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Cloud costs
outh Africa now has three
public cloud regions. The
first, Azure, which landed in
2019, is said to be enjoying
strong growth, but we’re also
getting the big one – Amazon Web Services
– sometime in the next couple of months.
Oracle has also joined the party.
According to AWS channel chief Doug
Yeum, with whom I spoke recently, whenever
it switches on a region, there’s a jump in
economic activity in that territory, which will
be particularly welcome.
We’re taking a close look at the world of
public cloud this quarter, which has evolved
from the days when people thought it was
the answer to all their woes.
It’s perhaps not fair to say there’s a
‘problem’ with public cloud, and the picture
is more nuanced. The hyperscalers roll out
more and more services in the hope they’ll
be used, and if they’re not, well, perhaps the
customer, particularly in South Africa, isn’t
ready yet. As our piece says, it pays to think
about what you want to put in the cloud. A
company called LanDynamix had a hand in
designing an IT strategy for a local SME,
and management was keen to simplify the
IT function. Cloud, it was thought, would be
the way to do this, but the business case
for buying on-premises servers won out in
the end. It’s important to note that this was
a small company, and it was not going to
double in size any time soon.
Nevertheless, we are on an unstoppable
journey. If there’s any chance your business
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will grow – or needs to scale its compute
resources, say, during a sales period or at
the end of the month – cloud is usually the
first option because of its ease of use. It
now appears, however, that a hybrid cloud
approach is gaining momentum. This is a
mélange of private, on-prem and third party
cloud, and the workloads, at least in theory,
flow between them. A survey by Nutanix
shows that 84% of local respondents are
moving their public apps back on-prem. This
compares to 73% globally, and 71% in EMEA.
The survey said these apps are typically
headed for traditional datacentres.
These companies are, however, not
stopping their journey, they’re just being a
little more careful.
Meanwhile, growth in the global cloud
infrastructure services market is showing
no signs of slowing down. Canalys reports
that it grew 37% in Q4, to over $30 billion.
AWS is the leader, with 32% of the market,
followed by Azure at 18% (an improvement
from 15%), then Google (6%) and Alibaba
(5%). Total spending for the year was at
$107 billion compared to $78 billion the year
before, said the research house, adding that
this underscored the relentless expansion of
the IT industry, driven in large part by digital
transformation schemes in all verticals.
With increasing competition, it’s also
becoming a fractious market. AWS lost out
to Azure for the JEDI defence contract last
year, a decision they’re appealing. There
was another spat in early February when
AWZ rebutted claims by Azure that SQL
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ran faster on its platform. Not so fast, said
AWS, complaining that the benchmarks
were skewed in its rival’s favour. I think
we can expect a lot more of this. As our
market matures, however, it’s not a case of
either AWS or Azure. Look instead to your
workload, and think where it will run best.
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Industry 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 space

International deals

• Accenture has agreed to purchase Maihiro, a German-based CRM
consulting firm; the Apis Group, an Australian consultancy providing
digital design and delivery services to government organisations;
and Bow & Arrow, a UK-based digital ventures consultancy.
Accenture has also entered into an agreement to acquire
Symantec’s Cyber Security Services business from Broadcom as
well as Clarity Insights, a US-based data science, AI and machine
learning consultancy.
• Adobe plans to acquire Oculus Medium, a VR tool created in
Facebook’s Oculus division that allows users to sculpt, model and
paint in a VR environment.
• Amazon bought Health Navigator, a digital health technology
company.
• American Tower has closed its previously announced $1.85 billion
acquisition of Eaton Towers.
• Apple bought UK-based startup Spectral Edge, which has
developed technology to improve photos taken on iPhones, and
Xnor.ai, an AI company, for $200 million.
• Broadcom bought Bay Dynamics, a cyber risk analytics software
provider.
• Check Point Software has purchased Protego, a serverless
security company, and Cymplify, an IoT security vendor.
• Cisco acquired Exablaze, an Australia-based company that designs
and builds advanced networking gear based on field programmable
gate arrays.
• ConnectWise bought Continuum, another MSP (both owned by
Thoma Bravo), and ITBoost, maker of a documentation tool.
• Dell-owned Boomi has agreed to acquire Unifi Software.
• DXC Technology purchased Australia-based Blueliner, a CX
consulting company, and the outstanding shares of Virtual Clarity, a
provider of IT-as-a-Service transformation advisory services.
• F5 Networks has agreed to purchase Shape Security, a privately
held cyber security company, in a deal worth $1 billion.
• Facebook has agreed to buy Beat Games, developer of the VR
rhythm game Beat Saber, and has bought PlayGiga, a Spanish cloud
gaming startup, and Packagd, a small video shopping startup.
• Fortinet purchased CyberSponse, a security orchestration,
automation and response platform provider, and enSilo, an
advanced endpoint security company.
• Google has acquired AppSheet, a no-code application development
platform; CloudSimple, a provider of secure, high-performance,
dedicated environments to run VMware workloads in the cloud; and
Canada-based game developer Typhoon Studios. It also intends to
acquire Pointy, a retail startup that lets brick-and-mortar retailers
6
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•

list inventory online. Google has also entered a definitive agreement
to acquire Fitbit, the wearable device maker for $2.1 billion.
Hitachi Vantara has agreed to buy Waterline Data, a startup
developer of intelligent data cataloguing technology.
Insight Partners will buy data management and backup specialist
Veeam in a transaction valued at about $5 billion.
Insight Partners will also buy Armis, a cyber security firm, for $1.1
billion.
Intel bought AI chip startup Habana Labs for $2 billion.
Microsoft bought Canada-based Mover, a cloud file migration
company.
Mimecast acquired Segasec, a provider of digital threat protection,
and DMARC Analyzer, a SaaS-based solution provider.
NTT Data Services purchased Flux7, a small AWS premier
consulting partner.
Open Text has agreed to purchase Carbonite, a provider of dataprotection services, for about $1.42 billion.

