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In progress

Our journey from
Liquid Telecom recently completed the first terrestrial fibre
network to span the entire length of the continent - running all
the way from Cape Town in South Africa to Cairo in Egypt.
The Cape to Cairo network has been some 10 years in the
making and is a historic moment for Liquid Telecom and for a
more connected Africa. Stretching over 10,000km, it is the
shortest direct fibre route between South Africa and Egypt.
This means we can to offer significantly reduced latancy
between African countries.
Our story doesn’t end here. We are expanding our network
further across the region - connecting more African countries
and people.

Building Africa’s digital future
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ed's note

Darkness on the
edge of town
I write this by candlelight from my chilly
house in Johannesburg, load-shedding
having followed me across town from the
office, at which generators keep everyone
indoors with the windows barred against
the din.
The time of load-shedding may well have
passed as you read this, your thoughts far
from the rain-sodden days of mid-February
when the country was told there were
problems with power generation, and, as
such, we’d all need to share in the darkness.
We’re apparently now running at least
part of the grid on diesel, which is said to be
among the most expensive ways to produce
electricity, but still, there’s an election, and the
blush of irritation could quickly have grown to
anger. It’s also worth remembering there are
still many South Africans without any power
at all, and that some of our neighbours have
never known a stable power grid.
It’s a well-known adage in technology that
IT’s main job is to ‘keep the lights on’. This is
the baseline, and is nowadays spoken of in
slightly disparaging terms as though we’ve
moved on from this, and should, instead, be
turning our wills to more innovative ways of
doing business.

I spoke with Setumo Mohapi recently, the
CEO of the State Information Technology
Agency (SITA). He’d offered a mea culpa
in his address at a conference on cloud,
and laid bare the parlous state of his
department’s infrastructure. About half
its servers are at end of life, and almost a
third are out of support. Still, he says, the
future holds great promise with the lighting
up of the government’s cloud in March, and
a so-called brokerage model that will offer
IT services to government departments
in seconds, not months, which will unlock
innovation and speed up service delivery.
There’s no reason to disbelieve him, but I
get the sense it may take a while longer to
fully realise its potential. We need a more
responsive public service, built upon stable
ICT infrastructure, to put South Africa on a
better footing.
In any event, many of the predictions in
this, the first issue of 2019, involve AI, and
how, while showing great promise, it’s also
seemingly everywhere and nowhere. In the
meantime, automation is actually delivering
greater efficiencies, but it remains to be
seen how this will affect employment in this
country. Cloud, meanwhile, is about to see

some serious local growth with the arrival
of Azure and Huawei, and represents a
massive opportunity for the channel.
What’s that, you say? You’ll need to speak
up; there’s a generator going here…
Happy reading

Matthew Burbidge
Editor
matthew@itweb.co.za
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enabling Wi-Fi
WheReveR and
WheneveR
RobeRt batey,
Dell Technical
Pre-Sales, Axiz

around the world, cities are evaluating how to leverage smart technology to enhance
citizen’s lifestyle, increase economic growth and make the city more efficient.
the possibilities are limitless with advanced technology in smart lighting, traffic and
parking systems, public safety and much more.

a

good starting point for cities
is to deploy public Wi-Fi, which
is a great way to create a more
vibrant community and also
connect citizens, businesses and visitors.
But the benefits of Wi-Fi don’t stop there.
Once the Wi-Fi network infrastructure is in
place, it can be used to enable other smart
city applications such as public safety /
IP Video, traffic and parking controls, air
quality and many others.

growing demand
“Wireless demand is rapidly growing for all
business, from us as the distributor, to our
customers and definitely their customers,”
says Robert Batey, Dell Technical PreSales at Axiz.
A new opportunity has arisen with
Axiz, as a distributor of Dell Technologies,
to distribute Ruckus an established and
trusted wireless technology provider.
“This creates great opportunities
for our customers. Firstly, customers
who are currently not offering wireless
solutions are leaving business on the
table, so we want to partner with them
to help them win this business. This will

range from assisting in sizing the wireless
environment and requirements, through
to deal registration to providing pricing
protection.
“Secondly, customers that do offer
wireless technologies to their customers
now have the ability to add Ruckus to
their product offering, and due to Ruckus`
patented wireless technology, Axiz can
offer solutions that require fewer wireless
access points to service the same area,
with cutting edge software to setup,
monitor and maintain the Wi-Fi network,
giving our customers the ability to add
value to their own customers.”

leader of the pack
“Ruckus really is a pack leader when it
comes to their wireless technology,” says
Batey, “from its flexible management and
control options that gives the customer
the choice of on-premesis, Cloud managed
or controller-less networks.
“Ruckus also offers indoor and outdoor
wireless access points to fit just about
any budget, performance requirement
or deployment scenario. Whether you`re
challenged with high client density, Wi-Fi

www.axiz.com | 011 2377128 | DellCSP@axiz.com

unfriendly building materials or just rising
employee or customer expectations,
Ruckus provides secure, reliable access
no matter how tough the environment.”

Solving challenges
“Ruckus has packed its access points
with powerful patented technologies
to solve the challenges associated
with providing great Wi-Fi. Besides the
hardware they also have some really
impressive software offerings that allow
deep analysis of a Wi-Fi network, with
analytics, Wi-Fi planning tools, location
analytics, as well as security and policy
management. A mobile app is also
available that can be used to access the
Wi-Fi network and conduct performance
testing,” Batey concludes.
Axiz will be working closely with its
valued customers as well as with Dell
and Ruckus in building a pipeline and
opportunities across the various sectors
its customers are working in. Axiz is not
limiting itself to one particular industry
or sector, and will be able to distribute
Ruckus within South Africa, as well as
certain countries in SADC.

UPFRONT

market Watch

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

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

International deals

• Accenture acquired Adaptly, an ad-tech company that helps
marketers buy targeted ads across online platforms, including
Amazon, Google and Facebook; Enaxis Consulting, a firm with
deep experience in digital capabilities, data science and agile project
delivery; Knowledgent, a data intelligence company; and Orbium, a
management consultancy and technology services provider to the
financial services industry.
• Adobe acquired Allegorithmic, maker of Substance, the industry
standard for 3D textures and material creation in game and video
post-production.
• Alibaba Group purchased Berlin-based Data Artisans, which
provides services that deploy large-scale data processing solutions
for enterprises, in a deal worth $103.3 million. Alibaba also made an
8% investment in Bilibili, a Chinese video platform.
• Amazon bought Eero, a startup that makes home routers to help
customers better connect smart home devices; and CloudEndure,
an Israeli cloud computing firm.
• Amazon Web Services invested in Wiliot, a semiconductor
company that focuses on wireless technology that tracks the
location of goods during manufacturing.
• Apple purchased Pullstring, a voice application company; and music
A&R and creative services company Platoon.
• Barracuda Networks has acquired Avast Software's Managed
Workplace, giving the former its first remote monitoring and
management platform.
• Carbonite will pay about $618.5 million in cash to buy Webroot, a
cyber security company.
• Check Point Software purchased ForceNock, a cyber security
startup.
• Cisco acquired Luxera, an optical chip technology company, for
$660 million; and Singularity Networks to deepen its network
insight for service provider customers.
• Dropbox purchased HelloSign, an electronic signature company, for
$230 million.
• DXC Technology acquired Luxoft, a software development
company, for $2 billion; and EG A/S, an integrator of Microsoft
Dynamics 365 in northern Europe.
• Eaton purchased Turkey-based Ulusoy Elektrik, which provides
power equipment for distribution networks and industrial plants.
• Facebook purchased GrokStyle, a visual shopping and AI startup,
whose technology lets users conduct visual searches by taking a
picture of products.
• General Electric has sold most of its stake in Pivotal Software and
now holds only 7%.
• Google bought Fossil's smartwatch technology for $40 million;
DORA, a digital transformation and DevOps research firm; and
6
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Superpod, a startup app that allows users to post questions and
receive answers from experts quickly.
• HCL Technologies purchased certain software products from
IBM, including Appscan for secure application development,
BigFix for secure device management, Unica for marketing
automation, Commerce for omni-channel e-commerce, Portal
for digital experience, Notes & Domino for email and low-code
rapid application development, and Connections for work-stream
collaboration. The deal was worth $1.8 billion.
• Hellman & Friedman, a private equity firm, has paid $11 billion to
acquire Ultimate Software Group, a cloud-based human resources
applications developer.
• Hewlett Packard Enterprise acquired BlueData, a provider
of software that transforms how enterprises deploy artificial
intelligence and big data analytics.

IBM purchased T-Systems' mainframe
services business for €860 million.
• Insight Venture Partners, a US-based venture capital and private
equity firm, has made a $500 million investment in Veeam
Software.
• Intel acquired Israel's Mellanox Technologies, a maker of chips and
other hardware for datacentre servers that power cloud computing,
for $6 billion.
• Juniper Networks bought HTBASE, which has developed a unique
and disruptive platform for software-defined enterprise multi-cloud.
• Kaseya acquired IT Glue, a company that works in IT
documentation.
• Microsoft bought Citus Data, a startup that has commercialised
open source database software; and DataSense, a platform for
collecting and managing data within schools.
• Mimecast bought Simply Migrate, a data migration startup.
• Motorola Solutions purchased VaaS International Holdings, a data
and image analytics company, for $445 million.
• NEC bought KMD, Denmark's largest IT company, for $1.23 billion.
• Orange acquired SecureData Group, the UK's largest independent
cyber security provider.
• Red Hat acquired NooBaa, an early stage company developing
software for managing data storage services across hybrid and
multi-cloud environments.
• Silver Lake purchased a majority stake in General Electric digital
unit's ServiceMax, a cloud-based provider of software used in
inventory and workforce management.

• Symantec bought Luminate Security, a privately held company with
pioneering software-defined perimeter technology.
• VMware bought AetherPal, a technology partner that enables IT
administrators to remotely monitor and update devices in the field.
• Xerox purchased Vader Systems, a provider of 3D printing
technology.
• Xiaomi invested in Chinese home-appliance maker TCL, as the
two companies agreed to cooperate on the development of smart
products and electronic devices.

International developments

• Apple has reached a deal with France to pay an undeclared amount
of back-dated tax, with French media putting the sum at around
€500 million.
• BMW, Microsoft and others made a $200 million investment in
startup Graphcore, a UK-based firm that designs semiconductors
for AI applications.
• China has approved a plan to set up a Nasdaq-style board for tech
companies in Shanghai aimed at improving their ability to raise
funds.
• Dell has returned to public markets, thus becoming a publicly listed
company on the NYSE, without undergoing an IPO.
• Google has been fined $57 million by a French regulator, the biggest
penalty levied under the new GDPR laws. The regulator alleges the
search engine giant didn’t go far enough to get valid user consent to
gather data for targeted advertising.

Huawei has been charged in the US for a raft
of offences, including conspiracy to defraud the
US, bank fraud and theft of trade secrets from
T-Mobile.
• Logitech has dropped its acquisition talks with Plantronics.
• The Qualcomm and Apple legal squabbles continue. A patent
lawsuit filed by Qualcomm against Apple was thrown out by a
German court, in a reversal for the US chipmaker after it won
a recent court ban on the sale of some iPhones in that country.
However, Qualcomm won a preliminary order from a Chinese court
banning the importation and sale of several Apple iPhone models in
China, as the court found the models violated two of Qualcomm's
patents.
• Russia's communication watchdog is opening administrative
proceedings against Twitter and Facebook for failing to explain how
they plan to comply with local data laws. Google is also the subject
of a civil case in Russia, as it’s accused of failing to comply with a
legal requirement to remove certain entries from its search results.

Local deals

• Adapt IT Holdings acquired the Wisenet Group, which operates
in Australia, New Zealand and Singapore, for R53.6 million.
The Wisenet Group provides a SaaS-based student lifecycle
management and compliance system to vocational training
institutions.

• Berkshire Partners, a US-based investment firm, acquired a
majority stake in Teraco Data Environments. Existing shareholder,
Permira, will also remain a significant investor.

UK-based BlueFinity International has signed
a distribution agreement with local ICT
distributor Axiz to bring BlueFinity's Evoke app
development platform to the African market.
• DCC has been appointed an official distributor for SonicWall, a
security solution provider that protects more than one million
networks across the globe.
• Software engineering and solutions company Entelect bought a
majority stake in Fixx iT, a Netherlands-based software engineering
and professional services company.
• Experian bought Compuscan and ScoreSharp. Compuscan is
a South African-based credit bureau, while ScoreSharp is a
specialist credit risk management consultancy that forms part of the
Compuscan Group.
• Hero Telecoms purchased BreedeNet, a Worcester-based wireless
internet service provider operating across the Western Cape,
Northern Cape, Eastern Cape and Free State. It also purchased
Bloemfontein-based Ntelecom, which offers high-speed internet
connections via both wireless and fibre.
• Skyblu Technologies acquired Altech UEC, Altron's set-top box
manufacturing business.

Local developments

• Minister Stella Ndabeni-Abrahams withdrew the Electronic
Communications Amendment Bill.
• Uniconta, an ERP system for small and medium-sized businesses,
has opened its first African office in Cape Town. It plans to establish
itself in Southern Africa and then move on to other African
countries such as Kenya and Uganda.
• Rubben Mohlaloga, chairperson of communications regulator
ICASA, has been sentenced to 20 years in jail for moneylaundering and fraud.
• WorldRemit, a UK company that specialises in money transfers into
Africa, has entered the South African market.

