule out any form of

feature a 60 Hz refresh rate and offer at

gaming monitors for amateurs.

optimisation, all ﬁve monitors were manually

least one HDmI and DisplayPort connector.

We thoroughly tested relevant product

reset to factory defaults before commencing

Although most brands offer curved designs,

aspects like image quality, ergonomics, ease

with the actual test run and further settings

none of those tested were. Also, none of the

of use, connections, build quality, energy

were mostly left untouched.
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1

Acer S277HK
rrP:

r14 299

distributor:

rectron

Product page:

goo.gl/Tecybi

Screen diagonal:

27-inch

Pixel density:

163 ppi

display technology:

IPS

Connections:

Image quality:

7.5/10

Build quality:

7/10

ease of use:

6.5/10

energy consumption:

7/10

ergonomics:

6.5/10

Versatility:

connections:

7.5/10

overall:

7/10

7/10

HdMI, dVI, displayPort, 3.5mm audio

Adjustable height:

no

Speakers:

Yes

The Acer S277HK monitor uses IPS screen technology, has built-in speakers and is
equipped with a decent number of connectors. However, it lacks a USB port and
a second HDmI connector would have been welcome. Unfortunately, the S277HK
can’t be adjusted in height. The built-in menu and navigation lacks a certain
amount of intuitiveness and pales compared to the easy interface of the similarlysized LG monitor. In terms of screen quality, there’s nothing to complain about,
but it also doesn’t excel. Nonetheless, its measured brightness, contrast, colour
reproduction and viewing angles are quite good. It does, however, consume the
most energy (39 Watt) of all the 27-inch models in this test. Build quality is also
decent, but not exceptional. The design, on the other hand is very elegant because
of its nice, thin bezels. It’s the only monitor tested where the mount-stand isn’t
central to screen. So, if non-symmetrical things annoy you, beware.

2

Asus MX27UQ
rrP:

r12 999

distributor:

rectron, Tarsus

Product page:

goo.gl/xFsr6l

Screen diagonal:

27-inch

Pixel density:

163 ppi

display technology:

AH-IPS

Connections:

HdMI (2x), displayPort, USB, 3.5mm audio

Adjustable height:
Speakers:

no
Yes, Bluetooth

The Asus mX27UQ is the only monitor in this test that
uses Advanced High-performance IPS technology.
AH-IPS aims to improve on regular IPS by improving
image quality and viewing angles, all at lower power
consumption. And that’s exactly what our dedicated
measuring equipment registered. of all three tested
27-inch models, the Asus scores highest on pure image
quality and only needs 28 Watt to do so, which is a
fraction more than the 27-inch LG and considerably
less than the Acer model.
on top of that, the mX27UQ supports AmD Freesync,
which optimises performance when connected to
an AmD video card. The monitor is ﬁtted with two
HDmI-ports and has built-in Bluetooth speakers.
Unfortunately, its height can’t be adjusted according
to personal preferences. Like the Acer, this model also
has a nice, elegant design with thin bezels and delivers
the best build quality of all 27-inch models included in
this test.

Image quality:

8.5/10

ease of use:

7/10

ergonomics:

6.5/10

connections:

8/10

Build quality:

7.5/10

energy consumption:

7.5/10

Versatility:
overall:

7.5/10

7.5/10
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A

t MTN Business we don’t just understand
what solutions the public sector needs,
but why they need them. We also understand
what obstacles and barriers you face when
implementing service delivery for the
community at large. That’s why our portfolio of
dedicated advisors, innovative solutions and
professional products can help you collaborate,
communicate and connect your evolving vision
of service implementation for a New World of
government solutions.

For more information, visit mtnbusiness.com/za

THE COURAGE
TO GROW
IS BUSINESS.

MetropolitanRepublic/20235

Partners in
building
infrastructure;
delivery-by-delivery,
solution-by-solution.
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dell UP3216Q

rrP:
distributor:

r17 999
Tarsus, Pinnacle, Axiz, drive control

Product page:

goo.gl/ur003K

Screen diagonal:

31.5-inch

Pixel density:

140 ppi

display technology:
Connections:

IPS
HdMI, displayPort, USB, 3.5mm audio

Adjustable height:

Yes

Speaker:

no

This huge 31.5-inch 4K screen from Dell delivers stunning image quality, but
can’t match that of the 31.5-inch screen from Samsung. The slightly larger
31.5 screen, when compared to the 27-inch models, is a warm welcome when
planning to use the monitor for desktop applications with loads of text,
menus and icons. The UP3216Q is comfortably adjustable in height therefore
increasing ergonomics. It features an integrated USB hub to connect a
keyboard and mouse, but unfortunately has no internal speakers present.
Energy consumption is also quite high (75 Watt), but slightly less than that of
the Samsung monitor. Build quality is good, but the UP3216Q has some pretty
thick, black bezels.

8/10

Image quality:

7.5/10

ergonomics:

8/10

Versatility:

connections:

7/10

overall:

distributor:
Product page:

4

r8 599

goo.gl/geJaIK
27-inch

Pixel density:

163 ppi

Connections:

6/10

7.1/10

Pinnacle

Screen diagonal:
display technology:

6/10

energy consumption:

lG 27Ud68
rrP:

7.5/10

Build quality:

ease of use:

IPS
HdMI (2x), displayPort, 3.5mm audio

Adjustable height:

no

Speakers:

no

LG’s 27UD68 isn’t adjustable in height, has no
integrated speakers and has a noticeably lower build
quality than the rest. It does, however, come with an
excellent and intuitive way to navigate through all
the options, presets and menus. The 27UD68 is also
ﬁtted with two HDmI connectors and can handle
AmD Freesync technology to optimise any games you
might run on it. Image quality is also very good, mainly
because of its contrast and colour qualities. This LG
monitor requires the least amount of energy (27 Watt)
of all tested devices and is elegantly designed with
very thin bezels around its edges.
Image quality:

8.5/10

ease of use:

7/10

ergonomics:

6.5/10

connections:

8/10

Build quality:

7.5/10

energy consumption:

7.5/10

Versatility:
overall:

7.5/10

7.1/10
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Innovation that secures and
enables the digital enterprise
proach with a unified orchestration platform leveraging reusable libraries to create processes while providing full stack
continuous compliance. These solutions
are built upon a foundation of pervasive analytics and automated root cause
analysis, providing transparency to operations and transforming service delivery.

Muhammed Omar, Indirect Country Manager:
Software for HPE in Southern Africa

Hewlett Packard Enterprise (HPE) has a massive software business
used by global corporations like Uber and Facebook. Muhammed Omar,
Indirect Country Manager: Software for HPE in Southern Africa, says
local companies should leverage that same muscle.

M

odern business is application-centric. The app is now
the face of the company,
and is generally becoming
the first point of contact for customers.
This understanding is the foundation of
HPE’s software business, and the reason
for its success.
“Our primary goal is to help clients
deliver differentiated end-user experience with applications that are functionally excellent and leveraging the
power of big data,” Omar says. “We are
true to our origins in that we believe in
the power of innovation to solve modern business challenges, and R&D is
core to our DNA.”
Omar expects HPE’s software innovation to strengthen further when the software business is spun off and merged
with Micro Focus, a global software
company based in the United Kingdom.
The resulting entity will be the sixth
largest software pure-play company in
the world, he says.

“In the meantime, we are a $3.1 billion
company with a passion for innovation,”
he adds.
Power of innovation
HPE’s software innovations are aimed at
the nuts and bolts of the digital economy.
For example, it helps clients bridge the
gap between rapid app deployment and
quality by automating quality assurance
processes in an agile world. This is possible by being able to test multiple apps
across multiple devices while simulating
expected user volumes under differing
network conditions for quality assurance
and security assurance that relates to the
real world in which the apps will be used.
Apps are the company’s face to the
world, but they are provisioned via an
increasingly complex backend. “Our
DevOps solutions unify development
and operations to accelerate business
innovation and meet market demands”
Omar explains.
HPE delivers an industry-leading ap-

All about the data
Data is the other major component of
the digital business environment, and
thus a major focus for HPE, which has
pioneered many innovations in this area.
With over 80 patents HPE data-centric security solutions safeguard data
throughout its entire lifecycle, i.e. while
at rest, in motion or in use across the
cloud, on-premise and mobile environments with continuous protection. This
is one of the key enablers for POPI.
Another important focus area is better data governance and management.
Omar says it is critical to intelligently
reduce the total volume of data storage,
shrink the cost and complexity of managing unstructured data, and intelligently distribute information across multiple
storage repositories, including the cloud.
HPE analytics driven storage optimisation solutions apply policies to unstructured information data, stub it, and then
make it seamless for an end user to retrieve this information as needed
“However, when it comes to data, our
key focus is analytics. We help clients
understand what their data is telling
them” Omar says. “Again, speed is critical: we provide the muscle to crunch
high volumes and variety of data to
arrive at the business insights quickly,
because that is what digital business is
all about. It’s in this area, for example,
that we are helping both Facebook and
Uber make sense of the vast amounts of
data they generate, and recalibrate their
businesses continuously.” ■

http://www8.hp.com/za/en/software/enterprise-software.html

comparative

review

5
Samsung U32d970Q
rrP:

r23 999

distributor:
Product page:
Screen diagonal:

rectron
goo.gl/drMqx8
31.5-inch

Pixel density:

140 ppi

display technology:
Connections:

Image quality:

8.5/10

Build quality:

8/10

ease of use:

7.5/10

energy consumption:

5/10

ergonomics:

8/10

connections:

7.5/10

in conclusion

Versatility:
overall:

6.5/10

7.3/10

PlS
HdMI, displayPort, dVI, USB,
3.5mm audio

Adjustable height:

Yes

Speakers:

no

This 31.5-inch Samsung monitor differentiates
itself from the rest because of its use of PLS
(Plane to Line Switching) technology instead of
IPS. Although both technologies are quite similar,
Samsung’s PLS can deliver even better viewing
angles, brightness and general image quality. That
advantage does come with a drawback, though.
According to our measurements the U32D970Q
requires a massive 85 Watt of energy, which is
considerably more than the Dell 31.5-inch monitor.
For that price, you get the best-looking monitor
in this test. The fact that the U32D970Q comes
completely calibrated when leaving the Samsung
factory, plays a major role in that aspect. In
addition to outstanding image quality, it features
an integrated USB hub, can be adjusted in height
and even pivots. It doesn’t have built-in speakers
and has just one HDmI port. Build quality is also
excellent, best of all devices in this test. Although
the U32D970Q has some pretty thick bezels
they’re slightly more subtle than those of the Dell
monitor.