Google has also entered a
definitive agreement to acquire
Fitbit, the wearable device maker
for $2.1 billion.
• Panasonic will sell its loss-making semiconductor business to
Taiwan’s Nuvoton Technology for $250 million and will also divest
three Japanese chipmaking facilities of TowerJazz Panasonic
Semiconductor, a joint venture with Israel's Tower Semiconductor.
• Sage Group has entered into an agreement to sell its Sage Pay
business to Elavon Financial Services for £232 million.
• Samsung Electronics bought US-based TeleWorld Solutions, a
network services provider, and alongside the UAE government, led a
$55 million investment in US quantum computing startup IonQ.
• ServiceNow has agreed to acquire Loom Systems, an Israeli
startup that uses AI to predict and prevent IT problems.
• Siemens bought Intel-backed startup Pixeom’s edge computing
platform, in a deal that includes Pixeom's assets and employees, but
not the business itself.
• Sonos purchased Snips SAS, an AI voice control platform for
connected devices.
• Tech Mahindra acquired the Born Group, a commerce and CX
agency, in a deal worth $95 million.

Insight Partners will buy data
management and backup specialist
Veeam in a transaction valued at
about $5 billion.
• Trend Micro purchased Cloud Conformity, an innovative cloud
security posture management company.
• Veeam has sold its N2WS business, which it acquired less than two
years ago, in response to US government concerns.
• VMware plans to buy Nyansa, an AI-based networking startup
backed by Intel Capital.
• Workday has agreed to buy Scout RFP, a cloud-based platform for
sourcing and supplier engagement, in a deal worth $540 million.
• Xerox Holdings and Fujifilm Holdings have agreed to end a 57-yearold joint venture, with the former selling its 25% stake in the venture,
Fuji Xerox, to Fujifilm for $2.2 billion.

International developments

• Intel has filed an anti-trust lawsuit against a SoftBank Group-owned
investment company, alleging the firm stockpiled patents to hold up
technology companies with numerous lawsuits.
• China has, for the first time, included the internet industry in
an envisioned overhaul of its anti-monopoly laws, potentially
giving regulators the power to rein in the country’s increasingly
dominant technology giants. China has also set up a new national
semiconductor fund of $28.9 billion, as it seeks to nurture its
domestic chip industry.
• Symantec has rebranded as NortonLifeLock.
• US trade regulators will investigate wearable monitoring devices,
including those made by Fitbit and Garmin, following allegations of
patent violations by Koninklijke.
• US regulators have labelled Chinese telecommunications firms
Huawei and ZTE a ‘national security threat’ and voted to ban them
from a federal subsidy programme.

Big tech

• Alphabet has joined the $1 trillion market valuation milestone, joining
Amazon, Apple and Microsoft.
• Several dozen attorneys-general investigating advertising practices at
Alphabet's Google are planning to expand their anti-trust probe into
the unit's flagship Android business.
• Amazon has filed a lawsuit in a federal US court contesting the
US Defence Department's decision to award a $10 billion cloud
computing contract to Microsoft.
• Apple faces more regulatory woes in Europe, as EU antitrust
regulators ask online sales companies whether they have been told
to use the former’s mobile payment service instead of rival services.
• Australia announced that technology giants such as Facebook and
Google will have to agree to new rules to ensure they don’t abuse
their market power and damage competition.
• The European Data Protection Supervisor announced Microsoft’s
contracts with European Union institutions do not fully protect data
in line with EU law.
• Facebook has agreed to pay a £500 000 fine for breaches of data
protection law related to the harvesting of data by consultancy
Cambridge Analytica.
• Sonos accused Google of stealing its technology and infringing on its
patents.
• A US federal regulator has initiated an investigation into a cloud
computing deal between Google and Ascension Health, which
would give Google access to detailed health information of millions of
patients.

• The US is investigating whether Google has abused its power, including
it being the biggest broker of digital advertising sales across the web.

Local deals

• Altron acquired Ubusha Technologies, a next-generation IT
security services provider, for R360 million.
• Cape Town-based coding project codeX will receive half of the
$1 million Google has committed to non-profits and social
enterprises in SA.
• CipherWave has agreed to purchase Rain’s Broadlink
telecommunications business.
• Dimension Data has sold its head office, The Campus, to a black
women-owned company.
• EOH Abantu has entered into an agreement with Afrocentric
Health for its shares in Dental Information Systems Holdings for
R250 million.
• Five Elms Capital, a US-based software investor, is investing
$30 million in Skynamo, a South African field sales app and
management platform provider.
• Kerlink, a specialist in IoT solutions, has expanded into SA with a
distribution agreement with IoTdc.
• Link Africa, a wholesale fibre telecommunications network
provider, bought additional nationwide fibre-optic network
infrastructure from Internet Solutions, giving it more than 400
points of presence across SA.
• SBA Communications acquired Atlas Tower’s South African tower
portfolio for R2 billion.