African developments

• Bharti Airtel has agreed to hand over part of its stake in wireless
operator Airtel Tanzania to the local government in order to settle
a dispute in ownership. Meanwhile, Bharti Airtel's Kenyan unit has
agreed to combine operations with Telkom Kenya, creating the
second-largest telecommunications operator in the East African
nation after Safaricom.
• CDC Group, the UK's development finance institution, made a $180
million investment in Pan-African telecoms group Liquid Telecom.
• MTN Nigeria Communications and the Central Bank of Nigeria
have reached an out-of-court settlement ($53 million) regarding the
dispute on the alleged improper repatriation of over $8.1 billion profit
from Nigeria.
Q1 2019 |
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A GOLDSTuCK
GLIMPSE

UPFRONT

COLUMN

CES, the next big thing, and the channel
At CES, it was no longer bells and whistles, but
automation and AI that caught the attention.
he biggest anomaly of the
annual Consumer Electronics
Show in Las Vegas every
January is that consumers
aren't welcome. It’s very
consciously a trade show, and a big chunk
of that trade is the reseller channel, with
thousands of members of this clan roaming
the show floor, on the lookout for the next
big thing. Or, at the very least, a few new
products that will catch their customers’
attention.
The latest hardware tends to get the most
action, as there's nothing like new functionality
to attract attention. Not for nothing has the
phrase 'bells and whistles' come to symbolise
the race for the next big thing.
But this year, anyone on the quest for
that particular kind of next big 'thing' had a
serious problem. Because the next big thing
was not so much a thing as a process. A high
proportion of new products highlighted the
latest advance that spans the world of both
consumer and business technology, namely
artificial intelligence, or AI.
On cue, the Consumer Technology
Association (CTA), owners of CES, declared:
“AI is no longer a ‘thing’ – it’s everything.”
On the show floor, AI was IN everything.
In the same way that last year’s CES was
brimming with voice assisted technologies,
one could hardly move at this year’s show
without stumbling across a new TV set or
gadget that claimed to have AI built in.

T

One of the drivers of the trend is the
arrival, en masse, of the Internet of Things
(IoT). For vast numbers of such devices
to operate effectively, AI has become an
essential underlying technology.

Hard facts

The CTA summed it up: “From workplace
automation, biometrics and machine learning to
security, accessibility and enhanced robotics,

these products in their ranges, this poses
a serious challenge. Not only do the
enhancements often seem more incremental
than revolutionary, but AI is already being
dismissed by many as hype. However, that's
more about overuse of the term than about
the reality.
The reality of the AI opportunity was
brought home at another international event
a few weeks later: Cisco Live in Barcelona.
Aimed at the enterprise, there was little
attempt at hype. Rather, the hard facts were
presented: that in the next two years, AI will
be adopted as a customer service solution
by eight out of 10 global corporations.
In cyber security, it will be
pervasive, as only intelligence
built into the network will be able
to deal with the intensification
of cyber threats as billions more
devices come online.
In future, both the network and
the devices will have to be rolled
out or shipped with AI at their
core. And that means AI isn't just another
selling point, but an essential ingredient of
the consumer electronics of the future.

“In the next two years, AI will
be adopted as a customer
service solution by eight out of
10 global corporations.”
AI is, today, integrated into virtually every
piece of IoT technology, a trend that will grow
exponentially as we approach a 5G world.”
In her CES opening keynote address, IBM
CEO Ginni Rometty said AI would prove that
data is the 'world's greatest natural resource’,
enabling revolutions from smart cities to
healthcare, transportation to robotics.
However, much of what was being sold as
AI was in reality little more than automation:
additional processes built into devices to
save users from having to figure out what
button to press next.
For the channel, which has to convince
retailers and other outlets to include

ARTHUR GOLDSTUCK is founder
of World Wide Worx and editor-inchief of Gadget.co.za. Follow him on
Twitter and Instagram on @art2gee.
Q1 2019 |
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stat attack

Figuring it out

A roundup of the latest industry forecasts, statistics, trends and predictions.
Compiled by Staff reporters

Disconnect
It’s a mixed picture
as South Africa’s
businesses adopt
digital transformation,
but many still lag,
says Dell.

Only 8% of South
African businesses
are digital leaders,
and 90% are facing
major impediments
to digital
transformation.

Just 3% of SA’s
business leaders
believe they’ll
struggle to meet
changing customer
demands within five
years.

Yet 40% of local
heads of business
believe they’ll
disrupt rather than
be disrupted.

13% of local
businesses are
worried they’ll
struggle to meet
changing customer
demands within five
years.

Business leaders
say a lack of the
right in-house skill
sets and expertise
is the biggest
barrier to digital
transformation.

Benchmark groups

Description

2018 SA analysis

Digital leaders

Digital transformation, in its various forms, is ingrained in
the DNA of the business

8%

Digital adopters

Have a mature digital plan, investments and innovations
in place

23%

Digital evaluators

Cautiously and gradually embracing digital transformation;
planning and investing for the future

39%

Digital followers

Very few digital investments; tentatively starting to plan for
the future

24%

Digital laggards

Do not have a digital plan; limited initiatives and
investments in place

6%

Planned investments within the next one to three years:

65%

of South African
businesses intend to
invest in cyber security

49%

of South African
businesses intend
to invest in IoT
technologies

46%

of South African
businesses intend to
invest in multi-cloud
environments

41%

of South African
businesses intend
to invest in flash
technologies

34%

of South African
businesses intend to
invest in computecentric datacentre
design
Dell Technologies Digital Transformation Index
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Worldwide wearables
Gartner predicts worldwide shipments of
wearable devices will reach 225 million in 2019,
an increase of 25.8% from 2018. End-user
spending on wearable devices is forecast to reach
$42 billion in 2019. Of that, $16.2 billion will be on
smartwatches.

Meanwhile, the research house predicts that by
2022, ear-worn devices, such as Apple AirPods,
Samsung’s IconX and Plantronics’ BackBeat FIT,
will account for more than 30% of all shipped
wearables, as their capabilities expand beyond
communication and entertainment.

(the figures are expressed in millions)

Device

2017

2018

2019

2022

Smartwatch

41.50

53.00

74.09

115.20

Head-mounted display

19.08

28.40

34.83

80.18

Smart clothing

4.12

5.65

6.94

19.91

Ear-worn

21.49

33.44

46.12

158.43

Wristband

36.00

38.97

41.86

51.73

Sports watch

18.63

19.46

21.28

27.74

Total

140.82

178.91

225.12

453.19
Source: Gartner (November 2018)

Enterprise spend jumps
Synergy Research Group says
that across six key enterprise
infrastructure segments, vendor
revenues for the last four
quarters increased by almost
13% on an annualised basis. It
says aggregate revenues for
the last four quarters reached
$125 billion. Datacentre servers
comprise the largest segment

of the market and it is also the
highest growth segment, up
almost 26% due to more highly
featured configurations.
Meanwhile, Cisco remains the
dominant enterprise vendor, being
the market leader in most of the
segments. In aggregate across all
of the segments, Cisco’s market
share over the last four quarters

was 23%, down two percentage
points from the preceding four
quarters. This is due primarily to
the large and substantially higher
growth server segment, where
Cisco is only ranked as the fifthplaced vendor. HPE is the second
ranked enterprise vendor with a
market share of 11% across the
six segments.
Q1 2019 |
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Smoke
without fire
EOH has been given termination notice
of its Microsoft partner agreements.
How will it put out the flames?
By Adrian Hinchcliffe

f you don't choose to do it in
leadership time upfront, you do it
in crisis management time down
the road.” So says leadership
expert Stephen Covey.
And, undoubtedly, EOH, one of the
country’s largest IT players, has found itself
in crisis management mode in recent months.
Last year, the group’s founder Asher Bohbot
suddenly announced he would step down as
CEO to go on sabbatical for six months. In his
place, long-serving executive Zunaid Mayet
was promoted. Many divisional heads were
also promoted to the board, says Irnest Kaplan,
MD, Kaplan Equity Analysts. “The news in itself
wasn't a bad thing, just no one was expecting it
and it spooked the stock market,” he says.
A raft of allegations about wrongdoing
at EOH followed. “The group hadn't dealt
with such situations before, and the more
the allegations were denied, the more
stories came to light. EOH called in law firm
ENSafrica to look into the allegations. It was
cleared of most, if not all, of the allegations.”
Further troubles lay ahead, however, when
EOH, which has been very acquisitive in its
growth strategy, acquired the GCT group of
companies. It seems the due diligence wasn’t
conducted properly and a few of the GCT
businesses were also caught up in allegations
of wrongdoing. EOH wasn't making the preagreed targets on the earn-outs and so exited
the deal, which impacted significantly on its
FY 18 results, says Kaplan.

"I

12

| Q1 2019

“EOH had never been in this position
before; it had always done well financially,
and now it had put out a bad result, the
management changed, and there was a
lingering bad reputation in the media.”
Responding to the troubles, the group
was then split into two, with Mayet heading
up Nextec, which focused on industrial
technology, and another long-serving
executive Rob Godlonton heading up the
traditional ICT business to be called EOH.
Bohbot was to be group chairperson.
In September 2018, Steven van Coller,
previously chief executive of Absa’s
Corporate and Investment Bank and VP of
strategy and mergers and acquisitions at
MTN, was appointed as Group CEO of EOH.
Kaplan says of Van Coller: “He's got a
very good idea of governance procedures
and processes, which arguably hadn't been
put in place (at EOH), because it had been
run by entrepreneurs. So there wasn't
the experience there before of how to
transition from a large-version of a small
entrepreneurial organisation.”

“If you're an integrator, you
must have a good relationship
with the gorillas in IT.”
Irnest Kaplan, Kaplan Equity Analysts

STEVEN
V A N C O L L E R,
EOH
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axiz and
ParTnErs focus
on dELivEring
soLid businEss
ouTcoMEs
Traci Maynard,
Microsoft Executive
at Axiz

With Microsoft having stated that its mission is to empower every person and every organisation
on the planet to achieve more, it is no surprise to learn that this year’s Microsoft ignite conference
will take place across multiple countries and regions. These include north america, asia Pacific, the
indian sub-continent, Europe and Middle East and africa, as well as Latin america.

M

icrosoft Ignite is recognised as
the place where developers and
technology professionals have
the opportunity to learn from
experts, try the latest developer tools and
explore cloud technologies. It also offers
delegates the opportunity to gain practical
insights and best practices related to the
future of cloud development, data, IT, and
business intelligence.
Traci Maynard, Microsoft executive at
Axiz, points out that the South African
leg of the Ignite tour, which took place at
the end of January, was an exciting time
for both her organisation and its many
partners.
“Axiz understands the importance of
enabling its partners across South Africa
to the best of its ability. For this reason,
we hosted a group of partners at the
Microsoft Ignite event in Johannesburg.
The group included partners from
KwaZulu-Natal, the Western and
Eastern Cape, as well as from Zambia
and Namibia,” she says, adding that
these particular partners were flown to
Gauteng and accommodated at a hotel
within walking distance of the Sandton

Convention Centre. This was to ensure that
the exhibition area and the hands-on labs
were easily accessible to them all for the
entirety of the two-day conference.
“We wanted them to experience the
full gamut of the conference. After all,
with over 100 deep dive sessions and
workshops, and more than 350 experts,
this was the opportunity of a lifetime for
these partners. They had the opportunity
to learn more about the tools and
services they use every day, while at the
same time preparing themselves to face
new challenges.
“Whether they are focused on
developing innovative apps or delivering
optimised solutions, the learning paths
presented at Ignite were designed to help
these partners evolve their skills and
deepen their expertise. This included, but
was not limited to, learning new ways to
code, optimise cloud infrastructure and
modernise their organisations with deep
technical training,” continues Maynard.
The beauty of the Ignite Tour, she adds,
is that all of this occurs in a respectful,
friendly and inclusive environment,
where Microsoft experts, professionals

www.axiz.com | 011 2377128 | MicrosoftCSP@axiz.com

and community members are available
to network. Moreover, the partners also
had the chance to attend ‘Ask the Expert’
sessions, explore new technology and
connect with Microsoft engineers.
“This event is the ultimate technology
conference and our partners were
presented with the opportunity to grow
their skills, to study new methods and
approaches and to learn from the best.
Axiz is very excited to have had the
chance to present this platform to its
partners.
“Axiz is committed to driving Microsoft’s
commercial licensing approach, known
as Cloud Solution Provider (CSP), and
Ignite was the ideal way to elevate the
Microsoft technologies available to deliver
solid business outcomes, as it meant our
partners could experience these firsthand. While we are aware that not all our
partners were afforded the opportunity
to attend, the Microsoft division at Axiz
remains available to help any partner who
may still have concerns about migrating
their customers’ business to the cloud.
Talk to us and we will show you how,” she
concludes.

Van Collier's appointment was followed
in November by that of Megan Pydigadu as
group financial director.

An unprecedented move

Fast forward to February, and the news
broke that Microsoft had terminated two
agreements with subsidiary, EOH Mthombo,
its licence solutions partner agreement, and
the Microsoft Partner Network agreement.
In short, this was both its volume licensing
contract and its gold partner certification, and
all associated benefits.
A Microsoft spokesperson told The Margin:
“By terminating the agreement, those
benefits get removed. It doesn't impact the
certifications of the individuals employed by
the partner, however.”
EOH claims to be the largest Microsoft
partner by skills in the country.
Microsoft is unable to comment on the
reasons for terminating the agreements.
Media reports claim a whistleblower filed
a complaint with the US’ Securities and
Exchange Commission (SEC) in relation to a
R120 million contract with the Department
of Defence.
Van Coller admitted the SEC filings were a
‘big deal’ when talking to Bruce Whitfield in
an interview on 702.
The Microsoft source says the termination
decision wasn’t taken lightly, although the
process involved various parties and different
viewpoints were considered. “It’s not just
global instructing us to terminate.”
Kaplan says this termination is an
unprecedented move.
“The financial impact of losing this agreement
isn't so great (estimated at a R10m hit on
profits). The problem is that Microsoft is a core
pillar of enterprise IT, and if you're an integrator,
you must have a good relationship with the
gorillas in IT. It doesn't look good when your
company as a whole isn’t Microsoft-certified.
You can't move forward with a red flag against
your name from one of these players. If the
termination goes ahead as is, EOH will suffer
reputational consequences,” he says.

Cool heads

In times of crisis, there are a number of
recommended steps that a company should
follow, which can essentially be distilled into:
1. Have a plan
2. Identify a spokesperson
3. Be honest and open with timely and
frequent updates
4. Keep employees, customers and suppliers
informed.