All tested monitors can produce stunning visuals because of their 4K support. In the 27-inch range, Asus takes the lead as it offers superior
image quality, plenty of connectors and integrated Bluetooth speakers. On top of that, it has the least energy consumption. Anybody looking
for an intuitive, affordable and easy to use 27-inch 4K monitor, should consider the lG 27Ud68.
Between the two tested 31.5-inch models, the more expensive Samsung is our preferred product since image quality, ergonomics, design
and build quality are slightly better than its dell competitor. However, if Samsung’s high energy consumption bothers you, the relatively
energy efficient 31.5-inch dell UP3216Q is a fabulous runner-up.
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Are you ready to talk?
Smart speakers with voice-enabled,
virtual personal assistants are a big HIT
STATESIDE, BUT what are the chances we’ll
see those connected home services come
to South Africa any time soon?

by Lauren Kate Rawlins
Photography 123RF

"O

K, Google” and “Hey, Siri?” are slowly becoming more
common phrases as people interact with their smartphones.
Acting as a virtual personal assistant (VPA) the device
performs tasks, like calling a family member, firing up an app or running
a quick internet search, for the user.
Interacting with machines using voice has increased over the last
year as technology has grown more intelligent and moves beyond
smartphones into home speakers and cars.
The voice interface is becoming the key way large corporates
envision users will interact with them. This is the view of Hans Zachar,
MD for technology strategy at Accenture who says user interface and
customer experience has become a key differentiator in organisations.
“Customers tend to shop where it requires the least number of clicks,
banks advertise their banking apps as a reason to move your account
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and any website which requires users to fill in a form can be immediately
rejected in favour of a provider that simplifies the process.”
He says voice-operated VPAs represent the next wave in user
interface, and the artificial intelligence behind these interactions has the
potential to achieve new levels of simplification and personalisation. The
more they’re used, the more they adapt to speech patterns, vocabulary,
and personal preferences.
“These voice-based interfaces also provide a way of transcending
language barriers and could even eliminate the need for a visual
interaction mechanism completely," he adds.
Zachar says as these technologies improve, it will become increasingly
difficult for users to recognise that they’re interacting with a machine and
even more culturally acceptable.

VPAs transcend smartphones

VPA-enabled smart speakers, such as Amazon’s Echo, let users turn on
lights, play music through a streaming service, order an Uber, add an item
to a grocery list, check the weather, traffic or sports results, as well as
hear a morning briefing on what events fill up their calendar for that day.
This is all completed hands-free by simply talking to the speaker.
The first always-listening WiFi enabled, smart speaker to market was
the Echo running Amazon’s VPA Alexa. Google followed suit last year
with the release of Google Home that uses its Google Assistant. Apple is
rumoured to have its own iteration on the way, and Microsoft is said to
be working on a ‘HomeHub’ which will run on any Windows 10 PC and
use Cortana as the VPA.

“African businesses must seize the
opportunities created by the ecosystem driven digital economy.”
Hans Zachar, Accenture

Start your engines

But the landgrab isn’t limited to the smartphone or home, there’s now a
race to see which tech giant can get its VPA integrated into vehicles. The
dream is that users will be able to seamlessly interact with the same VPA
across contexts, i.e. in their car, at home, and on their smartphone.
As of this year, several car brands including Mercedes-Benz, Ford,
Nissan and BMW either offer both Apple CarPlay and Android Auto or
at least one of the two in their latest models. These operating systems
allow drivers to use services such as navigation apps and talk to either
Siri or the Google Assistant to ask them to perform tasks hands-free.
At CES earlier this year Amazon announced partnerships with Hyundai,
VW and Ford, and Renault-Nissan was the first to commit to Microsoft’s
connected vehicle platform.

Limited locally

However, even though these technologies seem to be increasingly
pervasive, they are everywhere but here. Although it’s possible to buy
smart speakers and cars with smart multimedia systems in South Africa,
they have limited features.
Local distributor for the Amazon Kindle, Circuit City, says the Amazon
Echo will not be officially hitting South African shores anytime soon.
“Amazon has no plans in 2017 to expand beyond existing markets it
supplies the Echo to, as applications have not yet been developed,” says
Circuit City director, Steve Nossel.
The device is available to buy from local e-commerce site Takealot.com
(which imports it), but bears the warning: “Services are region-specific
and might not function in South Africa,” and will require a US Amazon
Prime account to operate.
Similarly, the Google Home device will also not be officially available
locally because the company’s Google Assistant has not been launched
here yet.
Zachar says the power behind these technologies is highly dependent
on having a critical mass of contextual information.
“For example, Siri can only tell you where the closest restaurant is
based on the information linked to the Apple maps platform. If you’re
favourite spot isn’t in its database, Siri is unlikely to pick it up. In fact, for
a long time, Siri provided little more than some amusement, but as the
contextual information becomes richer, so too does the experience and
the technology’s usefulness.”
Connections between local companies need to be made before South
Africans can fully benefit from owning an Echo or Google Home.

Early opportunity

Even though consumers may not find the technology completely useful
yet, this gives local companies the chance to prepare for their arrival.
“African businesses must seize the opportunities created by the ecosystem driven digital economy,” says Zachar. “To do this companies need
to ensure they have people with relevant skill sets to stay ahead.”
He says just as it has become essential for companies to have a mobile
and online presence, over time, customers will likely expect to be able to
interact with local organisations through these new AI-driven interfaces,
including voice.
“Beyond just the interface, these technologies can ‘learn’ customer’s
habits and preference and adjust interactions with them accordingly in a
way that a physical interface is unable to do,” says Zachar.
OK Google, we’re waiting.
Q1 2017 |
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Distributors
adapting to
shifting
technology
trends
By Guy Whitcroft, CEO at Westcon-Comstor
Southern Africa
As we steadily move into 2017 we are
beginning to see where the shifts in distribution
globally are starting to happen and all eyes are
on services and training. There is no doubt that
distributors, like all businesses, need to adapt
to changing market conditions to remain
relevant and the race is now on in earnest.
To remain relevant and assist an IT market
that is in flux and trying to find its footing in a
world of digital disruption (driven in part by the
cloud, by the need to be ‘always on’ and by
changing customer demands), distributors
now need to cultivate services that act as an
extension of their traditional product fulfilment
role.
The shift is not that subtle
For years the very definition of the channel, and
the tiers it is made up of, has made resellers
almost balk at the notion of a distributor
providing services. Is this not in direct
competition with them? Does this mean that
the distributor will erode their income base?
In reality, this is a trend that has been gaining
momentum steadily for around two decades
and the fact that people haven’t really noticed
it, shows how successful distributors have
been in complementing the offerings of the
resellers, rather than competing with them.

Why this is even required
There is growing complexity in the channel,
particularly as a result of trends in cloud
computing, as-a-service offerings and digital
transformation. This complexity means
distributors need to reach out to channel
partners beyond just the physical order
fulfilment of the past. Yes, logistics still - and
will always - play a significant part in distribution, but that is just a part of the role: distributors are increasingly being turned to as
enablers and aggregators.
To this end, Westcon-Comstor has its own
services division and academy. Why? Because
we need to be able to support our channel
partners’ business where skills necessary for a
particular opportunity/project are in short
supply. As well as to be able to assist them to
upskill quickly and cost-effectively, and to help
enable them to take advantage of new trends
and opportunities such as the move to the
cloud.
Thinking out of the box
But it is not just about concluding partnerships
with global vendors, training staff internally and
then putting the services on a checklist for
resellers. Distributors must actively forge and
create locally relevant partnerships with
providers and suppliers that can add further
value to their own service delivery.
This might, for example, mean partnering with
local data centre companies to secure real

For more information please contact:
Tel: +27 11 848 9000
Email: sales@westcon.co.za
www.westcon.co.za

estate for resellers at optimal pricing, providing
them with the means to deliver cloud-related
solutions. It might also mean centralising
operations and processes across borders such
as our One Africa offering where single contact
points can smooth the delivery of products and
services to multi-national clients.
When to cut ties
But there is a bigger challenge facing distributors. This is keeping abreast of trends and
helping channel partners to position
themselves to take advantage of these,
ensuring there are the correct products and
services available to support them, and even
letting go of those that are no longer as
relevant to the market. Technology is evolving
faster than ever before and factors such as
software-defined-everything, hyperconvergence, the cloud and the vastly different
security needed to support these solutions,
mean that new technologies are emerging
while others are becoming redundant.
Ensuring the optimal mix of products and
services at all times is clearly a key issue for
distributors.
Looking ahead, the role of the distributor is
most certainly going to continue to change and
develop, with more enablement and aggregation of products and services from multiple
sources. The beauty of this is that the tiers of
the channel will not blur – not if you partner
with the right companies – they will in fact
strengthen over time.

Technology

Maksym Yemelyanov, 123rfcom

Smart at
heart
Jargon

buster

Smartphone, smart fridge, smart PANTS – IS everything
becoming too ‘smart’ for our good?
by Matthew Burbidge
photography 123RF

W h at d o e s T HE P H R A S E m e a n ?
‘Smart’ is a catchy word that’s been adopted
by the marketing fraternity within the tech
industry and is being added to all manner of
technologically-enhanced products that boast
increased functionality, data-generating sensors
and greater connectivity. It’s increasingly being
used as a ‘catch-all’ term to indicate that items
have evolved from their former ‘dumb’ state
to now include an element of awareness,
intelligence and autonomy.
The trouble is, the term is getting used so
frequently that it’s getting out of hand. You also
have to question if the technology being added
is always necessary. For example, do you really
need to spy inside your smart fridge with your
smartphone to see if you have enough eggs?
Samsung’s Family Hub fridge takes the
concept further, allowing the presumably
time-starved owners to have their provisions
delivered. It’s no longer just a fridge; it’s
a ‘powerful technology platform’, in the
company’s words.
While some may scoff at this functionality
(it also responds to voice commands, and
can read you a recipe, for instance), none of
this would have been possible, or at least of
limited use, without connectivity, the cloud
and artificial intelligence (AI).
W h e r e d o e s i t f i t i n t h e stac k ?
Computer scientist Mark Weiser is credited
with coining the term ‘ubiquitous computing’
in 1988 – a precursor to the ‘smart’ world
we find ourselves in today. Writing in the
Scientific American in 1991, he said ‘computers
in light switches, thermostats, stereos
and ovens help to activate the world’ and

that these machines, and others, will be
interconnected in a ubiquitous network. He
said little was more basic to our perception
than physical juxtaposition, and thus a
machine must know where it is.
Weiser also said – remember this is a scant
25 years ago – that ‘today's computers, in
contrast, have no idea of their location and
surroundings’.
These days, forecasters say the single most
important emerging trend over the next five
years is going to be AI. Gartner vice-president
and research fellow Steve Prentice suggests
that when AI is embedded in smart machines

ethics is going to become a very hot subject,
alongside smart technology, because smart
technology’s exploits raise all sorts of ethical
questions about whether it’s right, sensible
or legal.”
Can we make money from it?
The shift to smart businesses is happening
in unlikely places. Under Armour is a US
apparel and footwear company, and perhaps
surprisingly for a ‘shirts and shoes’ company,
as CEO Kevin Plank puts it, is investing heavily
in technology.
This strategy, says Plank, has resulted in it
acquiring a number of tech companies to assist
in the ‘digital transformation’ of its brand.
He says last year the company realised its
future growth lay in its community wearing
its apparel and generating a pool
of data to analyse. The firm has
acquired a number of fitness
tracking companies and is focused
on analysing ‘how much they [its
community members] slept, their
weight, how much they exercised,
how many steps they took, and what
they eat and put in their bodies’.
“We believe that moving towards
this idea of biometric measurement,
and understanding of self, is one of
the waves of the future.”
While Under Armour is an early adopter, for
Gartner’s Prentice, no business can afford not
to get involved in this new tech.
“You might say AI is too futuristic. It’s not.
It’s happening at a rate that’s far faster than
we might have anticipated. And pretty much
every business needs to ask itself how it can
be using this.”
As the push to enhanced digital business
marches on, ‘smart’ (with added AI
capabilities) will continue to get smarter and
more widespread across all manner of devices.
The reality is that while the term might get
over-used, the intelligence that it represents
isn’t going away anytime soon.