Local developments

• Kenyan internet provider BRCK will launch its free internet service in
SA, having become the largest supplier of public WiFi in Sub-Saharan
Africa.
• Datacentrix is involved in a dispute with its black economic
empowerment partner, The IT Advantage, which accuses Datacentrix
of anti-competitive and corporate bullying practices.
• Dimension Data MEA has launched a new security services
subsidiary, Dimension Data Security.
• Communications and digital technologies minister Stella NdabeniAbrahams announced administrators for SITA and USAASA for
a period of 24 months; the merger of Sentech and Broadband
Infraco into a new state infrastructure company; and the merger
of ICASA, the Film and Publication Board and the ZA Domain
Name Authority.
• Ireland-based Openet, which provides digital business support systems
to telcos, has set up an office in Johannesburg.
• Yekani Manufacturing, a R1 billion smart factory in the Eastern Cape,
is facing liquidation.

African developments

• Angola Cables and Nokia have collaborated to provide a direct
optical connection between Africa and North America.
• Egypt has launched its first communication satellite into orbit.
• Liquid Telecom has launched a terrestrial telecoms link to connect
East and West Africa.
• Orange has opened its African HQ in Morocco. It has also completed
its sale of its Orange Niger division to Zamani Com SAS company.
• Orange will launch a new fibre backbone network in West Africa,
comprising both terrestrial and subsea infrastructure to dramatically
boost connectivity in the region.
• Nigeria’s attorney general has dropped its $2 billion tax demand
on MTN.
• Vodafone Ghana acquired Vodacom Group's entire stake in
Vodacom Business Ghana.
• Xiaomi has set up a business headquarters in Africa.
Q1 2020 |
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Driving
inCreaSeD
revenue for
your branD,
your venDor
anD your
buSineSS

TraCi MaynarD,
Microsoft Executive
at Axiz

The importance of incentives in helping to increase sales should not be underestimated, as
demonstrated by how the incentives in Microsoft’s CSP programme drive uniquely different behaviour.

o

ne of the most tried and tested
methods for driving a more
positive sales outcome from an
organisation is to offer some form
of incentive to people to take
the ‘action’ the company requires. In the
channel, this has become one way to
differentiate oneself from the competition,
since offering something in return for
the sale puts your business in a better
position than the company that does not.
In fact, says Traci Maynard, Microsoft
Executive at Axiz, research firm Forrester
has demonstrated that the automation of
incentives helps to remove the ‘friction’
in the partner’s sales process and to
streamline the lead to revenue processes.
“If one looks at the 2017 study from the
Incentive Federation, which measured the
expenditure of US businesses using noncash rewards for employees, customers
and partners, overall incidences of
channel reward programmes increased
by 57% in just three years. With figures
like this, it makes me curious to see what a
version of this study would look like for the
South African channel,” she says.
“The study summarised that ‘award
points, gift cards, incentive travel and
merchandise’ are the most commonly used
tools for firms seeking to provide reward
and recognition to employees, sales teams,
channel partners and customers.”

However, Maynard points out that digital
transformation is changing vendors’
approaches to such inducements. She
says they all inevitably want to see a return
on their investment in terms of a particular
incentive – for example, a certain amount
of sales were made prior to the incentive,
while following it, sales doubled or tripled.
The difficulty is that while this is easy in a
physical world with physical goods, how
are such incentive schemes measured in
the world of the cloud?
“Understanding that the world itself is
different, the incentives from Microsoft
for its cloud offerings, via programmes
such as Cloud Solution Provider (CSP),
are also designed to drive a very different
behaviour. The vendor encourages sales
behaviour by incentivising partners for
new customers added – in other words,
end-customers – and Microsoft then sets
a range of qualifying seats, such as 25 to
99, 100 to 299, and 300+ seats.
“Essentially, the incentives programme
encourages partners to develop new ways
of marketing their Microsoft offerings, such
as through conference attendance, training
programmes and new package offers.
The beauty is that if you are a CSP partner
actively participating as a reseller, you are
eligible for the Microsoft Partner Incentives
programme, and upon joining will be eligible
for rebate and co-op earnings.”

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

She adds that Microsoft partners that
align sales motions with certain strategic
priorities will see increased earning potential
through the CSP Incentive Programme,
Online Services Usage Incentive for
Microsoft 365 Programme, and Azure
Incentive Programme. The specific priorities
outlined include: adding new customers;
selling the value of premium workloads;
migrating Microsoft Azure to the Modern
Commerce platform; and driving usage and
consumption of online services.
“A key part of Microsoft’s focus is to
empower people and organisations across
the world to achieve more and focus on
these four priorities, as each of them is
central to the partner investment and
incentives programme’s core objective.
“The aim is to not only help you provide
the level of service your customers
expect, but to directly connect that level of
service to the financial incentives that can
help your business grow. These partner
incentives power the technical and
workplace innovations needed to expand
your business and shape your customers’
digital transformation journeys. The
programmes also cover a wide spectrum
of business objectives, so whether you
are driving consumption or bringing new
customers into the fold, there are options
tailored to support your efforts and reward
your success,” she concludes. n

UPFRONT

COLUMN

A GOLDSTuCK
GLIMPSE

Experience is the
new key to tech
attention

The term 'sensory overload’ could have been
crafted for the CES tech expo in Las Vegas. So
overwhelming is the array of new products, new
brands and new concepts, it’s difficult to keep
focused, whether one is a consumer, distributor
or reseller.