“You can't move forward with a red
flag against your name from one
of these players. If the termination
goes ahead as is, EOH will suffer
reputational consequences.”
Irnest Kaplan, Kaplan Equity Analysts

Analysing EOH’s reaction to the Microsoft
issue, it seems the systems integrator has
followed these steps well.
Van Coller has been the identified face of
the company’s response, appearing to take
charge of the situation by meeting Microsoft
to get clarity on the issue, and being the
company spokesperson talking to the media.
Even in the days since the news broke,
there’s already clear evidence that a plan
is in action. ENSafrica has been drafted in
to undertake an initial investigation, as well
as perform an independent monitoring and
oversight role in all the group's major public
sector bids, contracts and engagements, past
and present. PwC has also been appointed as
an internal auditor.
Van Coller has said any EOH employee
found guilty of unethical business practices
will not get away with it. He has called for
anyone with evidence to come forward.
The company also launched a mobile
app for whistleblowers within the group
to provide anonymous tip-offs to corrupt
activity.
There have also been a number of
resignations from the group’s board,
including Bohbot. His resignation is in
accordance with King IV (Report on
Corporate Governance): a former CEO
should not serve as chairperson of the
board until a three-year cooling-off period
has been observed. Founding member and
non-executive director, Rob Sporen, as well
as fellow directors Tshilidzi Marwala and
Tebogo Maenetja are all set to leave too.
It’s also expected that the group will be
restructured significantly, with different
units and separate boards. According to a

Bloomberg report, the software side of the
group could be split into six to eight separate
companies, and the public-sector services
business will be separated from the privatesector arm.
Between Van Coller’s media interviews
and the SENS (JSE’s Stock Exchange
News Service) announcements, the
updates appeared quickly after the initial
news broke and have been frequent in the
following period. The honest and open
communication seems to be another box
ticked, and reflects the style of leadership
Van Coller brings.
“When the previous management was
asked about things, they would give the
same type of answer, whereas Van Coller’s
approach is very open. He brings a fresh
mindset, and I think the market quite likes it.
I get the sense people are comfortable that
he's there – both investors and internal staff,”
says Kaplan.
It’s easy to get caught up in the
sensationalism of corruption.
Growing so fast, acquiring companies at
a rate of approximately one a month for its
entire history, under the entrepreneur Bohbot,
something had to give. In an interview with
TechCentral, Van Coller said: "When you have
11 500 people in 273 legal entities and you’re
doing business with the state-captured
public sector companies, there’s going to be
something…"
The Microsoft news is a big knock to
EOH's reputation, but with a change of key
business leaders, and with stronger focus on
governance and compliance, the group will
hope to win back the trust of its customers,
the stock market and Microsoft.
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Stock
watch
Dell Latitude 7400 2-in-1
Category:

2-in-1 notebook

Brand:Dell
RRP:

To be confirmed

Distributor(s):

Axiz, Pinnacle, Drive Control and Tarsus

Date of availability:

H1 2019

Specifications:
8 th Gen Intel ® CoreTM WHL-U, Quad Core
Up to 16GB LPDDR3 SDRAM
14” 16:9 FHD (1920x1080) Anti-Smudge touch display

USPs:
The Latitude 7400 detects user's presence, using sensors such as the IR camera to
quickly identify the user and unlock the machine. It also senses when you’re away
and locks the machine.
Designed to be small and convenient, the Latitude 7400 is the world’s smallest 14”
2-in-1. Yet its screen and hinge design offers maximum visual real-estate for true
productivity.
Smart card features and a fingerprint reader improves security, while workplace
integration is easy through exclusive DCCS + Workspace One features.
Built-in LTE options lets users work anywhere on the 7400. The Latitude 7400 can
deliver up to 24 hours of battery life, adjusting its performance according to your
tasks to save power and improve cooling.

Smart Station
Category:

Smart Control

Brand:LifeSmart
RRP:

R1 399.00

Distributor(s):Syntech
Date of availability:

Available now

Specifications:
Connect up to 500 smart devices
Reflects smart device's conditions, in real-time
Remotely control various smart devices
Trigger actions such as video recording or activating lights
Supports intelligent voice control

USPs:
The LifeSmart Smart Station connects all LifeSmart products to one central device.
As the core of the LifeSmart platform, the Smart Station wirelessly connects all of
relevant devices and sensors.
Stay informed of changing conditions, trigger actions and remotely control various
aspects of the home or office. The Smart Station logically links all of the chosen
devices to work seamlessly together.
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RX100vi
Category:

DSLR camera

Brand:Sony
RRP:
Distributor(s):

R37 995.00
Premium Brand Distributors

Date of availability:

Available now

Specifications:
Sensor type: 35mm full frame (35.6×23.8mm), Exmor R CMOS sensor
500GB hard drive
Number of pixels (effective): Approx. 24.2 megapixels
Viewfinder type: 1.3 cm (0.5 type) electronic viewfinder (colour), XGA OLED
Monitor type: 7.5cm (3.0-type) type TFT
Fast Hybrid AF with 693 phase-detection and 425 contrast-detection AF points

USPs:
The newly developed 24.2MP1 back-illuminated Exmor R CMOS image sensor
is paired with a front-end LSI that effectively doubles the readout speed of the
image sensor. These components work together to allow the camera to shoot at
faster speeds while also enabling its ISO range of 100 - 51200 (expandable to
ISO 50 – 204800 for still images) and an overall 1.5-stop improvement in image
quality.
Sony’s newest full-frame camera is equipped with a variety of enhanced
capabilities that were first implemented in the 9 and then again in the 7R III.
These include dual media slots, with support in one slot for UHS-II type SD
memory cards. Users have a variety of options for storing their content in each
of the cards, including separate JPEG / RAW recording, separate still image /
movie recording, relay recording and more.
Battery life has been extended - with a CIPA measurement of up to 710 shots
per charge, it offers the world’s longest battery life of any mirrorless camera
Fast-start XGA OLED Tru-Finder™ with approximately 2.3 million dots for
extremely accurate true-to-life detail reproduction.
Capable of transferring files to a smartphone, tablet, computer or FTP server
via WiFi, while also offering a SuperSpeed USB (USB 3.1 Gen 1) USB Type-C
terminal for increased flexibility in power supply and faster image transfer speed
during tethered shooting.

ASUS Zenbook 14 (UX433)
Category: 

Laptop

Brand:ASUS
RRP:

From R17 999

Distributor(s):Rectron
Date of availability:

Available now

Specifications:
Intel® Core™ i3-8145U processor 2.1 GHz (4M Cache, up to 3.9 GHz) / Intel®
Core™ i5-8265U Processor 1.6 GHz (6M Cache, up to 3.9 GHz) / Intel® Core™
i7-8565U Processor 1.8 GHz (8M Cache, up to 4.6 GHz)
Windows 10 (64bit) / Windows 10 Professional (64bit)
14.0, FHD / 4-ways Slim Bezel
LPDDR3 16GB / LPDDR3 8GB
PCIEG3x2 NVME 256G M.2 SSD / PCIEG3x2 NVME 512G M.2 SSD PCIEG3x4
NVME 1TB M.2 SSD(Hyper Drive)
NVIDIA GeForce MX150 GDDR5 2GB and Intel UHD Graphics 620
HD IR/RGB Combo Camera

USPs:
World’s smallest 14-inch with NanoEdge frameless display, which features
ultraslim bezels on aall four sides and up to 95% screen-to-body ratio for nearborderless viewing.
New NumberPad provides a full-size LED-illuminated numeric keypad built into
the touchpad, allowing rapid and intuitive data entry or calculations.
Features a 3D infrared camera, with see-in-the-dark capabilities that allows fast,
reliable hands-free face login using Windows Hello.

Q1 2019 |
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How innovation
drives change
Many businesses are leveraging modern technology to help change and
improve their prospects. Yet for the channel itself, salvation lies not in the
technologies, but how to get them to the market.

By James Francis

he channel’s mantra is that
innovation is crucial for a
successful business. Yet while
the direct assumption is that
innovation arrives in the form
of new technologies, that’s
not quite the full picture. Instead, to meet
customer appetites while also navigating
a difficult economy, the channel needs to
innovate along with business practices.
All things considered, IT is doing pretty
well. According to the International Data
Corporation, the local IT sector grew 4.2% in
2017 and employed over half a million people,
with a further 199 000 new jobs envisaged
by 2021. But the mood in the channel is
quite different and tough market conditions
are often cited. What could be at the root of
this contradiction? It’s likely the changing
enterprise market.

T

The new customer

“Big corporations such as banks have
this reputation for being risk-averse and
conservative around IT, but that’s been
20
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“Ironically, it’s the tech
innovation driving IoT,
automation, AI, 3D printing,
these things are creating a need
for a large sector of our economy
to upgrade their notebooks
and PCs.”

changing,” says Tim Kroon,
Entelect’s COO. “There’s a new
generation of CIOs and chief
digital officers coming into the
corporate space, with a wider
agenda. It’s definitely had an
impact on the software culture
in our customers’ companies
and what they are willing to
experiment with.”
Others are still catching
up-across the board, channel
Gary Pickford, Tarsus
spokespersons highlighted
the uneven nature of the
local market. It’s still a fact that building an
the three major areas of spend that we’re
app won’t change companies. They need to
seeing,” says Kroon.
update their systems and the business logic
The two-phase approach of ‘IT builds it,
that evolves from there, which is hugely
business uses it’ is also falling away quite
expensive to undertake. This, in part, explains
fast. The influence of modern digital practices
the positive IT market figures.
is encouraging building and maintenance to
But customers are becoming more savvy:
stay in the same teams. This is stimulating a
“If I look at the major areas of spend in
lot more interest from different parts of the
2019, they all revolve around topics like
business that would normally be less enticed
channel transformation, single views of
by adapting to new ideas.
customers across federated organisations,
“Some of these projects are being driven
how to manage and leverage that data, the
by traditional ops teams. It’s something
security that goes with that - those are
exciting for them. Bringing in these systems

Q1 2019 |
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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.

“We’re seeing greater
demand for AI, for cloud
migration, modern
workplaces and empowering
employees.”
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Lionel Moyal, Microsoft SA

can change how they work. They might even
move from Ops to DevOps. It’s a much more
interesting problem to solve.”
Many of the companies spending on
modern IT are clearly developing a growing
appetite. It can be quite advanced: some of
Entelect’s customers pay it to operationally
manage systems they build and improve on
internally. In other words, some enterprises
are digitally savvy enough that they're the
creators and innovators, using third parties to
keep the lights on.
It’s one sign of a rapidly changing market,
so what can the channel do about it? Maybe
some handy gadgets and automation?

Innovation is service

The need for innovation usually comes out of
stress, says Tarsus CEO Gary Pickford. But
technical innovation isn't the lasting answer
to improving a channel business’ chances.
“What everyone is talking about in our
space - things like IoT, process automation, AI,
augmented reality, 5G, 3D printing - all those
have potential. But they haven’t really reached
a level that will make a difference to channel
partners. Those will be areas of innovation,
but they will only reach scale in the channel
in years to come.”
The channel has to focus more on the
basics. But it’s been buoyed by customer
appetite for those very technologies.
“A lot of the channel innovation isn’t
around tech or product, at least not in the
South African market as yet. There isn’t a
silver bullet product that fixes tech declines.
Ironically, it’s the tech innovation driving IoT,
automation, AI, 3D printing - these things
are creating a need for a large sector of
our economy to upgrade their notebooks
and PCs. Thankfully, that’s what’s kept the
industry chugging along last year," says
Pickford.
This demand is reshaping how the
industry looks. One sign is how partner
programmes at vendors are rapidly shifting
into new models. There’s a much bigger
interest in channel companies that offer
new technologies to customers. Such

companies are typically quite small, but
have a specific area that they serve well.
Vendors have been increasingly focusing on
bringing those players in and grouping them
with other companies to deliver on certain
projects.
“What we’re finding is that vendors are
desperate and twisting and breaking their
programmes to cater for this emergence
of tech, Software-as-a-Service partners
that are formulating solutions in a very new
industry and new space. They’re keen to
accommodate these solutionists, for want of
a better word. The old days of having to wait
five years before you become a silver or gold
partner are long gone. We’ve seen partners
emerge in the last few years that focus on
these new solutions and they’re all creating
their own niche offerings, but not monetising
at scale," says Pickford.
The channel is taking advantage of this as
well. Supply-chain automation is becoming
more common and popular, and robotic
process automation – a grandiose word
for relatively straightforward software task
automation – is enjoying a lot of attention.
Yet the more direct demand for innovation is
not around technology, but how to play in a
rapidly changing channel.

Starting with startups

Innovation may come down more to how you
can play with others. Vendors that have built
strong partner networks appear to be doing
very well. But this isn’t a surprise since those
vendors are also the same that have been
promoting and staking their futures on the
new technologies the market now craves.
Microsoft South Africa has between 5
000 and 6 000 registered partners. While
some support the vendor’s traditional
business software solutions, Microsoft itself

has been undergoing a major transformation
to deliver on those product demands,
translating most of its solutions into cloud
services. The result has been strong growth
and a return to one of the most highlyvalued companies in the world.
But it’s more interesting that many of those
partners don't work directly with Microsoft,
instead liaising with other Microsoft partners.
Microsoft, in turn, has been focusing on
finding and honing small companies, including
startups, which complement the demands in
the market.
“We don’t want to leave this ecosystem to
its own devices, but find ways to help it grow
in specific strategic areas,” says Lionel Moyal,
commercial partners lead at Microsoft SA.
“We’re seeing greater demand for AI, for
cloud migration, modern workplaces and
empowering employees. There are many
areas, some of them are niche. So we're
trying to fill those niches so that different
partners can work together.”
This is the innovation opportunity for the
channel: many of those small businesses
might have good ideas and skills, but struggle
with market exposure. They simply aren’t
being noticed enough. If there’s an area
progressive parts of the channel is innovating,
it’s in establishing their own partnerships
with newcomers.
This is easier said than done, though,
particularly for resellers. But the general
view is that if companies are hoping that
automation or deeper operational data will
help them, they're going down the wrong
route. It’s the channel’s customers that are
seeing the benefits of those investments.
Developing the means to get those solutions
to customers is what will decide the winners
and losers of the local channel, at least for
the next year.
Q1 2019 |
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Predictions for 2019

It’s election year, so don’t expect much in the way of change.

T

By Ciaran Ryan

he elections are due in May
and the ANC is expected to
be returned to power with
a reduced majority. The real question is: is
this the last election in which the ANC holds
absolute power?
You can rest assured that the opposition
parties are going to chip away at this majority
with a hammer drill. The governing party has
boxed itself into a perilous corner where it
cannot create growth without abandoning
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its fealty to black economic empowerment,
transformation and redistribution. So
economic growth will muddle along as it did
last year, close to zero.
This brings us to the thorny question of
land expropriation without compensation.
That subject will be noisily ventilated between
now and May, with the ANC left in the
invidious position of assuring the world that
this will be done responsibly. The Economic
Freedom Fighters (EFF) will have no such
compunction and will stir up its disaffected
base with shrill calls for nationalisation. The

Democratic Alliance has already launched its
pro-growth job creation campaign and aims
to swoop the middle ground.