“You might say AI is too
futuristic. It’s not. It’s
happening at a rate that’s far
faster than we might have
anticipated.”
Steve Prentice, Gartner
– even at trivial levels – they will increasingly
enter our lives and we’ll trust them to make
more and more decisions. This would be
especially true in the automated (smart) home,
where we all know we need breakfast cereal,
milk and toilet paper, but can’t be bothered to
remember to buy them ourselves.
“As those systems get bigger and smarter,
and as the artificial intelligence becomes more
embedded, then it becomes that we’re more
like equals. When you jump into a self-driving
vehicle, who’s the master and who’s the
servant?” he asks.
“Smart systems are very good at collecting
data and analysing it, but they’re not
necessarily very good at using it wisely. Digital
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evolution

By JAmeS FrANCiS
PhoTogRaPhy 123rF

T

environment, companies need to innovate at
speed or risk competitors getting ahead by
improving on those breakthroughs. Just ask
Blackberry.
But the speed of acceptance is set by the
market, namely the customers. Facebook paid
$2 billion for the Oculus rift virtual reality
company, hoping for an imminent future
of Vr everywhere. It has since conceded
that vision was very premature and more
than doubled its projections to ten years
away. likewise, the massive boom of 3d
printers never materialised, despite factors
such as lapsed patents and cheap chinese
manufacturing fuelling the sector. The use
cases are simply not convincing enough. even
software features in business applications
are slave to the end-user. Any other outlook
risks technological determinism: the belief
that a technology will succeed because it has
a practical application. Many companies have
fallen under the wheels of that fallacy.
Yet modern technology does create very
fertile ground for new innovations and this
is why we’re seeing so many new features.
companies are desperately trying to find what

he chinese drone manufacturer
dJI crushed the dreams of many
competitors. The market focused on
more nuanced models for enthusiasts. dJI went
the other direction, delivering a glut of products
to the market across the price spectrum. Today
it rules the enthusiast sphere of the market,
while others scramble to find a place at the
lower end.
dJI won in part because of its vertical
integration. But it also drove new
features and price points in the
drone market. competitors who
were too slow to match or surpass
those introductions were the ones
that suffered.
differentiation through products
and features is not new, but the
breakneck speed enabled by digital
Alexander Fischer, Verint
technology is. Though tempting to
debate if this can be slowed, previous
industrial revolutions have shown that to be a
customers want, but doing so with a very
lost cause. We don’t dictate technology’s speed,
large and elaborate box of building blocks,
we adapt to it. customers not only adopt
namely the revolution Babu refers to. So the
new services as they need them, but they
question isn’t if companies are moving too
easily abandon old ones that fail to maintain
fast, but whether they’re moving fast enough?
expectations.
“The technology pace of our innovations
The shelf lives of products and companies
and new features is good from a consumer
are a lot shorter, hence the need to continually
point of view,” says Alexander Fischer, director
innovate. That pace may be refined by sector
of enterprise WFO Practice at Verint. “But
dynamics, but there’s no doubt: speed counts.
from a company view it needs to be roped into
the strategy.”
Catch up or die
One example Fischer mentions is a focus
“Technology has always evolved at a large
on cost: many apps and other software
speed,” says Arun Babu, Business Model
products let customers self-service, thus
Transformation leader at deloitte. “But the
taking pressure off the company’s resources.
ability to innovate at a software level and the
These resources can then be turned to
commoditisation of really powerful hardware
new developments. Yet Fischer cautions
is allowing anyone to create new possibilities
that customers still expect to engage
in technology. It’s an evolution. The only
with companies, but for more complex
control we have is over the adoption and
transactions. For example, nobody goes to
control of it to advance our quality of life.”
bank branches just to draw a statement
It’s one of the great barriers against
anymore, but to make far more in-depth
modern business transformation. companies
requests. Hence the need to tie this to overall
avoid speed so they don’t lose control.
strategy, not just on a few outcomes. new
But this has become paradoxical, since in
features will cause disharmony if the company
order to maintain control in this fast-paced
ship isn’t aligned.

“customers will tell you
what they want - you just
need to listen to them and
understand that.”
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A DV E R TO R I A L

ALVIVA HOLDINGS:

NEW NAME,
BIGGER
HORIZONS
C

hange makes people nervous, and when you’re a
large player in the local technology landscape, it
can make people very nervous. But at Pinnacle
Holdings, now Alviva Holdings, it’s business as usual.
Yet having posted a 47% jump in half-yearly revenue to R6.3
billion, ‘usual’ means more growth and diversification. Alviva
Holdings is the parent company to a number of top technology
firms, including the well-known distributor Pinnacle. The name
change, according to Alviva Holdings CEO Pierre Spies, was
merely to avoid confusion and for the Alviva Group to become
known as a “well-diversified technology company.”
“The brand equity in Pinnacle Distribution is more than the
brand equity in Pinnacle Holdings. It’s what our customers are
familiar with. Changing to Alviva allows us to leverage that.”
Yet while the name change to Alviva Holdings has garnered
the most attention, the real excitement lies in how the market
is shifting, and how Alviva’s companies are able to meet those
demands. This includes a potential R1.3 billion acquisition spree,
much of which is to boost its intellectual property portfolio.
This is part of two diversification strategies, says Spies: “The
first is to diversify the group further into service solutions. The
second is to take the core of the historic business, which is
distribution, and diversify the product sets and revenue splits
away from client computing and into enterprise infrastructure
and software.”
Distribution remains a focus and one of Alviva’s cash cows, but
it is reinvesting much of those profits into expanding other areas
of the group. Alviva is already recognised as one of Microsoft’s
biggest local cloud implementers and it has developed a marketleading self-service portal through which customers can order
and manage their cloud requirements. Spies identifies cloud,
along with three other areas as the pillars of Alviva’s future:
“Enterprise infrastructure is absolutely critical in helping define
the South African business landscape. The biggest element in
this area is virtualisation, as well as software-driven solutions
and cybersecurity. Software-defined networks, storage and
similar trends are becoming really important. Cloud is also
growing exponentially. These categories are no longer necessary
evils. They are business tools. If you don’t have them, you might

PI E R R E S PI E S, Group CEO
lose traction, your competitive edge and potentially fall behind
your competitors.”
Part of this strategy was the acquisition of 100% of
Datacentrix, one of the most successful services and solutions
solutions systems integrators in the country.
The change in Alviva’s name has led to speculation that
Datacentrix is to be absorbed into the larger entity. Spies lays
those rumours to rest: “Alviva Holdings is as strong as its
individual businesses. For that reason, we keep a Chinese Wall
policy between our companies. One company doesn’t tell a fellow
company what to do. Technically, some even compete against
each other. We do consider synergies between them, but we
also have large partner and reseller networks that support us.
So while we consider advantages as a group, Alviva’s strength
comes from the numbers and autonomy of our individual
companies and their value chains.”
The world is changing fast and it relies on technology experts
to deliver value where it matters. The brand essence of Alviva is
that our stakeholders are as important as our customers, which
are as important as our staff. This is the future Alviva Holdings is
geared towards, and now in its name too.

Phone: 011 265 3000
Web: alvivaholdings.com

Evolution
Transformation agendas

Harnessing digital processes is tricky.
Companies often don’t get it right. Culture
changes are crucial if a business wants its
products to remain competitive. As is often
the mantra in digitalisation conversations,
rigidity is the enemy.
“You can create a catch-up scenario,” says
Babu. “But you can’t just copy an existing
strategy. You really have to know what
your differentiated value proposition is.
If technology can enable you to do it at a
better or more efficient way, then great – it
enables you to move. Create a culture of
experimentation to trial and rapidly react
to changes in the market. Most disruptions
happen because the companies are often too
rigid to understand how they can change their
business models.”
There needs to be a close link between the
company’s technologists and core business.
Experimentation must be championed by the

“How leadership is rewarded on a shortterm basis is a problem,” says Babu. “The way
to think about evolving a business model is a
very difficult thing, especially when you exploit
a cash cow for the next few years while
also focusing on realising benefits from new
ventures. So the first step is to change the
short-term mindset to balance with longerterm remuneration of leadership and focus.
Culturally you have to create a mechanism
where you can still allow the cash cow to be
successful, but also define a meaningful chunk
of the business – your capital, your talent –
towards new ideas.”

Getting outside help

All companies must innovate or risk extinction.
Even new ways of placing in-store marketing
material is innovative. But modern innovation
is greatly aided by business technologies.
Unfortunately not all businesses are
technology companies. Even if they create the
right culture, chances are they need
skilled partners. The IT industry is
happy to fill that void, yet companies
should still keep ownership. Not only
are they still responsible for it, but if
something does go wrong, the brand
damage isn’t on the outsourced
developer.
“Companies must demand
diligence from their product
creators,” says David Jacoby, security
evangelist at Kaspersky Lab. “If
you have third parties helping you,
there must be an SLA defining
what’s included. Minimum levels of
maintenance and support should be
in the SLA. It’s not rocket science.”
Maintenance and support can often be
forgotten in the feature cycle fervour. This
doesn’t even need to be an app or actual
product. Even a company website can
become a liability if not tended. For example,
a marketing company may build a site on a
popular platform and using many plugins. But
is that being looked after? Former New York
mayor Rudi Giuliani took a reputational knock
when his security services site was easily
hacked due to outdated software.
The problem isn’t really that you’re
pushing out too many or too few features,
that's based on your sector and competitive
requirements – your strategy. Instead the rub
comes in creating a culture that can handle
quick experimentation and embracing its risks.
Then find reliable partners and place them
under solid agreements, but never relinquish
the ownership or responsibility tied to the
product. Create diligence and motivation that
stay in step with feature development.
“Compare it to becoming a doctor,” says
Jacoby. “You can’t just open up a place and
start cutting people. You need to know
the implications, you need some kind of
education.”