C

ES is a trade show, so most
of the 170 000 visitors should,
strictly speaking, be looking for
deals, distribution agreements
and licences. The question is, how does one
attract their attention amid 4 500 exhibitors
and more than 20 000 product launches?
That’s not merely a question for marketing
and sales departments. It’s fundamental to
the entire information technology industry,
which sees hundreds of new products
launched daily around the world.
There are, no doubt, many answers, but
CES this year encapsulated a fundamental
secret in one word: experience.
Major brands put intense energy into
creating experiences that would keep visitors
at their stands for a little longer, and away
from the plethora of competing products. That,
after all, is how big brands remain big brands.
At CES 2020, two brands demonstrated
just how to give visitors an experience that
would captivate them during the show, and
stay with them long after. They used two very
different approaches, however, illustrating
the extent to which one size or type of
experience does not have to fit all.
The most dazzling stand was that of LG
Electronics. Visitors flocked there, initially, to
witness the world’s first roll-down TV, a 65”
unit that rolls up, almost out of sight, into a
ceiling fitting. It was a sequel to last year’s
first roll-up TV, the 65” Signature Series
OLED R 4K TV, which could be rolled down
into its base. The R is expected to release
to retail at $60 000 (about R860 000) this

“Major brands put intense
energy into creating
experiences that would keep
visitors at their stands for a
little longer, and away from the
plethora of competing products.
That, after all, is how big
brands remain big brands.”
year, which put a dampener on enthusiasm
for the new product.
But that was not the pièce de résistance.
Instead, LG transfixed visitors with the LG
OLED Wave: an overhead display made up of
no less than 200, 55” convex and concave
OLED digital signage screens. Measuring 6m
high and 25m wide, the exhibit immersed
visitors in a journey of discovery through the
natural world.

Display technology

Once they emerged from the Wave, they
encountered The Fountain, a synchronised
performance from 20 Signature R TVs, each
rolling up and down separately while imagery
flashed across the grouped screens in a
choreographed sequence.
The photos and videos of these displays
all but dominated social media and press
coverage of CES. The impact? Underlining
LGs status as leaders in display technology.

The consequence was that
resellers attending CES had LG
top of mind, even while exploring
other stands.
Then there was the taste
experience. One of the biggest
sensations of CES was not
a gadget, but a menu option.
Impossible Foods, which last year
became the first food company to
exhibit at the tech expo, served up
a duo of plant-based 'fake meat’
products called Impossible Pork
and Impossible Sausage.
It served up 25 000 samples of their new
products – a feat that no gadget producer
could possibly match. Last year, it had served
12 000 sliders of the Impossible Burger 2.0,
the sensation of CES 2019. In the first 12 hours
of the show, it generated 300 media articles.
That propelled the company to the forefront of
the fake meat industry and, in the next three
months, it raised $300 million (around R4.3
billion) in venture capital, valuing the company
at $2 billion (around R57 billion).
And that, in very round numbers, tells us
the power of product experience.

Arthur Goldstuck is founder
of World Wide Worx and editor-inchief of Gadget.co.za. Follow him on
Twitter and Instagram on @art2gee.
Q1 2020 |
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stat attack

Figuring it out

A roundup of the latest industry forecasts, statistics, trends and predictions.
Compiled by Paul Booth and Adrian Hinchcliffe

What’s up?
Worldwide PC shipments in 2019
surpassed 261 million units,
showing 0.6% growth from 2018,
says Gartner.

Consumer spending on
technology in the MEA
region is forecast to total
$130.8 billion this year, a
year-on-year increase of
4.1%, forecasts IDC.

By the end of 2023, the
EMEA market for gaming
desktops and notebooks
is expected to increase to
9.8 million units, with a
four-year CAGR of 3.8,
according to IDC.

What’s
down?
Global server shipments, having
declined moderately by 1.4%
in 2019, according to Digitimes
Research. It’s expected they will
return to growth in 2020, thanks
to demand from the datacentre
sector.
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IDC agrees that the worldwide PC
market for traditional PCs saw
growth, stating that in Q4 2019,
it grew 4.8% year-on-year, with
just under 71.8 million units, the
highest single quarter shipment
volume in four years

Worldwide IT spending is
projected to total $3.9 trillion in
2020, an increase of 3.4% from
2019, according to Gartner

End-user spending on
wearable devices globally
will total $52 billion
in 2020, an increase
of 27%, according to
Gartner.

Worldwide shipments of used
smartphones, inclusive of both
officially refurbished and used
smartphones, reached a total of
206.7 million units in 2019, up
17.6% from the 175.8 million in
2018, according to IDC

Worldwide spending on
robotics systems and
drones will be $128.7
billion in 2020, an
increase of 17.1% over
2019, says IDC.

Augmented and virtual
reality worldwide
spending will be $18.8
billion this year, an
increase of 78.5% over
the $10.5 billion spent in
2019, says IDC.

What else?

Daniel Newman, principal analyst at Futurum Research, has made
10 predictions for 2020:
1
2
2
4
5
6
7
8
9

Apple’s 5G iPhone will be delayed, with the first commercial shipments being only in H1 2021.

10

Semiconductors will eat the world, as chips – not software – are the topic of the largest story on the
planet this year.

Salesforce CEO Marc Benioff will step down, with co-CEO Keith Bloch taking over.
Tesla will go from hot to hotter following the launch of the Model Y.
Quantum computing will lure investors.
Disney+ growth will overtake Netflix.
Slack will become an acquisition target.
Azure will make gains over Amazon Web Services in the cloud wars.
Facebook and Google will face big fines in the name of privacy.
Amazon’s Alexa will dominate consumer AI.
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Inside
the channel
By Kirsten

Doyle

2020: The same,
just harder
Tighter margins and shrinking budgets are
pushing the channel to reinvent itself.