Storm clouds loom

While much of SA’s economic malaise is selfgenerated, there are dark clouds gathering
abroad too, particularly US President Donald
Trump’s simmering trade war with China and,
just as ominously, Canada’s arrest of Hauwei’s
chief financial officer Sabrina Meng Wanzhou
at the behest of the US. The arrest relates to
Huawei’s dealings with Iran in contravention of

US sanctions against the latter. The company
is also accused of stealing technology from
T-Mobile. China has already retaliated by
arresting two high-profile Canadians and is
threatening further retaliations.
Brexit, too, is due to take effect in March
when the UK leaves the European Union, but
this looks increasingly uncertain.
Why is all this important to South Africa?
Because politics matter when it comes to the
rand and, therefore, the economy.
A mishandling of the land expropriation
issue will almost certainly be punished by
the US and other Western countries, and you
can bet the rand will be hit. Bianca Botes,
corporate treasury manager at Peregrine
Treasury Solutions, points out that the rand
veered wildly when Pravin Gordhan was
fired as finance minister, but barely moved
when Stats SA reported an increase in the
unemployment rate to 27.5% in the third
quarter of 2018. If we include people who are
so discouraged they’ve stopped looking for
work, the unemployment rate leaps to 37.3% ‒
the worst since 2008.
“This doesn't mean that economic data
should be discounted, however, but, rather
that political information is equally important
and one cannot just focus on the numbers,”
says Botes.

Two roads Digital’s momentum

Positing a number of scenarios for 2019,
Botes says the rand could range anywhere
from R10 to R25 to the US dollar. If
government bungles land redistribution and
state-owned enterprises (SOEs) go bankrupt,
funds will pour out of the country, inflation
will skyrocket and the rand could hit R25/$
by the end of 2019.
In the most optimistic scenario, land
redistribution is handled sensibly in order
to promote economic growth, SOEs are
rescued from disaster, SA’s sovereign rating
is upgraded a notch and the US-China trade
war is resolved. This scenario could see the
rand reach R10/$ by the end of 2019.
Neither of these two extremes is
particularly likely. A more probable outcome
is a clumsy, dawdling continuation of the past
with no real policy changes: SOEs continue to
teeter on the brink of bankruptcy; the economy
remains weak, the global economy winds
down and geopolitical tensions run high. In
such a case, expect the rand to hobble along
between R14 and R16 to the US dollar.
What does all this mean for buyers and
suppliers of IT gear? Fortunately, things
should be little different from 2018, although
expect some economic and currency bumps
in the second and third quarters. The
rand started the year relatively steady, but
currency volatility is likely to pick up as the
election nears.
Importers willing to accept a 10% to
15% swing in the rand would be advised to

“Across the Pacific, we see the US
also showing somewhat slower
growth this year, but there will be
some fiscal support for the economy
and we're hopeful that a trade
agreement will be reached between
the US and China, which will benefit
the markets in general.”
Maarten Ackerman, Citadel

hedge positions should the rand shoot past
the R15.50 to R16 mark. Should the EFF
score particularly well in the elections, the
land expropriation debate will be shrill and
threatening. Some offshore investors believe
a rand at R17 or worse is a real possibility
should the more radical of the 280-odd
parties contesting the election come to
prominence. That kind of volatility can quickly
wipe out profits without taking out some form
of currency protection.

Deliverance

That said, the polls show the ANC under
President Cyril Ramaphosa is regaining lost
support. Any election volatility is likely to
be short-lived. What’s uncertain is whether
Ramaphosa will have a strong enough
mandate to deliver on his campaign promises
to create jobs and attract investment. IT
suppliers will have to contend with currency
volatility and a flaccid economy for the rest of
the year. It’s a rather bleak picture for sure,
which will require astute management and
judicious stock management.
What happens in the rest of the world will
also affect local sales. Maarten Ackerman,
chief economist at investment house Citadel,
says what happens in the US and China is
vitally important for emerging countries such
as SA. “The Chinese economy is already
slowing down, and the authorities are planning
for stimulation to support it and engineer a
soft landing. Such a move would be positive
for emerging markets, which are reliant on a
healthy China, and we expect the Asian giant
to come through for them,” he says.

“Across the Pacific, we see the US also
showing somewhat slower growth this year,
but there will be some fiscal support for
the economy and we're hopeful that a trade
agreement will be reached between the US
and China, which will benefit the markets in
general.”
Growth elsewhere in Africa is likely
to surpass that of South Africa, which is
hamstrung by structural deficiencies such
as high SOE debt, a limited tax base, labour
demands for higher wages, BEE and fixed
investment, which has been declining over
the long term.
Is it possible to turn this listing ship
around?
Absolutely, says Johannes Wessels
of the Enterprise Observatory of SA.
Government needs to declare a moratorium
on BEE (which is largely responsible for the
emigration of 400 000 professionals out of
SA over the last 20 years, he says), revamp
the police services and municipalities, bring
an end to the deployment of incompetent ANC
cadres, ditch collective bargaining for firms
generating less than R50 million a year, give
greater freedom in training for employees and
pare the cabinet to 20 members (from 39).
This is a tough ask given the ANC’s
vulnerability to its trade union constituency,
but it is doable with sufficient political will.
Unless we act soon, and decisively, another
five years will be wasted, says Wessels. If
we continue down our current path, we will
continue to boost the economies of Mauritius
and Botswana, to which local entrepreneurs
are fleeing in droves.
Q1 2019 |
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A quantum leap?

Quantum computing is finally here. Sort of.
By MATTHEW BURBIDGE

A

highlight of CES was the
unveiling of what IBM called
‘the world’s first integrated
quantum computing system’.
Billions have been spent, and
are being spent, on quantum research, but
IBM certainly gets the prize for the bestlooking machine.
It’s sealed in a large, airtight glass box,
inside of which is suspended a transparent
tube, and what looks like Darth Vader’s
cloak. I suppose it’s quite important how the
thing looks, because IBM hasn’t released
its specifications. The box was designed by
Goppion, a Milan manufacturer of expensive
museum display cases (it made the cases in
which the Mona Lisa and the Crown Jewels
are displayed). Why does it need such an
impressive box? We’ll get to that in a moment.
On its performance, we’ll just have to take
their word for it, because it’s not yet clear
what true quantum even looks like, or what it’s
going to be able to do. But that hasn’t stopped
plenty of people hypothesising that it will be
able to crack today’s cryptography, and provide
analytics from big data at near instant speeds.

IBM has also not said how much it costs,
or when it will be available.
It’s always nice to take a trip, in your mind,
back 20 or 30 years, and remember what
limited computing power was available, even
to large enterprises. Still, we all muddled
through, and speed, slowly, began to improve.
This, of course, gave rise to Moore’s Law, or
the doubling of computing power every two
years, but while the speed improves, it’s still
what’s called a classical computer, and you
can’t really compare this to the promise and
power of quantum computing.
This is going to be the game changer, if you
believe the hype, which, according to Gartner,
is either at or near the peak of its hype cycle
for emerging technology.
A key part of the puzzle, too, is going to be
getting classical computers and quantum to
interoperate.

How does it work?

There’s never been more interest in quantum,
and it’s reached the C-suite, which is
understandably keen to steal a march on
competitors. Hype aside, quantum can’t be
ignored, and it’s worth investing the time in
some research, of which there's no shortage.
The IBM website is a good place to start.

In short, and I really do mean short,
this type of computing is centred around
the quantum state of subatomic particles.
Classical computing operates in a binary
state, meaning information is stored in bits
as either a one or a zero. Now you would
think that a bit can’t be both a one and a
zero at the same time, but this appears to
happen in quantum computing. This quantum
bit, or qubit, can be both one and zero, or a
superposition of partly zero and partly one, at
the same time.
Huh? I know, I know, but it's these
properties, among others, which will
allow quantum computers to manipulate
information in new ways.
Why the box? Qubit measurement needs
a stable environment, and even in a vacuum,
loses its properties in microseconds. It’s also
got to be constantly cold, damn cold, or as
near to absolute zero as possible.
While IBM is to be applauded for this
new technology (or at least being first
to market), it’s unclear what anyone is
going to actually be able to do with it. But
apparently you’re going to need a more
powerful machine with more qubits to begin
to solve any problems that are out of reach
of today’s computers.
Q1 2019 |
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The year ahead
for the channel
What are the trends and opportunities that will
define 2019 for South Africa's channel?

By JAMES FRANCIS

imes are tough, but
transformation is in the air.
There’s a real opportunity
for channel businesses that
can adapt, starting with the
overarching theme for the entire digital industry.
Many think 2019 will potentially be a
tumultuous year due to the upcoming
elections. But things have been topsy-turvy
longer for the channel, for one specific
reason: services. The mantra to customers
has been about changing towards more
service-centric business models. Those

T
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words now challenge the channel, says
XContent’s CEO, Danie de Lange. “Customers
want tangible value. No more big bang
approaches; they want a piece-by-piece
approach. This means getting more out
of what they have and also getting better
feedback for their own thought processes.”
Business-becoming-IT has taken root. IT is
shifting from slow-moving, grandiose projects
to quick, grassroots delivery, the kind of pace
businesses like. Now that IT is much closer
to a business pace, they expect channel
delivery to fit the purpose. Selling licences is
being replaced by devising the shortest route
between two business points.

“There’s definitely a new level of maturity:
businesses see IT being freed up and this is
driving maturity in the customer space. IT
people used to reduce tech conversations to
the technical level. Business people have no
appetite for that,” adds De Lange.

The cloud expands

The latter measure through service metrics:
POCs, consumption-based pricing, clear
reporting and reliable feedback on ideas is
what the market now expects. The channel
that can provide will excel in 2019.
It seems 2018 was a great year for the
local cloud channel. According to Axiz’ CDO

Andrew Moodley, the company experienced
exponential growth in cloud revenue.
This is related to practical awareness
at higher levels of companies grasping
the business reasons for using cloudbased technologies. Cloud software and
infrastructure services have been winning
customers, nudging companies to more
mature ideas such as platforms.
The challenge for the channel is how to
adjust to these new demands. Moodley says
some sections are faring better than others:
“ISPs and ISVs have been better able to
adjust to the new services, probably because
they're already familiar with subscription- and
service-based approaches. Resellers are
having a much harder time finding their place
among these new offerings, and systems
integrators are somewhere in between.”
Since business customers value flexible
responses to specific challenges, many
suppliers are teaming up with other
companies to create suitable answers.
For example, a reseller could still move a
consignment of tablets to an enterprise,
but usually in tandem with a new mobility
solution installed by a service provider. In
2019, these kinds of partner responses will
lead market sales.

Networking’s new look

Modern services require connectivity,
putting networks back in focus. In response
or perhaps as a serendipitous coincidence,
networking products have become more
service-based. It’s less likely for a business
to own its networking systems, instead using
Networking-as-a-Service (NwaaS).
“Legacy networking is still a fact in the
market, but the service side is a fact as well,”
says Oliver Potgieter, Cloudbox’s CTO. “Cloudmanaged networking is more affordable, so
companies go for that if they can. But many
are also waiting for equipment end-of-life, at
which point NwaaS is very appealing.”
Fibre is also boosting networking’s profile.
Businesses used to fret over slow internet;
now, they want internal networks that match
fibre’s muscle. NwaaS doesn’t require major
upfront investment, deployment is accelerated
and there's much love for the improved
reporting that new network services offer.
“Reporting is very attractive to the
business side. It makes IT less complicated,”
adds Potgieter.
Through heightened awareness around
networking’s role in modern business

systems, 2019 is full of opportunities to offer
NwaaS to a changing market.

Security gains traction

A connected world has come with a steep
price: security. The same complexity that
creates terrific potential for companies is
also being exploited by criminal hackers and
crime syndicates.
If measured by awareness, the market is
doing well, says Helen Kruger, Troye MD: “We
have a lot of awareness around weaknesses,
especially in the wake of the Liberty hack
and similar events. Business knows of the
dangers. But not a lot is being done yet. The
market is learning to pick its battles and many
are learning the hard way.”
Companies are also more cognisant
of the link between web applications and
security, and they're seeing the efficiencies
IT resources have garnered from softwaredefined systems. Overall, they're grasping
that parameter-based security is dying and
being replaced by data and user identity
strategies. But many have invested in security
systems, yet don’t use them properly.
A lot of security’s activity is focused on
larger companies that can afford the myriad
remedies required today. But there is a gap to
serve solutions to smaller businesses.
“For example, a data encryption solution
can be deployed anywhere without being
too complex or expensive. There’s a long
tail in the SME market. But it needs the right
skills and prices for that market. That’s a
challenge,” says Kruger.

SADC heats up

All of the above counts for South Africa, but
there’s an entire region beyond its borders
demanding the same services. SADC
businesses want in, says Bradley Pulford, GM,
channel and distribution at Dell EMC.
“There are slight nuances, but SADC
companies are aligned to the technology
point of view. They have different
challenges. For example, there's a big
emphasis on security. But it’s clear the talk
is done, they want to see action.”
Appetites vary between SADC countries.
Nonetheless, SADC regions often match and
in some areas surpass SA’s businesses. For
example, telecommunications players tend
to be more progressive and competitive than
their local peers.
“Connectivity has stabilised. The telcos
have been driving technology adoption

Global tech
investment trends
Gartner’s predictions for
2019 show global demand
slowing down for most
technologies:
DATACENTRE SYSTEMS

2018: 6%*
2019: 1.6%

ENTERPRISE SOFTWARE

2018: 9.9%
2019: 8.3%
DEVICES

2018: 3.6%
2019: 2.4%
IT SERVICES

2018: 5.9%
2019: 4.7%
COMMUNICATIONS SERVICES

2018: 2.4%
2019: 1.2%

* growth

as part of their business models. It’s also
about the demographics of SADC: there are
many mobile users, so servicing a mobile
population has driven services as a culture,”
adds Pulford.
Rising stars include Namibia, Botswana,
Mozambique and Mauritius. But all across
SADC, there’s demand, especially for skills.
“Many rely on skills through partners, but
some are looking to cultivate more of their
own. There’s a lot of assessment around
what’s relevant to them and what’s just buzz,”
Pulford concludes.