“The technology pace of our
innovations and new features
is good from a consumer
point of view but from a
company view it needs to be
roped into the strategy.”
Alexander Fischer, Verint.

executives – leadership buy-in and support is
crucial. New roles and positions, perhaps even
entirely new departments or subsidiaries,
should be established to help steer this. In
the world of features, customer feedback in
particular is an underused resource.
“Customers will tell you what they want – you
just need to listen to them and understand that,”
says Fischer. “But that can’t be done by two
or three people sitting around and listening. It
requires a concerted effort and even analytics to
reveal the subconscious desires of customers.”
Of course product and feature design isn’t
new to business. Harnessing established
methods such as A/B testing and SWAT
analysis is smart: “But they need to be more
agile and faster to market.”
Another critical area is to look at
remuneration. Most approaches award the
short-term, tied to a rhythm of quarters and
annuals. But the speed of modern innovation
ironically requires longer-term outlooks,
something that must be addressed from the
top down. For example, Jeff Bezos famously
maintains a long-term culture at Amazon, while
at the Washington Post (which Bezos owns),
remuneration is also more multi-faceted to
reward both short- and long-term gains.

Try and try again
Not all products worked
at first…

Touchscreens
The first touchscreens surfaced in the
1960s. In the 90s and early 2000s,
companies such as Apple and HP tried to
make it work. But only the iPhone’s arrival
in 2007 struck gold.

Social media
Before Twitter and Facebook, there was
Friendster. It worked well, but couldn’t scale
to demand, leading to massive user churn.

S pr a y l u br i c a n t
WD-40, the first lubricant packaged in an
aerosol can, took a while to develop. As the
name reveals, the successful formula was
the 40th attempt.

H y br i d c a rs
The first hybrid car was unveiled in 1898.
But its batteries alone weighed more than
a modern car, delaying its re-emergence for
nearly a century.

Gr a p h i c u s e r i n t e r f a c e s
Xerox developed the first GUI in 1981.
Unfortunately the computer that used it
cost $42 000 in today’s currency.

V i d e o r e c o r d e rs
The failure of Betamax is well-known.
But what really killed the format was an
inability to increase its one hour recording
space to match VHS' four hours.
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adoption

By MATTHeW BUrBIdGe
PhoTogRaPhy 123rF

f

or Stephen Green, the cTO for MeA at
dimension data, humankind is entering
an era of exponential growth and
change, leading to upheavals that will leave no
business unchanged.
He says analysts believe that in between
five and ten years, as many of 60% of today’s
household brands will no longer exist because
they won't be able to evolve quickly enough.
In South Africa, more consumers are
taking advantage of online shopping, for
example, and this adoption of digital is forcing
change on organisations, he says, pointing to
discovery as a world leader in its adoption of
technology.
Aside from discovery’s use of wearables
in persuading its members to exercise more
(not to mention the data it is collecting
about them) Green says it is also mounting
challenges to traditional vehicle insurers, such
as dispatching an emergency vehicle in the
event of an accident.
“new disruptors are able to capitalise on
technology and bring value to a market, leaving

“It’s not who’s got the products, it’s who’s
got the client relationship. The client or the
consumer experience is what the future of
business is all about. companies that have
got that right are the ones leading the way
and driving this adoption of technology
across the board.”
So when exactly are businesses and
consumers investing in new tech? Or are they
holding onto their legacy systems for longer?

Technology debt

Green says organisations caught in the tech
refresh cycle ‘carry the technology debt’.
For dimension data, “part of our journey
with them is to see how we can sunset
elements of that legacy and move that into
the cloud,” he says.
“In the past, we were trying to sell cloud;
today clients are phoning us up and saying they
want to be in the cloud by the middle of 2017.”
Organisations are also examining their
applications, and either sun-setting them or
turning them off completely.
either that, or reinventing them in modern
day interfaces that have microservices
enabled and can be consumed on mobile
phones and/or tablets.
Green says he’s now seeing a concerted
effort by organisations to
understand what the commercial
value would be to moving into the
cloud, and typically this is a lowering
of the overall operating cost.
Others, however, are looking at a
technology refresh focussed around
modern converged infrastructure
which in principal also lowers your
footprint in the datacentre and the
cost of deploying that.
cloud adoption fundamentally
changes how businesses deliver services,
making them more responsive to the market.
Green is also seeing a massive adoption of
all-flash technology, replacing spinning disk,
also known as the ‘Model-T Ford of the IT
industry’.
“People who still have spinning disk are
sweating the assets, but the cost and value of
an all-flash environment is very compelling.”

“new disruptors are able
to capitalise on technology
and bring value to a market,
leaving other companies out
in the cold.”
Stephen Green, dimension data
other companies out in the cold,” says Green,
adding the launch of discovery’s bank might be
a significant value proposition for consumers.
As to what’s driving change, it’s
convenience. Mentioning the ‘overused’
example of Uber, Green says part of its
incredible success is due to its convenience.
Facebook, too, has the potential to change the
way we think about the world, especially once
it decided to pivot into social commerce.
In the past, says Green, a company made
a product and if it was good enough, many
people bought it. nowadays, merely producing
a product isn’t enough.
“I think you’ve got to spend more money
understanding who your customer is and on
the basis of that, being able to deliver to your
client.

Rose gold isn’t a feature

Julian Pienaar, lenovo’s technical solutions
advocate for the Middle east and Africa, says
in the consumer space everybody wants
the ‘latest and greatest’. cellphones were
usually produced on a one-year cycle, and
new tablets and notebooks refreshed every
three-to-six months.

Manufacturers are now striving to provide
something genuinely new and innovative, and
this didn’t include bringing out a new gadget
in ‘rose gold’.
“That’s a colour, not a feature,” Pienaar
says. “A consumer device was never designed
for an enterprise space, because of the rate
that technology changes. That’s why we have
always had a split between our consumer
and enterprise because of the longevity and
lifecycle that corporates want. They want a
three-year, on-site warranty, while consumer
products only come with a one-year warranty.
“In the consumer space, if something fails on
the machine, you won’t be able to get the same
model again. In the corporate space, you can
buy the same model up to 15 months later.”
companies also have to test and vet new
models, says Pienaar, and they were ‘pretty
happy with Moore's law’ and its 16- to
18-month refresh cycle.
With the introduction of USB-c, devices will
be considerably thinner, says Pienaar, adding
there is also the widespread adoption of solid
state drives as customers seek increased
performance.

Optimistic timeframes

Guy Whitcroft, Westcon-comstor ceO, says
it isn’t that technology is moving too fast,
but rather the "predictions tend to be unduly
optimistic when it comes to timeframes."
While technology may be capable of
delivering autonomous vehicles within five
years, legislation would mean it will take
longer for mass adoption.
echoing Green, Whitcroft says Uber has
seen mass adoption because of its smart
underlying technology.
Whitcroft says hardware and software
refreshes and updates have also become
independent of one another. “And now
you’re seeing software-defined pretty-mucheverything – networking, storage, servers, you
name it.”
Hardware will also typically have a longer
lifecycle. “At the turn of the century you’d be
replacing your Pc every two to three years,
nowadays it’s four, five years, or even older.”
For dimension data’s Green, South Africa
needs to keep pace, or we will be left behind.
“In terms of consumers, the convenience
factor will drive the adoption of new
technology. As IT professionals, there’s
going to be a lot of people who are going to
be put under significant pressure to reskill
themselves and get the right skills to remain
relevant as we move into this world at a very
rapid rate," he concludes.
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By Ben KellY
PhoTogRaPhy 123rF

B

uilding software is a tricky thing.
Typically you’re creating a system that
will need to be used by a number of
end-users of varying abilities, but you have to
ensure that it meets the specific requirements
of the business or process owner. Sometimes
these two stakeholders can have wildly
divergent requirements, with the ideals of the
business owner and the abilities of the users
coming into conflict. It’s at this point that the
software development process either falls
apart or proves its worth.
leon coetzer, cOO at rePanda Software,
comments that in the early days of software
development, it was approached as an
engineering problem, just like any other. So
just like building a bridge to get over the
river, where the solution would be to create a
master plan and then deliver on that, software
would be designed, built and then delivered to
the client when it was complete. Testing would
be done to ensure that it worked according
to the pre-ordained design, but the end-users
would have little or no input into that process.
“You can’t approach software development
in the same way as classical engineering
problems, software is just too abstract for
that,” he says. “You have to get the system
in front of users as early as possible. This
involves building a minimum viable product
and then adding features to that as you go
along, all the time looking at how the people
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“it’s much easier to monitor
the impact of lots of smaller
changes than one big upgrade
because if there is a negative
impact it’s possible to roll
back that one change.”
Sam Hutchinson, everlytic

are using the product, where they are doing
things in unexpected ways and where features
are not working as expected.”
This is backed up by Sam Hutchinson, cTO
at email and SMS marketing automation
service provider, everlytic.
“We’re continuously improving the service
with small changes being rolled out all the
time,” he says. “Many of these changes are
invisible to the users, but it’s much easier to
monitor the impact of lots of smaller changes
than one big upgrade because if there is a
negative impact it’s possible to roll back that
one change rather than trying to figure out
what part of a larger change has had a negative
impact on the usability of the system.”

From little acorns

Bradley elliot, Md of Platinum Seed, adds that
starting small is part of the recipe for success
but that executive buy-in remains critical.
“Most major products started with a small

pilot case or group of individuals
within an organisation. Make sure
you nurture these ‘champions’ and
make their lives easier through the
product. Once they’ve adopted it and
are using it every day, you’ll find that
the rest of the organisation will soon
follow suit. This is an easier strategy
to follow than a ‘top-down’ approach
of trying to get c-level board
members to implement your product
company-wide upfront.”

All about the experience

At the heart of the usability question
remains the user experience. While issues
such as speed and responsiveness can never
be understated, the real test is the user
experience (UX).
Jason ried, ceO of game and app developer
Fuzzy logic, points out that messing up the UX
can be fatal for an app, especially one where
users have the option of not using it.
“UX is critical as you live and die by your
clients’ first interactions. An old design book
The Design of Everyday Things is always
my inspiration for user experience as it talks
about how so many products make people feel
stupid. If you, for instance, push a door when
you should pull, then you naturally feel silly or
embarrassed – when in reality the problem
is with the design of the door. The solution
would be to have a handle on the side that you
pull and a flat panel where you push. If that
happened then doors would be simple and
nobody would ever feel foolish for pushing the

Usability
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wrong way. Making our users feel
foolish is the worst mistake as they
then blame themselves and begin
thinking about other things.
“UX is exactly the same, if we
allow a user to feel confused, foolish
or even frustrated, then we’ve lost
them regardless of what we do in
future releases. All aspects of the
app should be seamless, obvious and
have a purpose. If they don’t, they
should be removed until we have the
perfect user experience – as that’s
the only way to ensure that a user
will keep on using your app.”
The growth in the ability of
companies to harvest useful
information from their systems in
order to understand how people are
using their software has also made
a dramatic difference in the usability
of systems.

Analyse and optimise

Hutchinson says that everlytic not
only uses the traditional support
channels to gather information
about what’s working or what isn’t,
but (and this is where having an
online service is helpful) also monitors exactly
how users are using the system. It’s able to
see where users get stuck, what things are
taking longer than they should and where
users abandon operations. All that data can
then be used to determine how to tweak the
product to improve the overall experience.
elliot comments that the optimisation of the
user interface and the user experience have
become something of an obsession in the
industry over the past few years.
“Product owners obsess over button
placement, conversion rates and user flows.
There’s a multitude of products that can be
used to record and view user sessions to see
how they’re using a product and then refine it.
A/B testing has gained increased adoption to
see what changes drive positive behavioural
changes with users.”
This is backed up by ried who says that
the increased options for analytics tracking
and analysis, as well as digital release
strategies, have drastically improved usability.