F

or the local channel, 2019 was
undoubtedly a challenging
year. The game has changed
significantly over the last
decade. The days of boxdropping are over. Tighter margins, shrinking
budgets and digitisation across all industries
are challenging channel players to reinvent
themselves to stay relevant in this new
information economy.
I chatted to some of SA’s key channel
players about what the biggest trends will be
in 2020. For Tim Humphreys-Davies, CEO of
Pinnacle, calling 2019 challenging is a gross
understatement. Between contractions in the
market, the trade war with China and loadshedding, he believes that most people are
excited for 2020. “I envisage a new burst of
energy and motivation within distribution and
channel alike,” he says.
He thinks the resilience of the market is going
to surprise us all (I have my doubts). He says
there will still be growth and it will be attributed
to the dedication and drive of individuals within
our industry and their goal of fulfilling the needs
of the consumer, which are still plentiful. He
also sees an opportunity specifically in the
enterprise and cloud space, and while this
isn’t new, it will be a trend for the new decade,
particularly within the channel. He says
resellers are upskilling their teams to service
the need for infrastructure and cloud services.
Another bugbear, load-shedding, seems to
be here to stay, but Humphreys-Davies sees
potential revenues around this plague, such as
batteries and UPSes.
For Craig Brunsden, CEO of Axiz, the
channel will face much of the same in 2020,
but it will be harder than in 2019, which isn’t

“The mundane work that goes
into the backend of the supply
chain and business operations
will become increasingly
automated.”
Rakesh Parbhoo, Westcon-Comstor
terribly encouraging. He says it’s already clear
that the economy is in trouble; we have no
short-term solution to the power crises, and
hence there’s no short-term improvement to
the status quo. SITA is in flux, the public sector
and retail spending is under pressure, and the
channel faces all the digital transformation
challenges and opportunities the rest of the
world is facing. Brunsden believes these
trends are set to take hold further this year as
the impact of the hyperscale cloud providers
land and expand locally. “It will be a year for
value-added distributors, resellers and service
providers to refine their models and maximise
the many opportunities out there in among the
chaos,” he adds.
Rakesh Parbhoo, CEO at Westcon-Comstor
Sub-Saharan Africa, believes that vendors
will need to start looking beyond what
they deliver themselves and start working
more closely with other vendors to create
meaningful business solutions. A start was
made on this in the last decade, but it will
need to accelerate with the growing adoption
of platform-based technologies. Parbhoo says
that as businesses are gaining more of an
understanding as to where various clouds fit,
we will start to see local companies turn to

their channel to assist in helping
to make the cloud a part of their
infrastructure. This will see
channel players having to place
emphasis on developing their
cloud competencies and fine-tune
their cloud GTM offerings.
On sustainability, Parbhoo says
the last year was a watershed
moment for climate change. IT
has long been hailed as a means
to reduce an organisation’s carbon footprint
and it will have to work across engineering
disciplines, including electricity generation,
to assist in creating solutions that reduce
emissions. The channel will play a core role
in this and players that add sustainability
to their 2020 agenda will start having an
impact.
A final thought from Parbhoo is that the
mundane work that goes into the back-end of
the supply chain and business operations will
become increasingly automated using digital
tools and experiences to automate manual
tasks such as quoting and ordering. Channel
players, however, will have to bring more of
a human element to more complex areas.
Clients simply don’t want all their interactions
on digital channels – they will want the
human element weaved in by technically
competent people who can offer trusted
counsel and technical insights.

Kirsten Doyle is a consulting
editor at ITWeb with a special interest
in cyber security. Follow her on
Twitter on @KirstenDoyle
Q1 2020 |
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The new age of retail
Following the news DionWired is closing its stores, analysts and
industry players say traditional retailers need to reorganise their
channel ecosystems, or risk closing shop.

By Admire Moyo

nalysts and industry players
believe traditional retailers
need to up their game and
reorganise their channel
ecosystems, or risk being
driven out of the market, which is what’s
happened to Massmart’s DionWired.
Massmart announced in mid-January
that it would be closing 34 DionWired and
Masscash stores, and that it would be offering
24-hour counselling services to the over 1 400
employees affected. Competitors to DionWired
include Game and Makro, which are also owned
by Massmart. There is also Matrix Warehouse
and Incredible Connection. Makro rolled out a
new e-commerce platform in February 2019.
Lulama Qongqo, investment analyst at
Mergence Investment Managers, says she
expects other stores in the same market
to close, as online shopping becomes more
popular.

A

| Q1 2020
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"The mobile phone represents the single
biggest challenge, as it’s the tool that will
kill any uncompetitive store."
Arthur Goldstuck, World Wide Worx

“In pursuit of convenience and affordability,
consumers will tend to go for the cheapest
product online. Branded electronics are
commoditised in the sense that it doesn’t
matter where or how you buy the electronics;
the specs don’t change just because you
bought them at a certain store.”

Paying the rent

Lack of consumer enthusiasm

For analyst and MD of World Wide Worx,
Arthur Goldstuck, the DionWired scenario
points to the lack of consumer enthusiasm for
high-end electronics at high-end stores.

L u lama
Q o n g qo ,
Mergence
Investment
Managers

He says it’s not only high prices that have
kept consumers away from these stores, but
also the plethora of online stores that allow
for instant price comparison.
“Any store that cannot stand up to such
scrutiny will have a hard time surviving,”
says Goldstuck.
Retailers need to do their homework on
what their customers want and when they
will be willing to pay a premium, he says.
They also need to see what’s available online,
and at what prices. “Only then can they
take the third step, which is to differentiate
themselves. There are many ways to do that,
which will depend on both appetite and brand
proposition.
“The mobile phone represents the single
biggest challenge, as it's the tool that will
kill any uncompetitive store. High overheads
represent the next big challenge, as it is the
factor that can prevent competing on price
and range.”
Goldstuck says retailers need to learn
elastic availability, which means having a
supply chain that can quickly fulfil demand

for a product that’s not available in the store.
“It’s the 21st-century answer to the 20thcentury's just-in-time inventory.”
Gerhard Pretorius, retail manager at
Drive Control Corporation, says with pricing
increasingly coming under pressure, channel
players should start focusing on services
and, ultimately, become more creative around
developing deals and value offerings.
“Margins are a growing concern
everywhere and getting feet in the door
should be the highest priority right now.
Consumers are spending more time buying
absolute necessities and holding off a bit
longer on electronics. With this in mind,
driving better deals with added value would
be key,” says Pretorius.
He adds that load-shedding will only
increase the pressure on retailers and
resellers. “The industry will increasingly be
under pressure, amplified by the country’s
economic climate. Resellers and retailers,
however, that are adding real value and
offering real service without any additional
hidden costs will come out on top.”