“Cloud-managed networking is more affordable, so companies go for that if
they can. But many are also waiting for equipment end-of-life, at which point
NwaaS is very appealing.”
Potgieter, Cloudbox
Q1 2019 |
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Tomorrowland
What did we learn from this year’s Consumer
Electronics Show?
By MATTHEW BURBIDGE and SIMON FOULDS

W

hat’s clear is that we're on the
cusp of some transformational
technologies; what isn’t clear
is how they’ll be adopted. It’s
always a good idea to keep
an eye on Gartner’s hype cycle for emerging
technologies. It looks a little like a wave that’s
about to break; at the back of the wave are
all the new technologies that, while showing
promise, are going to have to travel some way
to enter mainstream life. They're ‘innovation

triggers’ in Gartner’s parlance, and propel
the technology up the slope to the crest of
the wave, or ‘peak of inflated expectations’,
after which it plunges into disillusionment.
It then starts to make its way up ‘slope of
enlightenment’, and, finally, the ‘plateau of
productivity’. It’s not an exact science, and
more of an informed guess, but then again,
Gartner has been around for 40 years and has
seen the seeds of technology grow.
In last year’s cycle, right at the bottom,
starting its long journey up the slope, is
something called ‘smart dust’ (just ahead

of flying autonomous vehicles). This dust is
composed of tiny sensors, or robots, for that
matter, that will measure just about anything
you can think of. But, it’ll probably be a
decade before there’ll be any adoption.
A lot further along is 5G, which is
expected to come online within the next
couple of years.
AI, too, is sprinkled all over the slopes, with
things like edge and conversational AI, and
AI Platform-as-a-Service. All these things
are also expected to take a decade before we
begin to see the fruits.

Hype cycle for emerging technologies, 2018

Source: www.gartner.com
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Products at CES this year using AI included:
John Deere displayed an agricultural combine,
which uses AI to help navigate crop fields.

Google Assistant
and Amazon Alexa
showcased the
latest ways the
voice assistants can
connect to other
smart home devices.

Whirlpool Corporation’s WLabs introduced
its Smart Countertop Oven that detects
food to automatically set the appropriate
time and temperature for cooking.

Honda’s Autonomous Work Vehicle returned to the
show having been deployed over the past year.

Q1 2019 |
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But listening to some presenters at CES,
it seems that AI is everything, and already
here. IBM was one of the 60 companies
speaking about some kind of AI and as its
CEO Ginni Rometty said, it’s changing the way
businesses operate, and that data is the ‘most
precious natural resource’.
"Despite 2.5 trillion bytes of data being
produced daily worldwide, less than one
percent of the data that is emitted is actually
analysed. There’s the opportunity,” said
Rometty.
LG Electronics president and CTO Dr IP
Park spoke about how AI could contribute to
an ‘even better life’ and thought there would
be three pillars of AI, which he called ‘evolve,
connect and open’.
LG is betting this is going to have a profound
effect on its products, and specifically its
ThinQ brand, which includes air conditioners,
washing machines, TVs, smartphones and
robot vacuum cleaners, among other things.
Park reckons products will evolve by
learning about their owners, and 'open up an
ecosystem of innovation made stronger by
partnerships and cooperation’.

What about
SA?

Although CES features
products and concepts that
might only see the light of day
in a few years’ time, if at all,
CES also launches products
being released into the local
market.

He also highlighted the importance of
evolving intelligence in consumer electronics.
For AI devices to go beyond simple voice
recognition and automated task execution, they
must be able to understand the intentionality
behind each command. Such contextual
understanding requires AI to evolve through
accumulating interaction with the user.
Park also presented LG’s ambition to unlock
the potential of AI technology on a much
larger scale by connecting individual units into
intelligent systems. LG’s Robot Service Delivery
Platform will systematically coordinate what
multiple robots see, hear and learn to transform
how we manage our work and environment. An
AI-based smart grid will allow us to radically
improve the efficiency of our energy ecosystem,
it’s thought, from production and storage to
consumption. Intelligent signage will turn the
physical elements of space such as walls,
signboards and even floors, into an active,
intelligent part of the environment, he predicts.

new services for users, telcos will slurp up
new customers, and manufacturers of telco
gear are going to be busy installing all the
new infrastructure, on every street corner.
Then there are autonomous cars. Speeds of
1 Gbps for users on the move and 10 Gbps
for stationary users have been prophesied.
But like AI, you’d be forgiven for thinking
that it’s already here, what with all the
promotion going on.
“5G will change everything; 5G is the
promise of so much more than what we
have seen from wireless technology,” said
Hans Vestberg, Verizon CEO during his
keynote, adding it would see a ‘quantum
leap’ in speed, reliability and connectivity for
everyday users.
According to the US Consumer
Technology Association, AI and fast
connectivity will drive the US consumer
technology industry to $398 billion in retail
sales ($301 billion wholesale), as more
consumers embrace the efficiency, safety,
entertainment and anytime/anywhere
communication that technology brings to
everyday lives.

The promise of 5G

Everyone is itching to bring 5G to the
market. Everyone wins, it seems. There’ll be

1

3

2

4

Dell, Asus, LG and HP are releasing products locally this year that were launched at CES.
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1. ASUS South Africa released its new range of computers in South Africa at the
end of January, when it unveiled its new premium ZenBook series – the ZenBook
13, ZenBook 14 and ZenBook 15, ZenBook Pro 14, ZenBook Flip 13 and ZenBook
Flip 15 – and two new additions to its VivoBook family: the 14-inch VivoBook 14 and
the 15.6-inch VivoBook 15.

3. Sony isn’t aware of all products being launched in South Africa at this stage,
but we do know it will have availability of the following: the 9 full-frame mirrorless
camera, the WH-1000XM3 wireless headphones and its EXTRA BASS™ series of
speakers the SRS-XB12, SRS-XB22 and SRS-XB32.

2. Dell is releasing the following products: the new Dell XPS 13 will be available
locally in February, with the Dell Latitude 7400 2-in-1 being available locally during
2019 (no specific date was given). The Dell Inspiron 7000 2-in-1 is expected to
launch locally in May.

4. LG is launching its Xboom range, although the line-up will only be confirmed
mid-July.

| Q1 2019

ROG Zephyrus S
GX701

What makes a good gaming laptop?
Jasmine Lin, South Africa product and
marketing manager at ASUS, says: “In terms
of specification, CPU, graphic card and RAM
and so forth are the same for all of the
brands. ASUS ROG has focused on improving
and providing the ultimate gaming solution,
including the thermal system that allows the
device to run the most optimal performance
without breaking. The keyboard layout and
typing experience is also important to provide
a good gaming experience; 144Hz 3ms
response time, slim bezel for the ultimate

gaming visual is what we offer gamers with
the ROG.”
HPs category manager for Gaming Rodger
Green adds: “To create the cutting-edge
visuals in modern games, a computer needs
a graphics processor. Most laptops don't have
such technology, but gaming laptops do. They
typically also have faster memory, as well as
higher amounts of memory. This makes them
a popular choice for visual professionals such
as designers, CAD artists and video editors.
Components and features on gaming laptops

are carefully selected to create the best and
most reliable performance.”
Dell announced the Alienware m17 at CES,
which will be available in Africa in Q1 this
year.
ASUS has also brought its gaming
hardware to the local market place in the
form of its Republic of Gamers (ROG) lineup of laptops, namely the ROG Zephyrus S
GX701, ROG Zephyrus S GX531, ROG Strix
Scar II 17, ROG Strix Scar II 15,TUF Gaming
FX705 and the TUF Gaming FX505.
HP says it will have the following products
available: the refreshed OMEN 15 laptop is
expected to be available in March, with its
refreshed OMEN Obelisk Desktop expected
to be available in April. The HP 15.6 Odyssey
Backpack is expected to be available in June
and the HP ENVY USB-C Hub is set to be
available in April.
How much is the gaming market worth?
PwC's 'Entertainment and media outlook:
2018 – 2022 An African Perspective’
indicates that South Africa’s video games
market will continue to grow. Total revenue in
2017 was over R3 billion, which will grow at
a 15% compound annual growth rate (CAGR)
to reach R6.2 billion by 2022. South Africa’s
traditional games market continues to grow at
a more modest rate, with revenue according
to PwC from the PC and console sector
reaching R1.6 billion in 2022 at a 2.8% CAGR.
More accessible social gaming has
overtaken the PC and console sector. In 2017,
for the first time, social or casual gaming
revenue (R1.6 billion) overtook traditional
revenue (R1.4 billion) and is predicted to grow
at a faster rate.

LG Homebrew

HiMirror and Skin
Analysis

Breadbot
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Swimming the channel
It’s often said that South Africa lags much of the rest of the world in
the adoption of technologies, and while this may have been true in
the past, the gap looks to be closing fast. What trends are being felt
in the international channel?
By MATTHEW BURBIDGE

A

survey of over 7 000 resellers
in the United Kingdom, Europe,
Russia, Australia and New
Zealand, by the London-based
market intelligence group
CONTEXT, shows the channel is in good
health, and all countries reported growth
in 2018. Some, such as Russia (21.7%) and
Portugal (10.2%), are reporting very high
year-on-year growth.

What’s holding resellers back, and what’s
driving them?
The main reasons why resellers aren’t
selling cloud services is the lack of security
and product knowledge, as well as the
demand not yet justifying the investment.
However, this is seen to be changing.
On average, between 40% and 50% of
resellers in most countries reported no cloud
services sales at all, while the average for
Australia/New Zealand, France, Italy, Portugal
and Spain was about 30%. Early cloud
adoption tends to favour economies with a

Meanwhile, the distribution industry is also
being transformed as consumption-based
models emerge for cloud-based services.

Cloudy future

Cloud presents a massive growth opportunity
for resellers and the broader channel, and
it’s thought by Gartner that the market could
be worth $160 billion by next year. Assuming
that distribution is able to capture as much
of this market as it does of the IT market as
a whole – about 21% – this represents a $34
billion distribution opportunity.

What is the main reason why you wouldn't sell cloud services?

40%

35%

Australia/New Zealand
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Czech Republic
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Germany
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Data security

The demand does not
justify the investment

Other

The complexity of the
product

Legal restrictions

Billing element

“HCI systems underpin the growth of datacentres, and are, as such,
attracting more resellers. This presents an opportunity for the channel. But
it’s also a conundrum, because if there are more resellers, it will bring more
competition.”
larger proportion of SMEs. These, it’s thought,
tend to have fewer barriers to entry and can
quickly realise the gains from cost-effective
and scalable public cloud services.
Asked what cloud services they’d sold in
2018, the top-performing segments were
in back-up, storage, security, and business
applications. It also appears that resellers
are selling less Infrastructure-as-a-Service.
Security services are also expected to grow.
It’s surprising that such a small percentage
– about 20% – of resellers see SaaS
as important. As SaaS becomes more
commoditised, margins will thin, and revenue
opportunity for resellers will lie in add-on
services, support and cross-selling that can
accompany a cloud solution. This will apply
particularly to hybrid cloud solutions.

The reseller outlook

Resellers continue to sell what they’ve always
sold, like PCs and printers. At the same time,
they’re also moving into new areas, such
as hyperconverged infrastructure (HCI), 3D
printing and the smart home.
HCI systems underpin the growth of
datacentres, and are, as such, attracting more
resellers. This area presents an opportunity
for the channel. But it’s also a conundrum,
because if there are more resellers, it will
bring more competition.
IoT, too, is seen as a category that resellers
are keen to introduce into their portfolio.
This will mean an increase in cloud storage
capabilities, and, in turn, an increase in server
demand.
The resellers also seem to have passed
through the GDPR deadline with no
casualties, but, as the report notes, they’re
still going to need to ensure they’re fully
compliant with the data protection measures.

What do resellers want from
distributors?

Resellers say they’re emphasising customer
service, most notably the provision of B2B
customer portals. In fact, the portal is what
resellers like most about their distributors, and
reflects the ease of use of consumer websites.
It’s also a more competitive landscape,
given the concern displayed by resellers
around product availability and delivery costs.
Resellers were also asked what they most
missed in their distributor’s offering. Most
answered product availability and pricing, and
these are the main reasons resellers will turn
to alternate suppliers, such as e-tailers.

Cloud services sold - 2018 vs 2017
2018

2017

Back-up

Storage
Security

Web hosting and e-commerce

Business applications
General infrastructure
Virtual desktop
CRM
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How did that channel marketing programme positively
impact your business?
2018

2017

Sales increased

83.5%

New clients

4.47%
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3.85%
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1.49%
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Which vendor's channel marketing programme has most
positively affected your business?
18%

HP

8.0%

Dell

7.2%

Lenovo

6.2%

Microsoft

HPE

3.4%

Intel

3.4%

Asus

3.3%

Epson

3.0%

Cisco

2.7%

IBM

2.7%

2.3%

Brother

Canon

2.2%

Acer

1.8%

Samsung

1.6%

Kaspersky

1.5%

Fujitsu

1.5%

European distributors also say they’re
continuing to invest in new infrastructure
and skills to better support their clients.
Greater cloud support is an example of
this. With greater investment, it’s important
for distributors to try to extract value
from these investments. If there is true
value in these new services, resellers will
presumably be prepared to pay for them,
and will not be solely focussed on driving
down the cost. As one distributor put it:
“Partners leverage distribution offerings, but
are failing to compensate them adequately
for value creation.”
Resellers also say they want more
education from distributors about new
technologies and ways to increase sales.
Following the lead of distributors,
resellers are also increasing their use
of e-commerce, which appears to be
driven by product availability and pricing.
Amazon launched its B2B operations in
Europe in 2017, and it’s thought this will
increasingly apply pressure on distributors
to differentiate their offerings.

Service, please

For 40% of resellers, services represent 50%
of their revenues, but there are some that
have narrowed their focus, and now earn
almost all their revenue in this area. The core
areas are maintenance and support, technical
assistance, and installation and configuration,
and it’s in these areas where they think
there’ll be the most growth.
‘As-a-service’ offerings are also seen as
a key driver of growth, which include SaaS
and DasS. Here, it’s recommended that
resellers either develop their own services,
or partner with distributors or vendors to
build their business.
Marketing by vendors is important, but they
don’t really play a role in a vendor’s decision
to carry or dump a brand. Five vendors –
HP, Dell, Lenovo, Microsoft and HPE – lead
the way in marketing programmes, and HP
received almost twice as many votes as its
nearest competitor.