“you can’t approach
software development in
the same way as classical
engineering problems,
software is just too abstract
for that. you have to get the
system in front of users as
early as possible.”
leon coetzer, redPanda Software
“developers can very easily track any number
of data points and then can easily create user
funnels that can inform them about a user’s
behaviour.”
Much of the challenge comes down to
change management.
ried adds that, in general, people hate

change and this is evident every
time any product has a big
software update.
“The tricky part is that to continue
to improve user engagement and app
usage, we need to keep evolving and
improving the product. We believe
people like the fact that products
change, but this needs to be done
with minimal intrusion. We like to
first prove behaviours in a smaller
target audience before rolling this out
to the bigger group. At the same time,
you want to make people aware of
what’s coming so that they can feel
comfortable ahead of time, rather
than being surprised by a new update.”
For an issue as critical as usability it
appears that listening to users and making
small changes frequently will triumph over
trying to build a monolithic application while
guessing what the users will adopt and what
they will reject.
Q1 2017 |
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S

elling to fellow IT companies puts
a sales person in the hot seat. IT
customers are knowledgeable,
demanding, and know exactly what the
margins should be. They also know where to
find loopholes to avoid having to buy anything
at all, say distributors working in the sector.
Simon campbell-Young, ceO of Phoenix
distribution, says his company regularly sells
to IT companies. He sees IT companies as ideal
clients: “For us, the perfect client is someone
who understands their own customer well
and has a high degree of technical knowledge.
This knowledge benefits us from a sales
perspective, since we don’t need to explain
why they need the solution and there are
seldom unrealistic expectations around
what it can deliver. The IT-based customer
understands acutely why they need the
solution, to the point that often they approach
us, rather than the other way around.”
“Overall, IT customers are tough customers,
though,” he adds. Since IT firms already
operate in the IT space, they’re well aware
of what the technology costs and what the
margins should be. Says campbell-Young:
“With an educated customer working in the
same industry, you’re constantly having to
justify and quantify why the price is X and not
Y and why your margin should be X and not
Y. They want you to justify the value-added
proposition that you bring. In our case, this
might be providing pre-configuration services,
advising them on the architecture or providing
technical support services. The challenge here
is deploying the right skillsets and offering
something beyond what the customer has the
capability to do in-house.”

Selling to the
iT industry
it cuStomerS are tough cookieS, Say
local diStributorS.

depending on your line of business, it may be
pointless to try and sell to IT companies.
rob Brown, ceO of security solutions
reseller drS, says his company does very
little selling into the IT sector. “A lot of IT
companies seem to think they can do this stuff
themselves. They buy the software from a
distributor and install it themselves, since they
have the skills in-house.
“Unless you have something different
to offer, like a service desk or a SAP or
accounting system, most IT companies
are well equipped to handle procurement,
integration and management of the solution
themselves.
“For security software, most companies
do their own IT procurement, installation
40
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Ice to Eskimos

the

pitch

his company. “I interrogate things like support
– we have our own tech guys, so the company
selling us a solution would have to send very
experienced techies to implement it properly.”

Exploiting loopholes

Pierre louw, national sales manager at
netxactics, says selling to the IT industry
is difficult at best. “Being a distributor of
IT products means most of our partners
are IT companies. Our partners in turn sell
our products on to their end-users who
predominantly play in the mid to large market
segment,” he says. “Potentially big buyers are
often part of a conglomerate of companies
who buy from other companies within the
group; or else they're multinationals whose
procurement policies are dictated by head
office policy.”
conglomerates have negotiating muscle
when it comes to large scale procurement,
and may buy solutions on behalf of the entire
group. A local office of a multinational wouldn’t
reinvent the wheel and would simply push
down the globally agreed contract, louw says.
Smaller businesses and channel players
are a different story, he says. Any vendor
or distributor selling directly to a channel
partner is confronted with the challenge that a
channel partner may have to show allegiance
to multiple vendors and distributors, and
spread its IT procurement among all
of them.
In the case of a sole distributor,
channel partners and smaller players
looking for a particular solution must
go directly to the distributor holding
the product rights. But even in this
scenario, there are ways around
actually buying the solution, he says.
“For example, if a local IT company
wants a certain product, they can’t
go looking for it directly. But they
can come to us and apply to become
a reseller of our products, after
which they can buy at a reseller
price. With certain products, we
offer resellers a product for free to use within
their own environment. Sometimes, we find
a company using this opportunity to get the
product at low – or no – cost to themselves,
and then they don’t push it down the channel.
You could probably run trial licences for
years with the same product from different
distributors and never actually pay for the
product. It’s unethical, but it’s a loophole that
some businesses use to save a great deal of
money. IT companies know this and they’re
well aware of ways to avoid costs on their
own IT infrastructure.”

“With an educated customer
working in the same
industry, you’re constantly
having to justify and quantify
why the price is X and not y
and why your margin should
be X and not y.”
Simon campbell-Young, Phoenix distribution
and management. They’re not receptive to
buying it from a channel player when they
could buy it from the distributor, and naturally
they want to save on the margin. Similarly, I
don’t get someone in to manage my Microsoft
infrastructure – I manage it myself. We do buy
some things like service desk and accounting
systems from other companies, but for
everything else, we arrange our own discounts
from vendors and install it ourselves.”
Brown says that as a knowledgeable
customer himself, he expects serious knowhow from IT companies selling solutions into
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Has the hype that surrounds 3D printing died a desperately expensive death, or is the ‘as a
service’ model swooping in to its successful rescue?
by Tamsin Oxford
photography 123RF

T

“In the past, 3D printing was seen as a solution for engineers doing
prototypes,” he says. “This isn’t the case anymore. Different industries
are seeing the benefits, such as architects, jewellers, dental protection
manufacturers and dental surgery companies, consumer goods, art
and even décor. The 3DaaS market is being driven by those who give
customers a way of creating a superior product which isn’t available
anywhere else.”
For the channel, investment into a focused 3DaaS arm can open a
world of potential. Organisations wanting to differentiate themselves can
take advantage of 3D printing’s mass customisation capabilities to create
products tailored to consumer whim. Or they can develop prototypes
and products which can offer the local market something not available
anywhere else in the world. However, it’s an opportunity tinged with a
hint of a warning.

owards the end of 2016, Forrester released a report entitled: The
top emerging technologies to watch: 2017 To 2021. In this report
the research firm said that while 3D printing has been sat on
the emerging technology list for a few years now, it will not play a role
in ‘broadly helping firms win, serve and retain customers in the next
five years’. So, they’ve now excluded it. 3D printing has even entered
Gartner’s trough of disillusionment, further adding to the feeling that
perhaps the three-dimensional print has lost its mojo.
What’s causing this so-called slump? Is it lack of adoption? Is it
cost and availability? Actually, it’s all and none of these. A closer look
Room for improvement
at the Gartner hype cycle shows that while consumer 3D printing is
“Our experience is that the market is really small and will remain so
slipping down the disillusionment slope, enterprise printing is seeing
until the quality of the printing, the ease of use and the pricing can be
some serious shifts. It is instead evolving and becoming more about its
improved significantly,” says Keith Steward, managing director, MGFX
immersive value and capability, especially as 4D printing becomes more
Micro Graphics. “In reality, it’s the large enterprise that needs to push this
advanced and accessible. That said, while 4D codable printed objects
remain a fresh and shiny new hype for the cycle, ‘3D printing
as a service’ (3DaaS) is overcoming the challenges of cost and
accessibility, quietly cementing itself as both viable and reliable.
“The hype around 3D printing may have died down a little
and this is largely due to the cost of printing materials and
printers,” says Philip Booysen, mechanical engineer, Resolution
Circle. “Users need the right technical knowledge to operate
them and use CAD to create the models and this requires time
and training. For any business to simply up and use these
machines is extremely expensive. Ours cost around R2 million
Philip Booysen, Resolution Circle
and the materials alone are around R5,000 a kilogram. These
expenses can be very hard to justify.”
However, it is this challenge which makes the 3DaaS concept
technology through the trough of disillusionment, and they tend to only
such a strong proposition, especially in South Africa with dodgy exchange
do so when it becomes financially viable. We tried and failed to add this
rates and high import duties. Organisations don’t need to invest in the
onto our existing business – the attempts to get this technology working
technology to have their prototypes printed or solutions created, and
efficiently have been less than successful.”
they don’t need to go through the learning process either. Instead, the
The challenge is to ensure that not only is the printing technology of a
channel can provide them with the prints they need at a cost point they
high enough standard to deliver a superb finish, but that it’s cost-effective
can afford.
enough to remain appealing to the market. It’s a balance that remains hard
Slowing big spend
to achieve, making it a complex opportunity rather than a quick win.
“While I don’t agree that there has been a decline in 3D printing, there has
Like Mark Twain, the rumours of 3D printing’s death appear to have
been a decline in the capital outlay, where organisations are purchasing
been greatly exaggerated. It’s still as strong a proposition as before,
machines,” says Bernhard Vogt, managing director, CAD House. “High-end
but instead of being in every home and business, it has evolved into a
machines are extremely expensive and most organisations would rather
specialised solution which provides a service. And it is very likely that, as
go to a service provider so they don’t have to keep this stock. Now they
prices come down and accessibility increases, it will start expanding into
can just get their parts from a channel partner. And as we specialise in
all sorts of available nooks and crannies.
this, we can invest heavily in high-end equipment so we can service all
“Just look at the medical device market, already there's a lot of scope
types of market and demand.”
for work there,” says Vogt. “And we're also seeing an emerging trend
By focusing on 3DaaS, organisations such as CAD House can bring
of 3D selfies – people pop into a booth, get scanned, and out comes a
the costs down for customers. This again pushes up the use cases,
relatively affordable 3D print. While the cost of these isn’t quite there yet,
allowing for organisations to explore the potential of 3D printing within
it is going to take off.”
their business models without waving an empty wallet. Vogt adds that
Then the only question that remains is – where does one put a threecustomers have had more time to learn about the technology and are
dimensional, life-sized print out of oneself? In the guest bathroom,
now making informed decisions around materials and types of print.
perhaps…

“The hype around 3D printing may have
died down a little and this is largely due
to the cost of printing materials and
printers.”
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The delicate position
Channel account managers – they’re often lynchpins in channel relationships, needing to
balance the interests of two sides. But what makes them tick?

by Admire Moyo
photography 123RF

A

t the centre of all the hustle
and bustle of forming channel
partnerships and ensuring the
relationships remain healthy while both
parties get a return is the channel account
manager – responsible for identifying,
developing, and expanding relationships with
distributors, resellers, and retailers.
The Margin took a look at the role of the
channel account manager to get a better
understanding of what makes them tick,
what keeps them awake at night, and what
attributes they need to be successful.