»

Other challenges include the high cost of
doing business, of which rent is a major
component, says Qongqo. Companies will also
struggle to compete against Takealot, which
has the scale and can offer steep discounts.
Meanwhile, there are some measures brickand-mortar retailers can take to survive.
“Firstly, they need to be the best at
disrupting themselves by growing their online
stores more aggressively while shrinking
space and converting the remaining space to
showroom space,” she suggests.
“It’s easier said than done because having
a website where they sell goods is only the
start – they need to invest in distribution to
ensure that they deliver the quickest, with the
lowest delivery fees (if any) and ensure that
their online and physical customer support
services are the best.
“When consumers walk into the store to
buy commoditised electronic goods, they
check prices across platforms in real-time on
their smartphones and are swift to walk out
if the store doesn't have the lowest price for
the searched item.”
Despite this, it’s hard to underestimate the
value of a proficient salesperson.
“The reason it’s important for the retailers
to improve their instore customer service is
because being able to speak to someone with
good product knowledge and test a product
instore makes the effort of going into the
physical store worth it, instead of shopping at
Takealot, for example,” Qongqo says, adding
that online shopping is still in its infancy in
South Africa, and traditional retailers still
have the lion share of sales.
“They (retailers) should use their market
dominance and scale to negotiate better
prices with their suppliers so that they, too,
can compete profitably.”
She believes that Massmart still has a
chance to become a leading online South
African retailer, notwithstanding the
challenges that come with serving customers
on multiple platforms, but it won't be easy.
Massmart still has a high market share,
but she warns of a ‘copy-and-paste’ online
retail strategy across their product categories
because what works for food or clothing will
not necessarily work for electronics.

"Retailers should use their market
dominance and scale to negotiate better
prices with their suppliers so that they
too can compete profitably."
Lulama Qongqo, Mergence Investment Managers
Q1 2020 |
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Ubiquiti and
Even Flow find
the wireless
network
‘sweet spot’

Adrian Bush
CEO, Even Flow
Distribution

South Africa, like the rest of
the continent is still struggling
with the long-running ‘digital
divide’, urgently needs access
to the latest technology
solutions, among these quality,
reliable wireless networks.

U

nderstanding this, Even
Flow, a subsidiary of Epsidon
Technology Holdings, is
partnering with Ubiquiti
Networks, a global brand in the wireless
networking space to change things for
the better.
Even Flow has a reputation for being
the go-to organisation for providing
systems integrators (SIs) and reseller
partners with innovative hardware
solutions from around globe and is
renowned for bringing the latest
technology solutions to South Africa
and using these as a means to further
empower its partners within the industry.
According to CEO Adrian Bush, the
partnership, which sees the company
named as official distributor for Africa,
will enable Even Flow to expand the
current product offering to customers,
while also complementing the other
solutions in its in portfolio.
“Ubiquiti has traditionally been
strong in the wireless ISP space and
within mid-tier SIs. There is, however,
growing demand for the company’s UniFi
Enterprise System due to its scalability
and performance, coupled with a unique
cloud controller that is built into the
solution. This control system enables SIs
to easily offer their end-customers cloud

as a service, because it makes it much
easier to deploy and manage solutions
centrally, rather than needing to manage
devices individually at the client site.”
Zack Powell, channel manager for
Ubiquiti Networks, says the company’s
UniFi Enterprise System delivers a
solution that perfectly hits the so-called
‘sweet spot’.
“UniFi delivers a breakthrough
combination of performance, reliability,
and scalability, along with top
performance/price value. Intuitive
management software, featuring a
graphical user interface, is bundled with
the UniFi hardware at no extra cost,
including no licensing fees or support
expenses,” he says.
Bush adds that Even Flow is always
focused on areas where it can add more
value to its partners, rather than simply
dropping boxes. Furthermore, he points
out that the company’s goal is to enable
its partners to better sell the solutions
it offers.
“To this end, we offer a wide range of
complementary services, including initial
training, upskilling related to the entire
product suite, pre-sales scoping of the
project, after sales support and even
provide input as to how such projects
can be financed, rolled out and deployed.