Big picture
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The average purchases per reseller also
increased from €105 000 to €111 000. The UK
stands out, and here, the spend per reseller
is €207 000. Russia, meanwhile, saw 17%
growth, taking their figure to €143 000 per
reseller.
The 2018 CONTEXT ChannelWatch report
is based on the opinions of 7 038 resellers
in the UK, France, Germany, Spain, Italy, The
Netherlands, Poland, Czech Republic, Slovakia,
Russia, Turkey, Australia and New Zealand.
Meanwhile, CONTEXT has also just established
a South African IT distribution panel.

Stressing the system

IN FOCUS

VIEWPOINT

The Margin interviews Jacques Malhebe, CTO of Axiz, on what
this year will bring for the channel.

JACQUES
M A L H E B E,
Axiz
Q1 2019 |
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By MATTHEW BURBIDGE

acques Malherbe, CTO of
Axiz, says that by the end of
January, he’s exhausted by all
the predictions that come out
at the beginning of the year.
What’s more, many of them are fairly obvious,
such as data and analytics, IoT, the move to
cloud, machine learning and robotics.
“What’s not evident is how the channel
is going to play a role in that world. The big
system integrators are experiencing stress
at the moment. And all of us know what’s
happening at BCX – 800 people are being
retrenched,” he says, adding that this stress
is being felt beyond the channel, and in his big
enterprise customers, such as banks.
He says in traditional distribution, much
like Henry Ford’s ‘one colour, one model’,
there was an effort to simplify the process
and provide value responses to the market.
These could be in the form of a better price,
or fringe benefits, such as credits, training or
pre-sales.
“Now, we’re faced with customers,”
he says, “through end-users and system
integrators, who are saying they want to
consume technology, and they need, for
instance, data scientists to help them. They
want to present their value on a platform.”
Malherbe suggests distributors re-evaluate
themselves.
“How do they build their own value chain
to present a value to resellers in the field
of data analytics, machine learning, IoT, and
edge computing?
“How do I provide to my system integrator
and reseller customers when I have no idea
what they’re talking about? How am I going
to integrate it with my client’s systems,

J

platforms and ERPs so that their customers
can consume this through the cloud? How
does a distributor adjust to this and build
that? We see the stress coming into the
channel, and that stress will transfer to
distribution, and, of course, the vendors are
already feeling it and have been in transition
for some time. It’s like a tsunami that’s
moving through the system.”

Cause of this change

“It’s cost and intelligence, but one can distil
it down to cost eventually. New technology
allows us to leverage strategic imperatives.
End-users will adopt new technologies that
will not only give them a cost advantage, but
also access to clients,” he says, adding by
way of example FNB’s digital app rewards
system.
“Immediately, their competitors are saying,
‘what are we going to do in response?’ They
now have to acquire technology and they turn
to the big system integrators and distributors.
“We’re all on the back foot now. We still
have to maintain a parallel system: we have
to keep the traditional income streams
healthy and with mode two, we have to
start developing skills and values, such as
developing systems and APIs to integrate with
the rest of the world. How do I present AWS
and Microsoft cloud on my platform? How do
I present Cisco’s consumption technologies
on my platform? I have to integrate with all
of them. Suddenly, I have a massive DevOps
team, where previously I just sold boxes. It’s a
huge personality change for distribution.
What’s the next step? What can be done?
Malherbe thinks a good place to start is
with some introspection.
“The first step is a commitment from
the executive team to decide who they are.

“If you want to participate and sell anything to
SITA, you need to develop SMMEs.”
Jacques Malherbe
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They need to redefine themselves. You can’t
present yourself as a traditional distributor
with traditional values and simple response
systems and try to engage in a conversation
with a system integrator presenting these
new values to the customer. If you don’t see
yourself differently, the world won't see you
at all.
"We'll have to start culling some of our old
values and products. We have to invest in
new markets and segments.”
What about his own company? How is it
tackling this?
He says it started five years ago, by asking
how it defined advanced technologies.
“How do we build a value distribution
business around the datacentre? It’s the
engine room of the cloud and platform. We
built a set of technologies that have to do
with virtualisation and security. We asked,
how do we manage network, storage and
compute inside the datacentre, and then
carry it with SD-WAN and across the
planet? How do we build services around
it? We’ve done that. And it’s been hugely
successful – it’s now more than half of Axiz’
business.”

SMMEs

Malherbe says the government –
through SITA’s procurement – is forcing
transformation in the industry.
“There’s now a prerequisite for SMME
development and enablement. If you want
to participate and sell anything to SITA, you
need to develop SMMEs. But we can’t do this
and develop skills, and then they stand on the
street corner with a cup in their hand. The
obligation is to make the business that you’re
developing sustainable, by feeding it work and
looking after it. It may sound paternalistic, but
it’s not, it’s transformational.”
He says 2019 will see a huge drive to
engage with the mid-sized business rather
than default to the big system integrators.
“The government is doing it, and we’ll see
all the big enterprise customers across the
spectrum become more willing and eager
to engage SMME businesses to execute for
them. That transformation of our industry is
going to gain momentum this year. There are
still a lot of wrinkles in the system, but they’re
going to be ironed out. That shift to small
business puts stress on the system beyond all
the new technologies and new consumption
models we’re talking about.”

“If you don’t see
yourself differently, the
world won’t see you
at all.”
Jacques Malherbe

He says it’s already developed a hundredplus new businesses, financially, commercially,
with management and marketing capabilities.
“It’s never been done before. What happened
before is that we trained people to be good
engineers or accountants, and then we said to
them, ‘Now you know how to run a business.’
But systemically, they’ve been excluded from
getting an order from a big bank. They can’t
access those kinds of business streams
because it’s all trapped in a system where the
vendor requires a gold certification. It’s always
been this way, but now a big hammer is coming
down to transform this industry.”
He says cloud will continue to eat away at
compute.
“That will be the first thing to go, as far
as the consumption model goes. We’ve

certainly seen stress in the commodity
server business. As AWS and Microsoft
start moving their datacentres here, it’s
going to be hugely competitive. You have
to compete with those big datacentres in
terms of providing computing power.
“As much as we talk about the
silicon and the in-memory compute and
processing and the advances that have
been made, look what’s happening to
NVidia’s share price. Two years ago, it
was the golden child when all AI, machine
learning, IoT and edge processing was
happening. Where has all that computing
gone? It’s gone to the cloud. We’re
definitely pegging ourselves on the hybrid
world, but there’s no question that the
cloud trend is not going to slow down.
Q1 2019 |
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Selling to the gadget geek
Technophiles are market pioneers who ultimately drive product
commoditisation. Retailers need to take them seriously.

By Tracy Burrows

arly adopters who haven’t
yet learnt about the pitfalls of
being the first to try the next
best thing have traditionally
found it difficult to be first
in line from this end of Africa. Unlike their
fellow gadget geeks in the United States and
Europe, local technophiles sometimes have
to wait weeks or even months to get their
hands on the latest products from big-name
brands and smaller innovators abroad.

E
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This has a lot to do with the fact that South
Africa’s market is uniquely split between
those who have yet to access and embrace
technology, and the far smaller proportion
in step with international digital trends.
Numbers matter, and with the South African
mass market only beginning its digital
journey, the highest sales potential still lies
in entry-level and mid-market devices.
But this is changing. Retailers are realising
that today’s early adopter is tomorrow’s
mass market influencer. DionWired, which
is aggressively building out its omnichannel

presence, particularly around advanced
technologies, says it takes technophiles
very seriously indeed. Says Jody Forrester,
director, omnichannel and financial solutions
at Game and DionWired: “Technophiles are
the leading-edge adopters of new trends,
because when ‘geeks’ adopt new technology,
it quickly becomes commoditised, and then
mainstream consumers adopt.
“What we term the early adopter
or enthusiast category makes up only
around 10% of customers. But these tech
evangelists embrace top-tier innovations

“With local retail, import and approval
times coming down, it makes sense
to wait a few weeks and get the
latest product from a local supplier,
along with the necessary service and
support.”
Jody Forrester, DionWired

that drive adoption and awareness, and
soon the technology enters the value-based
commoditised mass market.”

Big-money gadget categories

DionWired has seen early adopters embracing
everything from advanced home security to
WiFi-connected video doorbells. “Traditional
categories such as gaming are huge, and
technophiles are keen to pre-order the
latest games, VR headsets and gaming
accessories,” says Forrester. “South Africans
are also big on TV, so top-of-the-range TVs
are massive for us. Driven by our love of
sport, and the boom in streaming, we’re
seeing strong demand for high-end TVs such
as the latest 85-inch, 4K, QLED TVs.”
Aside from smartphones, laptops and smart
wearables, South African technophiles appear
to be increasingly keen on advanced cameras,
action cameras and drones. Smart home
solutions have enjoyed steady growth in South
Africa in recent years, across the comfort and
lighting, home entertainment, smart appliances,
control and connectivity, security and energy
management categories. Statista’s 2019 outlook
puts South Africa’s projected smart home
revenue for 2019 at around $299 million.
The top five markets in the world are the US
($27.240m), China ($11.613m), Japan ($4.193m),
Germany ($4.042m), and the UK ($3.882m).
This class of technology presents significant
opportunities for smart home specialists and
installers to offer integrated solutions, including
multiple products. Statista expects smart
home revenue to show a compound annual
growth rate of 29.4%, topping $837 million by
2023, even though household penetration is
currently only around 4.8%.

How geeks buy

There’s a growing market for high-tech
gadgets and tech toys in South Africa, says
Hannes van der Walt, CEO of The Gadget
Shop, a franchise chain that now spans more
than 15 outlets across South Africa. “Tech
and gadget sales have definitely increased in
categories like smart home devices such as
Google Home and Amazon Echo products,”
he says. “Drones have also remained popular
as their makers are constantly pushing the
boundaries of the technology.”

But what opportunities are there for
retailers wanting to tap into the market
seeking free standing solutions, building
their own advanced computers, planning to
integrate their own smart home systems, or
simply coveting the latest tech toy?
The tech-savvy market buying these
products does a great deal of its research,
product comparisons and actual purchasing
online. The traditional in-store advantage
over etailers was once hands-on access to
the products and knowledgeable advice, but
live online advice and proliferating customer
reviews are eroding the value of in-store
advice alone.
“Global trends influence buying decisions,
and online reviews and ratings (from trusted
sources) play a major role in the buying
decision. Most customers today will research
a product online and look at these factors
before making a decision on what to buy and
where to buy it. Early adopters are often
more ‘hungry’ for a particular product, and
because of this, they're more likely to spend
more than the average consumer to ensure
they have it first,” says Van der Walt.
While gadget geeks usually know what
they want and where to get it, people buying
gifts for them may not. This still presents
opportunities for brick and mortar stores
manned by knowledgeable consultants.
“Customers today are much better informed
than they were in the past. However, because
we're in the gifting business, we have a lot
of customers who still depend on advice
and suggestions from our staff on what they
should buy for a particular person.
“Tech and gadgets have become more easily
available through more online stores selling
such devices. Online sales have definitely
overtaken some of our brick and mortar stores
and are currently competing with our top three
stores. In the short term, though, I believe our
online store could be our top store.”
DionWired believes that high-end gadgetbuying decisions of the future will involve
information and support from a combination
of channels. “We’ve stepped up our
omnichannel strategy, and we’re adding a
highly experiential component to our stores,
such as our new flagship store in Sandton
City,” says Forrester.

At this store, customers are encouraged
to enjoy a coffee while getting hands-on
access to the latest technologies and sitting
down with experienced in-store consultants
to discuss the pros and cons of each. This
in-store experience is backed by additional
product information on the company’s site,
and omnichannel information and support.
“Our website isn’t competing with stores:
it’s complementary. In fact, online sales are
usually dispatched out of regional stores, and
we often find the customer moves between
the online store and physical store during
a purchase; our physical stores serve as a
support backup for online sales. Having both
an online and physical presence gives us an
edge over pure play online stores.”

Import your own

Van der Walt believes importing your own
gadgets is becoming easier, but international
competition need not mean the end for
local retailers: “It’s quite common now that
customers buy their tech from international
platforms they trust. They're prepared to wait
if the price justifies it, whereas a few years
ago, this wasn't the case.”
Importing is not as straightforward as
one-click ordering, however. Many overseas
sites don’t offer shipping to South Africa, and
local shoppers who overcome that hurdle
may still have to contend with possible import
duties, customs duties and VAT on imports.
Some successfully route their orders through
offshore mailboxes and forwarding services,
but then there’s the question of standards
approval on the gadget being imported – if it’s
just come to market overseas, there's a chance
it hasn’t been locally approved. According to
Fedex’s import guidelines for South Africa,
If you are shipping electronic goods and
computer parts for personal use or resale,
you need a test report from the South African
Bureau of Standards (SABS). If the Letter of
Authority isn't available within five days of the
good’s arrival, the shipment will be confiscated’.
The National Regulator for Compulsory
Specifications (NRCS) and ICASA specifications
must also be met, depending on the product.
Van der Walt says despite it now being
easier for consumers to import their own
gadgets, “there are still opportunities for
local retailers, especially from a backup and
service point of view. This is something most
customers still take into consideration before
purchasing from an international vendor.”
Forrester echoes this view: “Some people
will get family or friends travelling abroad to
bring back the latest technologies for them,
but if anything goes wrong with the product,
there may be no local supplier to look after
you. With local retail, import and approval
times coming down, it makes sense to wait
a few weeks and get the latest product from
a local supplier, along with the necessary
service and support.”
Q1 2019 |
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under the spotlight

Ask the oracle

Oracle CEO Mark Hurd sets out his predictions for the year ahead.
By Matthew Burbidge

t’s become a bit of a tradition
for Oracle CEO Mark Hurd to
lay down some predictions
at his company’s yearly
conferences.
This year, at Oracle OpenWorld in London,
was no different, as he predicted the rise of
AI, automation, and the maturing of cloud.
As it happened, Hurd didn’t make it to
London, and delivered his address via video
link at 3am Pacific Standard Time, explaining
that he wasn’t able to get his visa in time, due
to the US government shutdown.
Sketching the IT landscape, Hurd said that
for the first time, consumer IT has outpaced
business spend on technology. This he
attributed to humanity’s love of devices, and
applications, but also to the different nature
of the spend: 85% of business IT budgets is
spent on 'keeping the current stuff running’.
Applications, too, are ageing, and, as Hurd
said, the average age of an application in the
United States is over 20 years old
This has led to a situation in which there's
now more innovation in the consumer sphere
than the business layer.
With the macroeconomy and politics, Hurd
foresees the battleground between China and
the US being fought over cyber and AI. While
the US spends between $700 and $800
billion on physical defence, China’s defence
budget, although smaller, puts more money
into digital defence, or perhaps offence.