Key role

Lisa Strydom, channel manager lead at
Veeam, says for organisations that have a
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channel-driven business and strategy, the role
of the channel account manager is key.
She defines these individuals as having a
focus on driving their organisation’s strategy
effectively by enabling their partners to
be an extended arm of their organisation.
“Enablement is key to driving business and so
is a true understanding of how the solution
will complement a customer’s environment
and show value to their business needs.”
Describing the most important attributes
that the channel account manager must have,
Strydom lists good people skills, an overall
understanding of technology in their field,
excellent presentation skills, an outgoing
personality, a great multi-tasker, and the
ability to negotiate. She also recommends
that they have a good understanding of
the overall channel sphere – resellers,
system integrators, original equipment
manufacturers (OEMs), distribution and
education centres.

From a distributor point of view, Andrew
Potgieter, director of security solutions at
Westcon-Comstor Southern Africa, says the
role of the channel account manager may vary
from distributor to distributor. Nonetheless,
he notes that in essence, the channel account
manager is the individual who manages both
vendor and distributor activity within a select
base of resellers or partners.
“This would be a single touch person
who’s able to articulate the channel partner’s
requirements as they pertain to the vendor
set that the distributor represents. This
person is a ‘relationship’ person whose
value is proportional to the complexity of
the vendor – that complexity is defined
by technology, programmes and business
requirements.”
For Potgieter, from the specific value to
the distributor, these individuals provide the
IP around market demands as seen from a
selection of resellers.

bolina, 123rf.com

channel partner to put a comprehensive valueadded solution to the customer. “Gone are
the days of just a ‘me too’ quotation, channel
partners need to be inventive, creative and
ultimately to prove value when providing a
solution.”
Matthew Kibby, regional director at
VMware sub-Saharan Africa, says first and
foremost, the channel account manager must
possess a diversity of skills, but a customer
focus is key. “We need to ensure that every
day we go to work we remind ourselves that
our job is to deliver value to customers though
our channel partnerships.”

Bolina, 123rfcom

Financial drive

“Gone are the days of
just a ‘me too’ quotation,
channel partners need to
be inventive, creative and
ultimately to prove value
when providing a solution.”
Steven Kramer, Fujitsu South Africa
He believes that good interpersonal skills
are essential in the management of the
various players inside each partner, as is
the ability to represent the distributor and
brands in a professional manner. “As these
people normally represent more complex
technologies, they need a foundational
understanding of technology and must be
able to understand the vendors ‘go to market’
and value offering. They must also have the

ability to multi-task and accumulate
information from multiple partners
into a single view of the market.
All of this provides the ability to
accurately forecast business through
the depth of knowledge around
customer deals and IP that validates
transactions.”

Understanding needs

From an OEM perspective, Steven
Kramer, channel and marketing
manager for Fujitsu South Africa, says: “The
channel account manager is the interface
to the channel partner business. They must
understand the partners’ needs and, of
course, ultimately the end customers’ business
requirements.”
Kramer says they must have the ability
to listen to and understand the customer
requirements and articulate this back into the
OEM. This will enable the OEM to assist the

There’s been some confusion between the
roles of the channel account manager and
product manager. According to Strydom,
product managers have similar functions to
channel account managers. “Although to my
understanding, the product manager role is
seen more in distribution and the channel
account manager role is seen more at the
vendor. So the product manager role is more
financially driven,” she says.
Conversely, Potgeiter says that where
the product manager is more focused on
vendor programmes incentives and targets,
the channel manager needs to be able to
articulate the elevator pitch version of these
and understand the measurements required
by the distributor as well as ultimately the
partner.
“As an example, where a product manager
will drive brand growth through a vendor’s
partner programme and its requirements, the
channel manager acts out the requirements to
the relevant individuals at the partner.”
Asked what keeps channel account
managers awake at night, Strydom says the
amount of competition in the IT industry is the
stuff of nightmares. “Our resellers sell more
than one of the same or similar solutions in
the market, so differentiating ourselves from
our competitors is important.”
“I think the channel account managers sit
in quite a delicate position in that they have
customer expectation they need to fulfil as well
as the expectations of the OEM, and managing
these can be daunting,” Kramer concludes.
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Eight steps to

happy ever after
SIGNING A CONTRACT WITH A NEW CUSTOMER IS ONLY THE FIRST STEP IN WHAT ORGANISATIONS
HOPE WILL BE A LONG AND FRUITFUL RELATIONSHIP. HOWEVER, SUCH RELATIONSHIPS SELDOM
DEVELOP THIS WAY ON THEIR OWN – IT TAKES HARD WORK AND ATTENTION TO DETAIL TO
ENSURE THE CUSTOMER THAT SIGNS A DEAL REMAINS ON-BOARD FOR THE LONG-TERM.
BY ROD
BY
RODNE
NEY
Y WEIDEMANN VISU
UAL
ALS: ZACK HOOSEN

Communication is key

Good admin, good start

Matthew Balcomb, CEO of CallCabinet South Africa, says as soon as the
contract is signed, you need to plan a kick-off meeting internally, to
ensure a thorough handover from sales to technical or customer account
management is complete and accurate. Client expectations of the service
and/or product offering should be clear and any future areas for attention
must be identified and mapped between all stakeholders. This should
immediately be followed by a kick-off meeting with the client so as to
achieve a successful start to the relationship. It is, after all, very rare that
there are no unexpected bumps along the way, so it’s important to ensure
that information flows properly.

One of the vital admin systems you will need is client account
management, which caters for the translation from technical to layman's
terms, in order to ensure the client understands the limitations and
timelines. A second key function is technical support, which is critical to
ensuring the product or service is delivered day in and day out, and that
clients have the assurance and security of their investment. Finally, a
good customer relationship management (CRM) or enterprise resource
planning (ERP) tool will serve as the heartbeat of your business from a
sales and customer retention point of view, by creating reminders and
tasks for meetings, renewals and follow-ups. It also allows the business to
evaluate the importance and value of each customer, which reflects in all
communication between client and supplier.

Don’t be afraid to push back
Brendan McAravey, country manager at Citrix, says there will be
times in the relationship where you’ll have to take a stand and
push back against excessive client demands. You can't, at times
like these, fear losing the client too much, as if you back off too
easily over key issues, you will ultimately become
nothing more than a whipping boy.
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Management
must get involved
Implementation projects are often
governed by a statement of works, which
has milestones and timelines – either
time and material or outcomes-based –
laid out. Mark Reynolds, general business
lead at VMware Sub Saharan Africa
suggests the manager and upstream
management of the implementation
team, together with the account
manager, should coordinate regular
stakeholder update meetings to ensure
these are met. Successful long-term
relations are built on open and honest
communication and checkpoints.

toolkit

Have a plan to deal with churn
Remember that staff churn at both the customer and the reseller or
vendor isn’t uncommon, suggests Reynolds, pointing out that when
there are changes, try to make sure that the person exiting a role in
the relationship introduces their replacement to other key role players
via a handover process. Also ensure that everything is documented
throughout the project process, as this will help avoid any embarrassment of “not knowing what’s going on” should an individual leave your
company. Ideally, you should make sure the relationship is more
broadly spread among both your people and theirs, says McAravey.
Not only will this limit the impact of churn, but it offers increased
opportunities for you to cross- and up-sell into the client.

Have an escalation strategy
Nothing ever goes exactly to plan, says Balcomb. To keep expectations in
check, work with the client’s management to develop clear guidance on
what needs escalating and what doesn’t – because not everything will.
Discuss that guidance with your team regarding what and when issues
need to be escalated and how to escalate. Also give your team the
accountability and responsibility to solve what they can at their level.
This will create an honest and realistic working environment between
supplier and client.

Build internal relationships
McAravey says you must also remember to focus internally. Build
good relationships with your employees involved in the project,
to make them aware that there will be times they may be
expected to go beyond the call of duty with a particular client. If
you look after them properly and keep them happy, they will be
prepared to, for example, give up a Sunday afternoon to solve a
problem that has unexpectedly arisen.

Follow through on commitments
If your company works through the channel, suggests Paul Williams, country
manager, SADC at Fortinet, you need to encourage your partner community to
drive these relationships and encourage them to grow, as they're effectively an
extension of your salesforce. On the other hand, if you’re a distributor, you should
ensure regular update sessions are held around milestones achieved, management
of client expectations and proof of concept sessions. In these sessions, successes,
failures and deadline updates must be continually shared. Furthermore, these
sessions must include introductions to technology trends, showing customers how
to ‘future-proof’ their business.
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A panel of industry experts discuss a wide range of
issues that will influence how the South African
PC market will shape up over the next three years.

by Adrian Hinchcliffe
PHOTOGRAPHY Vernon Reed

I

f you looked at unit shipment data for the
PC market that’s come out of the research
houses over the last few years, you’d be
asking for directions to the nearest bridge to
jump off. But what do key industry players
really think the state of the local PC market is
today, and what does its medium-term future
hold? Is there a continued downward trend
ahead, or are things set to pick up?
Jonathan Young, head of product,
Cloudware, believes the South
African market isn’t down and out
just yet. “We’re following global
trends, and the trend is that the
PC market is making a little bit of a
comeback,” he says.

Software drives the sale

One factor forcing upgrades is
hardware refreshment driven by
Windows 10, and the forthcoming
end of support for Windows 7.
“From a Windows 10 perspective,
we’re expecting some rebound in
48
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the market,” says Colin Erasmus, OEM partner
lead, Microsoft.
“A lot of corporates are still stuck on
Windows 7,” notes Julian Pienaar, technical
solutions advocate: Middle East and Africa,
Lenovo. “That’s the challenge PC vendors
have, because the next generation support
is Windows 10 only. We have to explain to
customers that while they have two to three
years to move, if they don’t move in the next
18 months, they’ll have a problem, because
the hardware isn’t going to support it at all.”
Erasmus adds: “From an enterprise
perspective, we’re starting to see a lot of

“People need to buy because
the technology they’re using
is old, and they’ve stretched
it as far as they can. There
will be a lot of ‘pushed’
purchases in the next two to
three years.”
Julian Pienaar, Lenovo

J o n at h a n
Young,

Cloudware
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customers move to Windows 10 faster than
they did from previous generations.”
Jamie Scott, executive director, Tarsus
Distribution, believes that corporates haven’t
been spending so freely recently due to
political and economic uncertainty and have,
on average, been extending the PC ownership
cycle from three years to four.
Pienaar agrees: "People need to buy because
the technology they’re using is old, and they’ve
stretched it as far as they can. There will be
a lot of ‘pushed’ purchases in the next two to
three years, due to the necessity to upgrade."
Scott adds that when these enterprises
are hitting the refresh point, some of the
demanded key features will be, 'multiscreen
support, unified communications, which
requires good audio quality, and smaller form
factors’. “There will be a move from bigger
desktop PCs to tiny PCs that can be bolted on
to the back of an HD monitor; they save power
and save space,” he says.
Drive Control Corporation’s HP computing
business unit manager, Francois van Wijk,
highlights another technology feature that will
spur PC refresh cycles – USB-C. “As it becomes
more widespread, more applications will be
USB-C-only. People will be forced to upgrade to
devices that include USB-C, otherwise you won’t
be able to use all the new peripherals being
launched. Everything is moving to one cable for
power, high-quality video and data," he says

Colin
Er a s m u s ,

Microsoft

The game’s afoot

One market segment that knows a thing
or two about the need to upgrade to the
latest PC hardware to eke out competitive
advantage is the gaming community.
Sebastian Isaac, business development
manager, Rectron, says: “A lot of gamers
buy new technology as it’s released, and are
upgrading every two to three years.”
“People are spending money on custom
machines, but it’s high-end stuff,” agrees
Pienaar. “They’re getting not one or two, but
three graphics cards, and as much memory as
possible.”