For us, it is all about offering as much
assistance to our customers as possible.”
“As part of its drive to offer the best
services it can, Even Flow delivers
a range of PRO services – including
training, consulting and finance – to
its partners. These PRO services
are focused on enablement and are
added-value services designed to offer
registered dealers a host of Certified
and Accredited training on different
vendors and platforms.”
Perhaps the most crucial factor in Even
Flow’s decision to partner with Ubiquiti
is the fact that the latter has vast
experience in a wide range of vertical
markets – in fact, there is almost no
vertical for which the company does not
have the perfect solution.
“For us, their flexibility and agility
is key, along with their focus on
significantly better price points. When
this is coupled with the company’s
investment into, knowledge of and skills
around its solutions, it’s no wonder they
have achieved global success. I believe
the same success awaits them in Africa,
as clients are aware that any products
they purchase are not only tried and
tested in other markets, but are also
sold at a price point that is well-suited to
emerging markets,” concludes Bush. n

www.evenflow.co.za

Stock
watch
OptiPlex 7070 Ultra
Category:
Brand:

Desktop PC
Dell Technologies

RRP:
Distributors:

TECHNOLOGY

products

R14 999 to R20 450


Tarsus Technologies, Pinnacle Technology Holdings,
Drive Control Corporation

Date of availability:

Available now

Specifications
Up to Intel Core vPro i7 processors
Up to 64GB, 2 x 32GB, DDR4, 2 400 MHz memory
Up to 2 x 1TB solid state drives
Internal wireless adaptor
3-year base hardware warranty; Onsite service after remote diagnosis (Optional
Dell ProSupport and ProSupport Plus)

USPs
OptiPlex 7070 Ultra is a new compute device that offers performance and
functionality in a patented ‘zero footprint’ design.

Lenovo Thinkbook 15

Category:Laptop
Brand:Lenovo
RRP:
Date of availability:

Available on request
Available now

Specifications

Ultra is an all-in-one modular PC and components can be upgraded.

CPU: Intel Core i3-10110U 80

The Ultra hides the PC in the monitor stand and features swappable elements for
flexibility.

GPU: Intel UHD Graphics 164

The Ultra can be powered directly from the monitor using the USB C cable.

HDD/SSD: 1TB HDD

Drive up to three monitors simultaneously via USB-C using DisplayPort Multi
Streaming Technology.

RAM: 8GB DDR4, 2666 MHz

Display: 15.6”, Full HD (1920 x 1080)

OS: Up to Windows 10 Pro (64-bit)
Battery: 45Wh.
Dimensions: 364 x 245 x 18.9mm (14.33" x 9.65" x 0.74")

USPs
ThinkBook laptops are powered by Windows 10 Pro and up to 10th Gen Intel
Core processing.
ThinkBook devices feature FHD displays and Dolby Audio speakers.
Lightweight for ease of transportation and use at the office, from home or onthe-go.
RapidCharge technology brings the battery life of each laptop up to 80% charge
in just 60 minutes.

Q1 2020 |

15

TECHNOLOGY

products

Ricoh IM C400F

Category:Printers
Brand:Ricoh
RRP:
Distributors:
Date of availability:

Price on request
Ricoh South Africa
mid- to late-2020

Specifications
Printing speed: 40ppm
First output speed: B/W 6.2 seconds, Full colour 7.4 seconds
Memory: maximum 2GB
HDD: maximum 320GB
Weight: 50kg
Multiple copying: Up to 999 copies
Resolution: 600dpi
Zoom: From 25% to 400% in 1% increments

USPs
Connect to cloud applications and services, download the latest firmware
to boost security, and download the latest device software for document
management, workflows and specialty processes.
Enable instant access to upgrades the moment they hit the market, eliminating
the need to buy new hardware for additional functionality or wait for contracts to
expire. Intelligent support from Ricoh enables remote software upgrades.
The multi-function printer (MFP) runs Ricoh’s own operating system, providing
control over who sees and doesn’t see the documents you process. The MFP
can overwrite data at the end of every print run, so no sensitive information is
leaked.

Latitude 7220EX Rugged
Extreme

Category:Tablets
Brand:

Dell Technologies

RRP:
Distributors:

R42000 excl. vat
Tarsus, Drive Control, Pinnacle and Axiz

Date of availability:

Available now

Specifications

Ricoh MFPs are extremely energy efficient. As many parts of Ricoh machines as
possible are made from recyclable materials.

Features powerful 8th Generation Intel Core Processors

All Ricoh devices operate like one machine because the control panels and
technology are exactly the same. No wasting time figuring out how to scan
or print every time. The 10.1” tilting touch-screen is as intuitive to use as a
smartphone.

Glove-capable 1000-nit 11.6” FHD touchscreen

512GB of fast, reliable, and high performance PCIe solid state storage

USPs
ATEX, IECEx certified Latitude 7220EX Rugged Extreme Tablet provides militarygrade durability and intrinsic safety, even in potentially explosive environments.
Drop-tested from 1.22 metres, temperature-tested from -28.9C to 62.8C , and
IP-65 rated, for maximum protection against dust, dirt, and water ingress.
GPS: Dedicated u-blox NEO-M8 GPS card.

Q1 2020 |
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The problem with
public cloud
Over 80% of South African companies are repatriating public
cloud workloads back to their own servers. What’s going on?
18
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By James Francis

C

ompany A was all set for
the cloud. It had heard the
promises – drop your IT
hardware, streamline your
internal IT skills, and get better
prices through consumption-based billing. As
a medium-sized firm with not too much or too
little in its IT pool, a migration to public cloud
and a service-only world made sense.
But the benefits fell short. Costs and
complexity were much higher than the
original systems required. Somehow, the
cloud's promises were not materialising. As a
result, it began an exercise called repatriation.
Cloud repatriation is when workloads
and applications are moved from a public
cloud back to an on-premise arrangement.
On-prem can still be servers sitting at a
third-party facility and running modern
cloud-flavour elements such as platforms
and microservices. Repatriation exchanges
infrastructure – Platform- and Software-asa-Service – on a public platform for assets
owned by the customer.
So they may not be shifting back to the
bad old days of Windows 2000 behind a
Babylonian wall, but they are returning to the
'own it and sweat it' model. At face value, this
is a reversal of the cloud revolution.