I

Hurd believes technology is going to
become the differentiator, and asked his
audience to consider that most of the world’s
data is in the hands of just two companies,
Facebook and Google.
Businesses, meanwhile, would benefit by
actually owning their own data.
“You’re not going to want to use somebody
else’s data,” he said.
He added that the relationship between
China and the US was 'not going to be easy
to work out’, partly because the countries’
ambitions were so similar. He singled out
AI as a key differentiator, saying it was very
important to be the world leader in this
sphere.

“Cloud is a strategy and a business model.
It’s truly the shift of spend and risk from your
IT budgets or a company’s profit and loss
statement to the industry’s R&D budget.”
He added that 25 years ago, there was
one company, IBM, that was the technical
leader in every single layer of the IT stack,
but then, Silicon Valley took leadership of all
those layers. It also did it in a different way to
IBM, and released bits and pieces, and it was
up to the business to buy what they wanted,
and then stick it together. This, of course, has
meant that today’s IT landscape is complex,
difficult to manage, and difficult to secure.
Cloud, with a simplified structure, is
disrupting that model, and will be foundational
to how modern businesses are run.
Hurd sees a wave of automation
affecting fundamental processes
that will accelerate innovation and
increase productivity.
This will bring fundamental
changes to business, such as lower
maintenance costs, and the creation
of higher-value jobs.
Hurd said by now, the cloud model
is irrefutable, and is the foundation of
everything his company is undertaking.
Hurd believes HR hiring practices can be
greatly improved by the automatic collection
of historical employee data, as well as the
compensation of a workforce.
AI will not be a standalone application,
but rather a feature and capability that is
integrated into every application.

“You’re not going to want to
use somebody else’s data.”
Mark Hurd

Hurd said despite Silicon Valley being
only 22 miles by six miles across, it’s been
responsible for many terms entering the
world of technology’s lexicon. Big data was
one, virtualisation another, but many of these
terms were short-lived and didn’t really
deliver on their promise.
“This will not be true with cloud,” he said,
adding that it was so much more than just a
technology.

The predictions
By 2025, all cloud
apps will include AI,
and it will be at the
core. User interfaces will

be user-driven, and AI will be
woven into apps and services.
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80% of all enterpriseand mission-critical
workloads will move
to the cloud. The core

capabilities of the cloud
– flexibility, reliability and
performance – will mean that
more and more workloads will
migrate there.

By 2025, 85% of
interactions with
customers will be
automated. Today, 89% of

people use voice assistants
for customer service, and
69% of enterprise customer
service functions use chatbots
for engagement. Call centres
will become more efficient,
and know who is calling, why
they’re calling, and what their
history is.

AI will power 85%
of all customer
interactions, and
interactions will
improve service levels
and engagements.

Retailers, for example, will
be able to create personal
experiences for the shopper on
any channel. Service will also
be available around the clock;
if there’s no staff, the only cost
is electricity.

60% of IT jobs have
not been invented yet.
AI changes the productivity
equation. When automation
arrives, new jobs will be
created, such as analysts,
scientists and engineers
helping to drive the AI. User
experience jobs will also
explode.

MARK HURD,
Oracle
Q1 2019 |
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Points of contact

The headlines may belong to the cloud and hyperconvergence, but people
still need to interact with office IT with something. What does computing
look like from the perspective of end-user devices? The Margin put together a
roundtable of industry insiders to find out.

JACO
O O S T H U I S E N,
Rectron
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By Adam Oxford | Photography Paul McGavin

The Margin: Last year seemed like
a pivotal year. There was a slight
growth in the PC market for the first
time in years, but smartphones look
like they’ve peaked. What are the
trends in South Africa?
Traci Maynard, Microsoft executive, Axiz:
What we’ve found in the last 12 months is
that there’s strong demand for a good value

product that’s well priced and well specced.
There's a South African mentality of wanting
to believe there’s a good deal for a hardware
product. I think our challenge has been
exchange rates – how do we find something
that fits that and gets it right?
Michael van Lier, Southern Africa district
manager, HP Inc.: We’ve seen big growth in
the entry-level notebook space. I daresay the
tablet space has seen a bit of a decline in the
last couple of years – which not everyone
predicted – and niche markets such as
gaming are becoming increasingly prominent.
Certainly we’re looking at that. Thin and light
devices are also doing well, built with cloud
in mind.
Jaco Oosthuizen, lead for mobility, Rectron:
A lot of entry-level products aren’t going out
as they land from the factory. The guys are
buying an affordable product up-front and
customising it. For an Intel i3 or i5 product,
around 85% are being upgraded to 8GB of
RAM. Drives get taken out and SSDs get put
in, and in most cases where there’s the option
for a hard drive and an SSD, they go for that
as well.
People are transitioning to SSD from a
performance point of view, especially now
that SSD pricing has come down. You have
to do a lot of education in the channel to
help people understand how to manage a
laptop with two drives in it, because it’s not a
regular occurrence.
Michael van Lier, HP Inc.: No doubt those
customers are looking at a cloud or hybrid
solution where some of their data is sitting in
the cloud.
Traci Maynard, Axiz: Enterprise customers
have a different view. They want thin and
light devices so that they can travel and
work from wherever they are. And the
challenge with that is what do you do with
the 500g of accessories you need to take
with you?
Enterprise customers are happy to pay the
premium, though, but I think the bottom line
is that Microsoft is helping us change the way
we sell by marking out the 'hero' products.
They almost encourage us to stock the
high-value products and then offer rebates to
help sell them out. They’re certainly driving
the Windows 10 Pro message, and making it
exciting for distributors to hold these highvalue SKUs. They’re certainly driving the Pro

angle more than they did even five years ago.
We can sell a cheaper notebook ten times
over, and if expensive SKUs don’t move,
we have to destock them. So it’s a fine line
between what you’re selling and who you’re
selling to, and working with Microsoft has
helped incentivise us and drive the channel.
Jaco Oosthuizen, Rectron: What we’ve
found is that if you get the spec wrong, it
doesn’t matter what the features are. We’ve
brought in some of the top-of-the-range
Lenovo P1s, a top-of-the-range Xeon, that
people still want to upgrade. If it’s 32GB RAM,
they’ll want 64GB. They’ll take a R60 000
product and make it a R70 000 (one),
because they’re going to sweat that thing for
three to four years. The upgrade cycles are
much longer.
Michael van Lier, HP Inc.: What we’re all
seeing now is that clients are sweating their
assets. Consumers are the same, buying at
the top of their budget and buying the best
they can for that price. I’m seeing a lot of
requests for longer warranty periods. No
longer are you trying to upsell to a three-year,
on-site warranty, that’s expected. Now people
are looking for four or five years.
JP Gough, enterprise solutions
development lead, Mustek: The delta
between what’s available in South Africa
and available internationally is decreasing. It
used to be a six-month or 12-month delay.
But people are way more informed than they
were three or four years ago. They know
what technology they want, and if you’re
quick to get it to market, that’s what they see
as success.

The Margin: People aren’t prepared
to settle for less than the latest
anymore?
JP Gough, Mustek: Absolutely. The age of
the informed consumer is here and we need
to align with them.
Michael van Lier, HP Inc.: Enterprise
customers are definitely thinking that.
They’re very worldly, they travel a lot and
they want the latest phone on the same day
that the Americans get it. The entry level I
think is slightly less concerned about that.
That’s a challenge in some ways, but also an
opportunity because we have a lot of people
craving technology and connectivity.

“With local retail, import and approval times
coming down, it makes sense to wait a few weeks
and get the latest product from a local supplier,
along with the necessary service and support.”
Jody Forrester, DionWired
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Go “INCOGNITO”
We are pleased to announce a
private-format CV presentation.
This concept enables job seekers to post their CVs in incognito
mode – to expose their skills, education, work experience and
credentials to the top recruiters in the country, without revealing
their identity.
The recruiters will be able to request contact with a job seeker who
chose incognito mode, and the job seeker will have the choice of
accepting or rejecting the contact request. If the job seeker accepts
the request, the contact details will be sent to the recruiter, and the
recruitment process will continue from there.
In the incognito mode, a job seeker also has the option of
predefining which recruitment agencies get to view his or her
contact details.
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TRACI
M A Y N A R D, Axiz

JP GOUGH,
Mustek

Andrew Firman, Microsoft product
manager, Tarsus: It’s really important to
identify what the user needs. You can’t give
a graphic designer a Celeron; it would chase
them away.
JP Gough, Mustek: It’s horses for courses.
There was a discussion at some stage about
the desktop being dead, and we certainly
don’t see that. In fact, we see a lot more
customisation in the desktop than ever

before. The enterprise customer wants a slim
and light laptop with low storage because
that’s what their IT policies allow; they
don’t want a lot of data hanging around on
machines; that’s being driven by cloud. At
the same time, that’s driving the uptake of
entry-level devices because the consumer
is happy with a device they can consume
services on, and they don’t have to create or
store anything.
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Traci Maynard, Axiz: We rely on the Dells,
HP and Lenovo to be at the cutting edge
of technology and trends. Our role as a
distributor is to get that kit and sell it out fast
at the best price we can.
Our challenge is that there are so many
products to choose from, and that’s where
we rely on the channel for feedback. If you
have a specific enterprise customer driving a
specific experience, you need to be sure we’ll
stock what you need. Each one of us does
something unique for our reseller partners,
and when we can get the best price to our
channel, we do that.
Jaco Oosthuizen, Rectron: What’s interesting
is how diversified our own channels are.
We’re completely different in so many
aspects. We’ve seen a big uptake in desktop
sales, and that comes down to the country
we live in. Businesses don’t want employees
to take home their information; they’d rather
get it locked down at the office. We’re seeing
a transition from the normal tower to the
smaller form factors; from the seven-litre
chassis to the three-litre chassis, and the
smaller Nucs (Next Unit of Computing), which
are ending up at the bottom of board tables
and the back of LED displays.
George Moss, Dell client business unit
manager, Tarsus: Dell’s boardroom monitors
have a slot around the back for a small form
factor machine. It's definately pushing these.
I can see the projector portfolio shrinking as
people are moving to 55-inch smart displays.
Traci Maynard, Axiz: We sell across the
continent, and people still want a traditional
desktop. People in Africa are still desktopfocussed on old form factor. The challenge is
the operating system and the cost; we don’t
want to sell without an operating system.
George Moss, Tarsus: You’re quite right.
What we see in the SADC region is that it’s
driven by price point. If you can strip off the
operating system, it’s what people want.
That’s one reason HP is doing phenomenally
well in the region.
Jaco Oosthuizen, Rectron: We’re also seeing
a lot of kids coming out of high school and
varsity who are used to Chromebooks. Spark
schools are standardising on Chromebooks. I
don’t see the market shifting soon, though; it’s
still predominantly Microsoft and will be for
years to come.
I believe we haven’t seen the touch
generation yet. They’re still to come. When
that generation starts hitting corporates,
that’ll be a shift. They don’t want to be locked
into to a certain type of hardware.
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HuAWEI In
pARTnERsHIp
WITH MusTEk –
cuLTIVATIng
cHAnnEL
cOnnEcTIOns
DOnnA MOsTERT,
Huawei business unit
manager, Mustek

Huawei Enterprise, which already offers an end-to-end IT infrastructure solution to the
channel, is soon to launch a public cloud offering through local Huawei datacentres. With the
company making such strong moves in the local industry, it’s hard to believe that it has only
had a presence in south Africa from an enterprise perspective for the past decade.

A

ccording to Donna Mostert,
Huawei business unit manager at
Mustek, the company has walked
this 10-year journey with Huawei,
having been the first local distributor to
partner with the company on its enterprise
offerings. Huawei and Mustek work in close
partnership to define their go-to-market
strategy within the channel and drive
Huawei’s enterprise solutions in the South
African market, and this is demonstrated
by Mustek being named the top Huawei
distributor for four consecutive years.
“As Huawei’s longest-standing distributor
in South Africa, our relationship has
obviously evolved over the years, as has
our engagement with the resellers and
end-users. Our joint engagement with our
customers has always proved effective.
You could say our partnership is about
cultivating connections from vendor,
through distributor, to reseller and ultimately
the end-customer.”
Mostert explains that in recent years,
Huawei has truly embraced the local
relevance, thereby ensuring the best fit

solution relevant to the South African market
dynamics is put in place.
“What has been particularly pleasing is
that even in the country’s current economic
malaise, Huawei and Mustek continue to
show year-on-year growth; for example, in
2018, there was more than 21% growth.
Increasingly, customers are realising that
although Huawei is price-competitive, it’s
about more than this. Instead, it’s about
what Huawei has to offer from a technology
perspective,” she says.
“It really has been about understanding
the market’s needs – and Huawei is definitely
open when it comes to listening to customers’
pain points. As Mustek, we believe we’ve
played a large part in this, assisting Huawei to
grow with the market and customers, and be
more strategically aligned to both.”
She points out that Mustek’s strong
understanding of the market, its vagaries
and the evolving demands of local customers
mean it’s well-positioned to assist Huawei in
tackling the market more strategically.
“At the same time, from Mustek’s
perspective, it undoubtedly sets us apart

www.mustek.co.za | 011 237 1000

from the competition when there’s a vendor
like Huawei on our side.
“For the end-customers, it means having
the vendor, distributor and accredited resellers
close at hand. Not only does this level of unity
and commitment demonstrate those cultivated
connections but thanks to the bleeding-edge
technology and continuous investment in R&D
provided by Huawei, it’s able to consistently
improve its go-to-market product sets, giving it
a huge advantage over its rivals.”
Mostert firmly believes that this
partnership is different to the usual ones
formed between vendor and distributor,
mainly because it’s not merely about
making a sale. Rather, it’s about delivering
a complete solution that will match or
supersede the customer’s expectations.
“So with Huawei’s public cloud set to
debut this year, we can expect an even
greater push from the company in 2019 in
driving its strategy within SA forward. We’re
obviously very excited to work with Huawei
as we have over the past decade, and to
continue to cultivate those connections,”
she concludes.