Julian
Pienaar,

Lenovo
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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.

“Gaming means computing power, better
experience and design. You need the right
tools and products. While it’s still a small
market in South Africa, there are more and
more players coming in, including HP,” notes
david rozzio, Md, HP Inc South Africa. “We
see more traction in that space and I think
gaming could represent about 25% to 30% of
the consumer market.”
Both rectron’s Isaac and Tarsus distribution’s
Scott agree that gaming notebooks are a
key part of that growth area. “We’re seeing
the r30 000 gaming notebook market as
quite strong. There’s good growth, but we’re
starting from a low base,” admits Scott.

Pushing reality

An upcoming technology area that’s linked
to gaming, and is set to offer enterprise
applications and will likely drive Pc upgrades,
is the push to virtual and augmented reality.
“From the consumer side, we’re starting
to see augmented or mixed reality becoming
a little more pervasive,” says erasmus. “It is
going to happen, but it’s going to take a little
longer to start to see that.”
“new areas coming to market for us include
gaming and content solutions – one aspect
of that is blended reality. Microsoft and the
Hololens is one we know about, but HP is also
looking at 3d scanning solutions. We think
in the next three years, such technology and
ways of driving things between the physical

Jamie ScoTT,
Tarsus Distribution

“We’re starting to see people buying up in
the form factors, as they’re used to the user
experience of a R15 000 smartphone and they’re
used to the touchscreen. They don’t want to pick
up a chunky laptop that takes ﬁve minutes to
boot up.”
Jamie Scott, Tarsus distribution

fRancoiS
va n W i J k ,
Drive control
corporation

and digital worlds will play a big role in the
innovation coming into the market through
new form factors, and will drive the way we
use the Pc,” says rozzio.
It’s probably not possible to have a
discussion with a panel of industry aficionados
about the future of the Pc market without
form factor and function popping into the
conversation at least once. The blossoming
of smartphones and tablets has widened
penetration of computing devices into the
local market. But uncertainty remains over a
single direction for the entire market. “Is it a
form factor close to a phone, or to a tablet, or
to a notebook?” asks rozzio.
“Millennials predominantly use their
smartphone, not a computer. In Africa, they
went straight from the desktop to the mobile;
they’ve skipped the notebook era,” says
Pienaar.

The smartphone catalyst

Scott believes that the tablet and smartphone
experience is helping to drive further uptake
Q1 2017 |
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Different device types lend themselves
to different functions, as Young so neatly
captures it: “Working in anger, we feel
passionately about a keyboard and mouse.
Similarly, you can’t write a university thesis
on a tablet. There are lots of things to do with
form factor that we should be asking our
customer what they want, and then design
for them, rather than try to sell them what we
think they want.”
Joy Downing, client solutions specialist,
Dell EMC, raises the point that the engineering
and manufacturing that goes into creating
mass market devices adds a dose of reality
to the innovation process. “From a Dell
perspective, it’s around a form to fit. While
the user has ideas of what things should look
like, it doesn’t necessarily translate from an
engineering perspective to provide the perfect

Dav i d
Rozzio,

HP Inc

in the notebook market. “We’re starting to
see people buying up in the form factors, as
they’re accustomed to the user experience
of a R15 000 smartphone and they’re used
to the touchscreen. They don’t want to pick
up a chunky laptop that takes five minutes to
boot up. People investing in a smartphone feel
more comfortable investing in a decent, slim
notebook, with a good battery life, solid-state
drive and a touchscreen,” says Scott.
Cloudware’s Young asks a valid question of
this supposition: “In a tough economy, why are
people still buying R20 000 notebooks when
they can get away with a R5 000 model?”
Scott responds that the low price point
marketplace still exists and will always be
there. “Outside of the entry-level marketplace,
however, the user experience needs to be
the same across the laptop as the tablet and
people are starting to move up their price
points to look for the nicer features.”
Pride and status also play a part, adds Young.
While this discussion point predominantly
revolves around the consumer and BYOD
space, the question remains about which form
factors are currently selling in the enterprise.
“What isn’t selling, especially in the
corporate environment, is tablets,” says
Pienaar. “The convergence of the 2-in-1
convertible device is taking more share as
people don’t want to carry and sync two
devices; they just want to carry one. Today,
people are carrying a mobile phone and a
notebook – if they really have to.”
54
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A regulatory
hurdle
One issue that’s holding back the local
PC market is the National Regulator for
Compulsory Specifications. Its slow pace
to approve letters of authorisation (LOA)
means that new, innovative PC models
aren’t entering the country as quickly as the
industry would like. “Today, we’re suffering
with the NRCS. We need to get products
into the country in under six months,” says
HP’s David Rozzio. “Six months in the IT
environment is like ten years in a normal
business environment,” he says.
“The product lifecycles are shorter than
the NRCS approval process,” says Tarsus
Distribution’s Jamie Scott.
“Especially in the consumer space,” adds
Lenovo’s Julian Pienaar. “You’ll go through
two generations of machines before you
get approval. Companies have closed down
because they haven’t been able to bring
products in due to the NRCS.”
Microsoft’s Colin Erasmus says: “An
important thing to note is that they’re not
breaking the SLA. The SLA is 180 days. It
needs a policy change for quicker technology
adoption.”

J oy D ow n i n g,
Dell EMC

solution for that environment. We’re trying to
evolve our customers in terms of the usage
model, but at the same time align them to
what the latest technology looks like.”

So what’s the 2020 vision?

Looking ahead, there will be some movement
in the form factors that will drive sales beyond
the traditional PC market over the next three
years. Isaac says: “Where we’re seeing growth
in the computing business isn’t coming from
business PCs, but from the Internet of Things,
digital signage and video surveillance.”
Isaac also believes that as younger
generations mature and move up the
management hierarchy, there will be changes
in the business demands from the more
traditional PC market. "A lot of the old-school
business owners expect a box on the desk,
with a telephone alongside – that’s the
conventional style of business management.

Over the next few years, we’ll see more
shift in generations taking over company
management, and then we’ll start seeing a lot
of different types of technologies coming in,”
he says.

and are more comfortable with them thanks
to smartphones,” he says.
Scott forecasts a somewhat flat market
ahead. “However, we will see some growth
in the market in the number of units, and
there will be some growth in the
average selling price of PCs as
well,” he says.
“The market has been stabilising,"
says Rozzio. "Our expectation is that
the market will rebound in 2017, on
the core PC and notebook side, and
rebound even further in 2018. But
it won’t be the high levels of growth
we’ve seen in the past."
The outlook, it would seem, is that there
are plenty of factors that will drive sales in
the local market, and the future is somewhat
positive. It’s just that the market isn’t quite so
clear-cut in terms of form factor and function,
as it used to be.

“In a tough economy, why are
people still buying R20 000
notebooks when they can get
away with a R5 000 model?”
Jonathan Young, Cloudware
Pieenar believes the form factors that
will experience most growth locally are thin
and light notebooks and convertible devices.
“Seventy percent of the ‘traditional’ notebooks
sold in the next two years will be a convertible
device, because people know touchscreens
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Growing from a garage startup
dial-a-nerd celebrateS itS 20th birthday next year, but it haSn’t all been
plain Sailing.

By nIcOlA MAWSOn
PhoTogRaPhy MIKe TUrner

W

hen colin Thornton started dial-Anerd in 1998, he had just dropped
out of university and says ‘real life’
was knocking on the door.
Thornton explains the initial business
concept easily fell into place: “I was a nerd and
had always been the ‘go to’ guy for friends
and family. I was the person you called when
your computer wouldn’t start or your modem
made funny noises (it was a long time ago)."
The company name came from my girlfriend
at the time who now, appropriately enough, is
in marketing.”
Today, he’s co-Md, a role shared jointly with
his brother Aaron, and the company colin
started has its main office in Johannesburg
and another branch in cape Town. Thornton
counts the company’s longevity as a success; it
will mark twenty years in operation in August
next year. But, as with most business histories
it hasn’t all been plain sailing, with a downturn
in the home user market causing company
contractions, as well as a failed partnership a
decade ago.
“We’ve had long periods of losing money
and periods of making money, sometimes
we’re growing and other times we’ve had to
shrink. So it hasn’t all been positive but we’ve
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made it through and seem to be the
better for it.”

Peaks and troughs

“People had become much
more conﬁdent with iT
and would often ﬁx things
themselves, and if they
couldn’t our typical customer
probably had children who
could!”

A familiar tech story, dial-A-nerd
literally started in a garage, and
has experienced impressive initial
growth. At its peak – around 2009
– it had close to 150 staff with 16
branches around the country. Today,
however, it has 75 staff and two
branches because, as Thornton says,
colin Thornton, dial-A-nerd
its business-to-consumer market
started to disappear.
Servicing businesses
“People weren’t replacing their desktop
dial-A-nerd isn’t simply focused on the home
Pcs at home when they broke, they were
market however. It also services small to
getting tablets which couldn’t be serviced,
medium businesses, with up to 300 users.
operating systems became much more stable
And like its business-to-consumer unit, its
and viruses weren’t so prevalent as anti-virus
business-to-business unit is also being put
programs improved. People had also become
on a growth path, with a focus on remote
much more confident with IT and would often
support services. Thornton says the aim is to
fix things themselves, and if they couldn’t our
almost double turnover for both units in the
typical customer probably had children who
next two to three years.
could!”
Thornton notes the trend sparking most
However, dial-A-nerd is now seeing good
interest with business customers is cloud
growth in home IT support thanks largely to
computing. “We have lots of customers
the advent of fibre-to-the-home.
moving away from servers in their office to
“People suddenly have lightning-fast internet
renting virtual space in the cloud. There are
and want their HiFi system connected to the
also tons of new software apps, hardware
internet so they can stream music, or need us
devices, connectivity and telephony options
to extend WiFi to reach every corner of the
for businesses.”
house, or install IP security cameras.”

ToP TiPS

1.

first ﬁre bullets, then
cannonballs
This is a metaphor, from Great by choice
by Jim collins, for how entrepreneurs
choose their focus, such as a market
segment, product or service, and what
they do once they’ve got it. “The concept
is bullets are cheap so shoot a few
in different directions and see what
you hit,” says Thornton. “once you’ve
conﬁrmed you’re on target don’t be
tentative and shoot more bullets, get
out the expensive cannonballs and go
for it.”