INDUSTRY

roundtable

The Margin: What are the trends e
should be watching for?

ANDREW
F I R M A N,
Tarsus

Traci Maynard, Axiz: That’s down to the
sophistication of the user. If you’re a user
who wants to try that stuff, that’s okay.
But it’s embarrassing when you get to
the corporate space and a device-free
boardroom, where someone is trying to tap
their way through a presentation.
That’s one reason Microsoft has made
Office free if you’re a teacher or a student.

They want you to experience Office in a way
that’s not challenging or daunting. When
these kids use Chromebooks at university,
then need to learn Office for the workplace,
there’s confusion.
Michael van Lier, HP Inc.: We’ve seen that a
lot from Microsoft. Every time Google starts
making headway, Microsoft has a product that
can counteract it; that’s compelling.

Traci Maynard, Axiz: The Vodacoms and
MTNs and FNBs have probably become our
biggest competitors, where the customer
pays R299, R399 or R499 a month and just
gets whatever the catalogue says for that
price. There’s a new emerging customer
we’re seeing who isn’t stressed about the
technology, pays for it monthly and then
upgrades when the contract is up, like a phone.
Michael van Lier, HP Inc.: That’s an
opportunity. The telcos will be doing that
with consumers, but in the enterprise space,
we have a product like that, which is called
'Device-as-a-Service', that has all the bells
and whistles, and at the end of three years,
you upgrade the kit.
George Moss, Tarsus: It comes from the
cloud business. We’ve created a bunch of
spoiled customers and business people
who are used to paying for what they use,
and who are moving to datacentres and
end-user devices. But enterprises have
bigger challenges. They need a stable (disk)
image platform, and need to think about
cyber security and data sovereignty. People
are looking to get a grip on where their
assets are.

G E O R G E M O S S,
Tarsus

M I K E VA N
L I E R,
HP Inc
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Bedding down a partnership
Altron Karabina
picks and chooses
opportunities
following acquisition
by Altron.
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By Tracy Burrows

t seems 2018 was a busy
year for Altron Karabina, as it
dealt with the complexities of
bedding down its acquisition
by Altron, merging systems,
rebranding and fully aligning with the Altron
group vision and culture.
But 2019 is set to be an even busier one,
as the company gears up to pursue the
new opportunities now available to it as the
newest division of the Altron Group. “I feel a

I

bit like a kid in a candy store,” says MD Grant
van der Wal. “We’ve moved up to a whole
new level; as part of the group, we now have
new regions and markets open to us, and
we need to choose which opportunities we
should pursue first.”
Van der Wal founded the company in 2001,
and he believes the acquisition ushers in a
new era for the company.
“We started out as information systems
partners with no customers and no staff,
working from home,” he recalls. It was early
days for Microsoft in the BI space, but Van

“It wasn’t always easy, and
about 10 years ago, I started
asking myself why we were
doing this.”
Grant van der Wal, Altron Karabina

G R A N T VA N
D E R WA L ,
Altron Group

der Wal, with a background as a CFO, was
a firm believer in Microsoft’s potential to
change the game for businesses. The first
customer was at Dell, with a ProClarity 1
installation, and the company immediately
went after bigger challenges.
“We won a bid for AutoZone’s business,
which was huge for us. We were so hungry,
we set unrealistic timelines and worked all
weekend on their sales analysis.” The efforts
paid off, giving the client new insights to
improve business, and leading to even larger
contracts. Over the years, IS Partners CRM
was launched, and in 2010, ISPartners group
was formed and the Karabina brand was
launched. As the company grew, Van der Wal
found himself asking ‘tough questions’.
“It wasn’t always easy, and about 10
years ago, I started asking myself why

we were doing this. We considered our
values, and concluded we weren’t just an
IT shop, we were about helping people
in business to succeed, using Microsoft
solutions.” Duly focused on this mission,
the company grew to a staff complement
of around 200, became a Microsoft Gold
Partner and earned numerous Microsoft
partner awards, including 13 Data Analytics
Partner of the Year awards, eight Dynamics
CRM Partner of the Year awards, two
Cloud Productivity Partner of the Year
awards and 2018 Business Applications
ERP Partner of the Year for the company’s
newest division. Van der Wal is gratified by
the recognition, but even more encouraged
when he sees measurable improvements in
the business of his customers’ businesses
as a result of their work. “The leadership
at Microsoft often say to us, ‘There’s
something different about Karabina: you’re
not a consulting firm and you’re not just a
technology firm’.”
The company declined a number of potential
acquisition offers, but when local IT veteran
and Altron chief executive Mteto Nyati opened
talks on an acquisition in late 2017, Van der Wal
believed the opportunity was the right one, at
the right time. “Microsoft has been in a really
good place in recent years, and Altron was
looking to expand its capabilities in this space,
while from our side, we had a lot of respect
for both Mteto Nyati and Altron as a whole. He
outlined his One Altron vision to us, and our
shareholders were unanimous in their support
of the proposed acquisition. Altron’s values
and purpose is our new cornerstone and we
have embedded them fully.”
The deal went ahead last year, setting in
motion integration, a rebranding exercise
and new ways of working. “Nobody was left
behind; in fact, we hired more people,” Van
der Wal says. Having had the final say for
nearly 19 years, he concedes that becoming
part of a listed corporate is a change. “There
is a sense of handing over your ‘child’; plus,
I haven’t had a boss for over 18 years. But
I think I’ve chosen well – I look forward to
discussions with Mteto and (Altron group
chief operations officer) Andrew Holden. This

level of interaction is something I’ve never
had before,” he says.

Level up

Van der Wal believes becoming part of the
Altron Group has taken Altron Karabina’s
engagements with Microsoft to a new
level too. “We need to be careful not to set
expectations too high, but as part of Altron,
we now have access and opportunities in
markets we never played in before – such as
the public sector and across Africa.”
The company now has business
units focused on data, planning and
analytics; customer engagement; digital
workplace; dynamic operations; and apps
and infrastructure, all under a broader digital
transformation banner.
With Altron, the company is looking to
scale both its markets and its solutions,
leveraging Altron Group resources to offer
more Microsoft-based services and solutions
to customers across their cloud and analytics
systems. Altron Karabina is now expanding
into sector-specific solutions, such as its new
insurance accelerator solution harnessing
Microsoft Dynamics 365. Altron Karabina has
grown to over 300 clients across financial
services, insurance and investment, retail,
manufacturing and mining, and it plans to
expand these markets.

Being number one

Atron Karabina is fully aligned with Altron
Group’s 2-5-1 goal, which aims to double
EBITDA in five years, and for Altron
to become number one in the market. The
group’s purpose – to deliver innovation that
matters – will see it growing aggressively
into cloud services, Internet of Things, data
analytics and security. Altron Karabina,
currently the smallest division, is set to grow
out the group’s Microsoft offerings. “We
have an awesome impact roadmap to target
new industries, and we are also looking at
acquisitions,” he says.
“We’re excited to be working towards
enhancing our leadership in the game,” says
Van der Wal. “But what really excites us is the
impact we can have on our customers.”
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Channel excellence

INDUSTRY

partner awards

From left:
Jon Roskill - CEO,
Acumatica
Bernard Ford – CEO, One
Channel Cloud
Andy Tee – CEO, One
Channel Namibia
David Bryant – CEO, One
Channel Cape
James Tee – One Channel,
senior consultant
Geoff Ashley – Acumatica
VP, Partner Strategy
Ali Jani – Acumatica VP,
Product Strategy

Scooping international award

One Channel, Africa’s leading cloud ERP solutions provider and Acumatica partner, has for the second consecutive year
scooped Acumatica's International Partner of the Year award. One Channel North America was also nominated for the
Acumatica Innovator of the Year award.

The annual HPE channel partner awards ceremony acknowledges and recognises the outstanding contribution made
during 2018. The evening celebrates the successes of the HPE channel partners along with how they have contributed
to the HPE ecosystem. The evening also highlights the role the partners play in improving society through digital
transformation, creating new possibilities and changing the way people live and work in South Africa.
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people moves

Keeping you up to date with recent industry appointments.
Compiled by Adrian Hinchcliffe and Simon Foulds

New Cisco GM for Sub-Saharan
Africa

First HR executive appointed

MD for HP Inc. Africa

MD of DMP SA

MD at Microsoft

Newly appointed business
account manager: public sector

Cisco has appointed Clayton Naidoo as the
new GM for Sub-Saharan Africa, based at the
Johannesburg office.
In his role, Naidoo will oversee the
implementation of Cisco’s strategy in the
region, executing a vision that delivers
transformational value to customers and
partners. Additionally, he will develop strategic
relationships across the entire ecosystem to
drive a digital agenda for Sub-Saharan Africa.

DataManagement Professionals (DMP),
European specialists in complete solutions
for secure and reliable data management, has
announced the opening of a South African
branch as of January 2019.
Iniel Dreyer, a stalwart in the South African
data management and backup arena, has been
appointed to head up DMP South Africa as the
local MD.

Fintech company e4, which offers Softwareas-a-Service-driven digital solutions, has
announced the appointment of Ntombi
Mphokane as its first HR and transformation
executive.
Responsible for all aspects of HR and
transformation across the group, Mphokane
says this new role supports e4’s strategic
focus and commitment to being compliant,
diverse and sustainable.

Microsoft South Africa has appointed Lillian
Barnard as its new MD, effective March 1, 2019.
Barnard, the current director for public sector
at Microsoft, will replace Zoaib Hoosen, who
has resigned after nearly five years at the
helm.
Barnard joined Microsoft in May 2017, and
was immediately earmarked as a potential
successor to Hoosen. She has more than
20 years’ ICT experience, having been in
leadership roles both in South Africa and
internationally.

Elisabeth Moreno has been appointed as
the new MD for HP Inc. Africa. Based in
Johannesburg, Moreno replaces David Rozzio,
who moves to another leadership position at
HP, leading its Central Europe cluster.
In this new role, Moreno will be
responsible for providing country leadership
for South Africa and driving profitable
growth across the company’s Printing,
Personal Systems and Services businesses
across the Africa region.

Epson South Africa has appointed Olebogeng
Motsuki as its business account manager:
public sector. Motsuki also assumes the role
of head of national government portfolio
within the South African market, specifically
offering government entities the use of output
technology to enable departments to achieve
office automation and document management.
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Reshaping the future with IoT
How IoT can transform the South African retail sector in tough economic times.
By RODNEY TAYLOR

t’s hard to believe that billions
of connected devices and
sensors — the Internet of
Things (IoT) — are forecast
to be worth $94 billion by
2025, in the retail sector alone. Already in
use in retail outlets around the world, IoT is,
among other things, shifting buying behaviour,
managing stock more efficiently, cutting costs
and improving security. It’s also transforming
how the industry handles the recession and
fraud.
Sales are down because the economy is
down. The box that every retail giant wants
to tick is the one that helps them bring down
operational costs so they can stay in business
while they battle poor customer spend.
IoT can change how a retail company
manages its overheads. Take electricity: an
average retailer can expect an electricity bill
of R200 000 a month. Retailers are facing
a 15% tariff hike should Nersa approve the
increase Eskom has requested for the next
three years.
Retailers can use IoT sensors across all
of their energy-consuming appliances, such
as electricity, gas, paraffin and solar-using

I

56

| Q1 2019

systems to control usage and manage
demand. For example, if a retailer uses
sensors on its air-conditioning, these sensors
can be used to turn off the system at night.
This also reduces human error – if someone
forgets to turn the system off, the sensors do
it instead.

Keeping tabs on the bill

IoT systems can also be used to manage
energy usage intelligently. When a retailer
exceeds specific demand levels for longer
than 30 minutes, it’ll be paying a higher
fee to Eskom for the entire month. With

business were responsible for the highest
use. With IoT, these levels can be detected
and managed.
IoT can also be used to manage
employees and their key performance
indicators. Smart tags on trolleys and staff
badges show where staff members are
working, how long they spend in a specific
area, and the time they spend on a specific
task. This system can also be used to track
external contractors, merchandisers and
casual workers.
This all helps with managing theft and fraud.
If products are stolen, the system will provide
visibility into trends around times
of day, areas of the store and
types of product. This is also more
accurate than traditional access
cards or biometric systems, and
provides real-time information.
Where is the South African
market? Challenges to slow
adoption and implementation include the
scarcity of skilled staff to install and manage
the systems as well as limited availability
of local stock. Many devices still have to be
imported and this can delay projects and
increase initial investment costs.
What we need now is greater local adoption
to ignite local production, so skills and
technology are locally built and managed.

“What we need now is greater
local adoption to ignite local
production.”
Rodney Taylor, Activate
IoT, a retailer can start up systems slowly
so demand levels remain optimum, shut
systems down when demand levels go too
high, and also detect areas of misuse. If a
system is faulty or using too much power, an
IoT implementation can detect the problem
and rectify it. In the past, retailers would
only receive the total energy bill without any
insight into which appliances or areas of the

There’s no denying it
The cloud has become part of
the new business landscape.
And it shouldn’t surprise you
to learn that it’s only going to
get more popular as time
goes on. If you want to
stay current and
keep your business
growing, you’ll
have to adapt.
Have you started
looking at your
options?
Contact Axiz to find out how we can help your company
transform to the Cloud, compliantly and cost effectively with
Microsoft Azure. For all cloud queries, contact
MicrosoftCSP@axiz.com or Traci.Maynard@axiz.com or call
011 237 7128.

The extensive use of cloud computing, big data and mobile internet is accelerating the
launch of new services and creating more datacentre traffic. This requires a quick
response from datacentre networks. Huawei’s CloudFabric cloud data centre network
solution provides customers with next-generation datacenter networks that implement
agile network deployment, intelligent network O&M, and ultra-broadband
interconnection, and form an open ecosystem. Additionally, the solution provides fabric
models for various industrial scenarios and supports on-demand flexible customisation
through self services to rapidly complete the design of cloud datacentre network
solutions in the industry. Currently the solution serves in more than 2 800 datacentre
around the world.

For more information contact: huaweisales@mustek.co.za or +27 11 237 1000