2. understand cash ﬂow
“I still see small businesses spending
or growing faster than their cash can
keep up with. I had a very limited
understanding of accounting when I
started but I always tried to have three
months’ worth of running costs in my
bank account, just in case.”

3. hire people who are
better than you

c o l i n T h o R n T o n , Dial-A-Nerd

With the skills shortage in the local IcT
space, ﬁnding good people can be a
challenge, however, Thornton concedes
a bigger challenge is trying to work out
how to keep them once you’ve got them.

Humble beginnings

Although the future looks more positive, the
company’s history hasn’t always been easy
reading. Thornton says dial-A-nerd actually
started in early 1998, but didn’t get its first
cheque until August 22 of that year – which it
now counts as its official first day.
He had just dropped out of university, and
real life meant bills needed paying. “I had to
change from a casual ‘pocket money’ type of
service into a real business.”
Having been hooked on an early Pc when
he was eight-years-old, Thornton’s interest
had always been in computers. However,
getting started in business wasn’t so easy
because his bid to get a bank loan or overdraft
didn’t work, thanks to a lack of credit history.

So he “begged and borrowed” r5 000 from
friends and family and spent it all on printing
flyers which he handed out wherever allowed,
and even where it wasn’t.
“I literally walked down busy streets
nearby – rosebank, Parkhurst, Greenside
and surrounds – and put fliers under people’s
windscreen wipers. I did the same at shopping
centres and more than once had security
guards escorting me off the premises. On
those first flyers, I listed my cellphone number
and remember being so excited when my first
customer called.
“My parents had a house in Greenside and
I used the garage initially. When I realised
I needed an office to be taken seriously I
rented one in downtown Greenside, probably

late 1999. I didn’t need the space at the time
but I’d had a few potential staff members
turn down employment offers because they
didn’t think it was a real business. With an
office, that changed.”
Through the years, Thornton says,
the company and its culture has evolved
somewhat from the group of nerds who
played computer games in between jobs.
“We’ve grown larger and with that comes
rules and policies – for instance you can only
play computer games after hours. Having
said that, we’ve maintained a relaxed and fun
environment whenever possible.”
despite that, Thornton vows the company
will never become a typical corporate
business.
Q1 2017 |

57

channel
excellence

partner

awards

PictUreS: SUPPlIed

At its partner summit, held in
Johannesburg in March, Veeam
handed out awards to its top
partners in recognition of their
commitment and contribution
to Veeam’s success.

highest vmce score

Wayne Jones, Multi-Media computers cape Town
and lisa Strydom, Veeam (not pictured: Joint top
scorer – Kenny Theart, Sithabile)

Winners

fastest growth partner of the year:
ceS namibia

derek Street, Veeam; lester Meyer, complete
enterprise Solutions (ceS) namibia and lisa
Strydom, Veeam

distributor of the year: axiz

Willie Jansen van rensburg, Axiz; lisa Strydom,
Veeam and Jarred Somiah, Axiz

most signiﬁcant project of the year:
aptronics

richard Blewitt, Aptronics and lisa Strydom, Veeam

aggregator of the year: first distribution
darren naidu, First distribution; lisa Strydom,
Veeam and chris richardson, First distribution

Winners not pictured
The best SMB partner of the year award:
first Technology cape Town
The best VcSP partner award: Triple4
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Keeping you up to-to-date with some of the recent industry appointments

compiled by Alison Job PHOTOGRAPHY Various

Dell EMC settles top positions

Following the acquisition, Dell EMC South Africa
has made two key senior-level appointments.
Former GM of Dell in South Africa, Doug Woolly
has been appointed as GM of Dell EMC, while
EMC’s former country manager, Jonas Bogoshi,
will take on the role of channel director.
Woolley joined Dell as general manager in
2015 after spending four years at Business
Connexion as group executive focused on the
restructuring of the company's technology
division. He has extensive knowledge of the IT
services industry, with over 20 years’ experience
and a track record of business growth and
strong leadership.
In his new role, Woolley will be responsible
for driving Dell EMC’s momentum in the

region and extending the existing customer
and partner base. “I'm excited about pursuing
the opportunities for growth in South Africa
and helping to position Dell EMC as a partner
for organisations to build their digital future,
transform IT and protect their most important
asset, information,” says Woolley.
Bogoshi joined EMC as country manager in
2015 with over 20 years’ experience in the ICT
sector, including recent stints as the VP: sales
at T-Systems, and CEO of Gijima. Bogoshi’s new
role gives him responsibility for driving Dell
EMC’s new partner program. “I believe the new
Partner Program is an inspiring vision and has
compelling purpose and will provide an enabling
environment for our partners to reach their
maximum potential,” says Bogoshi.

Stortech’s new CEO

Chris Volschenk has been appointed as chief
executive officer of StorTech. Volschenk takes
over the reins from Steven Hayward.
“I have the highest level of respect for Chris
Volschenk as the incoming CEO in terms of
his personal integrity as well as his ICT and
leadership skills. There has been a seamless
transition and I’m confident that he will lead
StorTech to greater heights,” says Hayward.

Accenture Digital hires new MD

Nyati on the move

In a somewhat surprising move, Mteto Nyati
has resigned at CEO of MTN South Africa, to
take over from Robbie Venter, as CEO of Altron.
Following a restructuring Altron is moving away
from the Venter family-run business. – Robbie
Venter is son of the Altron founder Bill Venter.
In a statement, Altron chairman Mike
Leeming says: “The Altron board embarked on
a global search for a suitable candidate with
the necessary global leadership experience and
business orientation with a solid track record in
the ICT sector."

Hardy buoys BT

Kevin Hardy has been appointed as MD at BT,
with immediate effect. He will be in charge of
growing the company’s business and leading
the regional management team. Hardy was
previously BT’s head of sales for Africa, and
Oliver Fortuin.
Kevin Taylor, BT President for Asia Pacific,
Middle East, Africa, says: "Kevin Hardy’s strong
leadership and proven years of success will be
a great asset to the continuing growth of our
African business.”

Accenture has appointed Wayne Hull as MD of
Accenture Digital for South and sub-Saharan
Africa.
Hull is returning to South Africa after
spending 13 years in the Middle East, Pakistan
and Switzerland. Prior to joining Accenture, Hull
was the digital advisor for Sportradar Global, and
has also held a number of senior positions for
companies including AGT International, Cisco and
IBM Southern Africa.
"Hull is an exceptional leader with solid
experience in the digital space, having advised
a number of multinational companies on their
digital strategies. We are pleased to have him
on board,” says William Mzimba, chief executive
of Accenture South Africa and chairman of
Accenture sub-Saharan Africa.
Q1 2017 |
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thoughtS

get ready to
pounce

WE FIND oURSELVES IN INTERESTING TImES,
WHERE cHANGE IS coNSTANT. HoW WE
STRATEGIcALLY SET oURSELVES UP To DEAL
WITH IT WILL BE THE DIFFERENcE BETWEEN
SUccESS AND FAILURE.

BY yeSh SuRJoodeen, cHAnnel MAnAGer, HP Inc

B

usinesses have a lot to contend with –
not only is there the quickening pace
of digitalisation, but there have been
significant politico-economic changes recently;
President Trump’s election, Brexit, and South
Africa has its own set of fluctuating factors.
Facing such a period of uncertainty can be
daunting, but rather than simply hanging on
for survival businesses should put in place
a framework of flexible goals to help guide
the way. This exercise of determining key
business priorities shouldn’t be an annual (or
less frequent) one, do it regularly and take
the time to think, plan and re-group where
necessary.

Digitalisation is huge

While there is nothing you can do about
the political situation in the United States
of America, you can learn to embrace
new technologies such as the onset of
digitalisation. If your business is driven around
a box and a price, it will be short-lived. Take
the time to inform yourself, think about what’s
lacking and allow the rest of the organisation
to think about digital too – new trends, new
ideas and how that can be patched into your
business.

Think new, be adventurous

There should always be a leader, but never
limit ideas to just coming from the top.
looking beyond the Md, ceO or exco will
foster ideas and innovation throughput across
the organisation. Innovation doesn’t need to
be grand, but it does require multiple pockets
of excellence across the business. If you do
anything this year, try something new, no
matter how small, and if you’re not sure what
then talk to your customers, staff and vendor
partners to understand their perspectives.
Incubate ideas from within the organisation
about new routes to market or solutions
offerings, and put ideas into practice.
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By doing this you’ll start to create
differentiators, which is important for survival
in a competitive market. The days of a ‘me too’
strategy are far gone. The Pc market is highly
commoditised, and commodity markets rely
on value to differentiate. Value is perceived
based on the combination of customer needs
versus the capabilities and benefits of product
or supplier.

as possible, but they also have other value
stacks to sell to the customer. They’re not
afraid of more complex deals, and are good at
partnering when they don’t have the necessary
expertise. Their solutions are complex, but
well-managed, so they’re less reliant on big
infrastructure and aren’t paying those high
costs. They’ve got an efficiency model built in,
and they can adapt and scale quickly.

Go beyond once-off

Make a plan

customers in commodity markets tend to rely
more on transactional deals. For long-term

South Africa’s culture of ‘let’s make a plan’ –
even with obstacles in the way – is something
we as individuals are born with.
But, we need to spread the sense of
creativity and urgency that shapes
South Africans throughout the
business too.
A question I ask a lot is ‘how
quickly can you make something
happen?’ The reason is that time
is key for strategic decisions and
implementations; the biggest weighting
should be on time. You can have the best idea,
but if you don’t move on it, the time it takes
to regain lost IP can hurt you competitively.
Time is free to all but indecisiveness and
the inability to act or react quickly can kill
everything.
Having good information is important
to guide decisions, and I think analytics is
perhaps the most easily ignored aspect of
any business; knowing what you sell, where
and how. If you can profile and understand
better, you can link your various strategies
more easily. not having analytics could
potentially forfeit ideas for new business
opportunities. At a broader level, take
the time to analyse and think about your
business, and be prepared to evolve it so
you’re ready to move quickly.

“Time is free to all but
indecisiveness and the
inability to act or react
quickly can kill everything.”
success, move from a transactional strategy
to a contractual one. don’t view a deal’s
completion as the end; it can be the beginning
of an ongoing customer relationship – build on
the original success.
There needs to be a retention strategy to
keep customers, and don’t underestimate
customer satisfaction as a key factor here.
There has to be mutual benefit for both
supplier and customer in the relationship.
It’s also important to always provide a high
quality of service to encourage loyalty.
Indeed, customer focus rather than product
focus is something we’re seeing from some
exciting channel SMes coming through.
equipped with a digital startup mentality,
they haven’t built their model on margin from
commodity hardware sales, they’ve built
a model on keeping customers for as long

Imagine the possibilities
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Imagine what your business can do with uncapped and unshaped connectivity
at speeds of up to 200Mbps. Now imagine that being delivered over a
future-proof fibre network.

With NeoBroadband Fibre, you get:
• A high-speed connection with equally fast upload and download speeds
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