Making IT sweat

A recent local case study from LanDynamix
reflects at least part of this situation. It
helped design an IT strategy for a mid-sized
business that was separating from its holding
company. It has multiple branches and
wanted a unifying technology landscape that
didn't demand more of its time and resources,
and allowed the company to focus on its core
activities.
All of this seems ideally suited for a cloud
solution, and the company's management

"They thought to just stick it all in the
cloud. But when we worked out their
requirements, it didn't add up."
Ethan Searle, LanDynamix

was already thinking along those lines: just
lift-and-shift to the cloud.
"The management didn't want on-site
employees for IT," says Ethan Searle,
senior information technology specialist at
LanDynamix. "They thought to just stick it all
in the cloud. But when we worked out their
requirements, it didn't add up."
LanDynamix has its own public cloud
offerings, so it wasn't a case of a provider
being antagonistic to the cloud. But for this
customer, buying servers to sweat over the
next few years turned out to be the better
solution. It's a complete contrast to what
cloud practitioners have been pitching for
several years, yet it was the best fit.
"Public cloud services can save costs in
certain situations," continues Searle. "For
example, owning your own Exchange or
Sharepoint servers makes no cost sense to
most companies. But not all cloud options are
that clear. Our customer has been around for
a long time. They have stable requirements,
and they aren't going to double in size
overnight. It was cheaper for them to buy
servers, place those at a co-location site and
sweat them for several years."

Repatriation in SA

In this case, the company avoided a
repatriation exercise. But many organisations
are learning such lessons the hard way.

The six Rs of
cloud migration

If you want to plan for a cloud
migration, there is a lot of advice
available from the market. But
one cited more often than others
is AWS’ six Rs, which covers the
different migration choices:
• Remove: Shut down any unnecessary
workloads and reduce server sprawl.
• Retain: Keep servers and workloads
that are required, but can’t be migrated.
• Replatform: Move legacy systems into
virtual environments.
• Rehost: Also called ‘lift-and-shift’; here,
you decommission your infrastructure
for IaaS.
• Repurchase: Replace the current
service with a new service and/or
licences.
• Refactor: Redesign the current service

IDC stats According to the IDC’s Cloud and AI Adoption Survey:
Reasons for repatriation

80%

of global customers report
cloud repatriation activities.

50%

of public applications might
be repatriated within the
next two years.

19%
14% 12%
12%
Security
Performance
Cost
Control

11%

Centralise/
Reduce
Shadow IT

The destinations for repatriated workloads (2019):

43%

On-premise private cloud

47%

Hosted private cloud

20%

On-premise non-cloud
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to traditional servers and not private clouds
(reflecting Nutanix's findings). The market has
mainly focused on large companies, as the
payday from those projects compensate for
the immense complexity and planning they
must manage. Small companies, on the other
hand, can often get everything they need
through shallow services. But those in the
middle can't muster the resources to match
their system complexities.
This leaves a lot of businesses in the lurch,
particularly after years of dubious cloud
marketing. Today, it's unlikely you’ll hear a
sales rep talking up massive cloud savings.
The narrative has moved to driving value
and expanding business opportunities. Yet
go back only a few years, and everyone was
singing from the same 'cloud is cheaper'
hymnbook.

A maturing market

R ob e rt
M ar s to n ,
SEACOM

IDC research reports that 80% of customers
have done some form of cloud repatriation.
Since repatriation is rarely wholesale, and
many repatriation activities end up as private
clouds, this trend isn't always obvious. So
for some, it's all still cloud. Yet for the people
signing the cheques, this is often a radical
reversal of cloud's advertised promises.
Repatriation is happening globally, but
it's particularly prolific in South Africa.
According to the Nutanix Enterprise Cloud
Index 2019, 84% of SA companies are moving
applications from public clouds to on-premise
infrastructure – well ahead of the 73% global
average. Some elements are staying as public
cloud services, but clearly, not everything is
comfortable in that mould.
Although those figures, again, should be
viewed within the scope of repatriation and
not overall cloud adoption, it still indicates

that there is a lot of unhappiness among
customers who bought into cloud's promises.
The problem, though, doesn't seem to be
at the biggest scale. Large enterprises are
not repatriating at the same rate as the rest
of the market. They tend to have the right
resources and systems maturity in place to
handle cloud's hidden surprises better, says
SEACOM's global head of product, Robert
Marston: "When companies move into a public
cloud, they offload hardware costs. But they
pick up other costs, such as virtualisation
licences. So you don't pay for the tin, but
you do pay for the hypervisor and appliance
software. This doesn't make sense at a small
scale. Larger enterprises have the resources
and experience with complexity to deal with
this. But smaller businesses often can't."
Specifically, midsize organisations are
struggling, and some are even going back

The South African supplement the Nutanix Enterprise
Cloud Index 2019 report reveals:
•
•
•
•
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84% of South African companies are repatriating cloud workloads (global average: 73%)
72% of repatriations are sent to traditional datacentres.
53% of local companies’ overspend on their cloud budget.
76% say cost advantages are the primary factor fuelling their cloud decisions.
| Q1 2020

So is repatriation the result of a misbehaving
channel? That would be convenient, but it's not
accurate, says Jon Tullet, research manager, IT
services for IDC Sub-Saharan Africa.
"It's easy to blame the vendors or SIs, but
there is too much victim-blaming happening.
Both sides are generally correct when you
listen to their views, but those positions
don't capture the full picture. If we must
blame one thing, even though there are
many factors, it's the complexity of cloud
migrations. The market isn't transparent
enough about those."
Repatriation might even be a positive trend.
Tullet says the majority of repatriations result
from pilot programmes or proofs of concept.
That still means the promises of public cloud
fell short of expectations, but at least it also
indicates growing prudence in the market.
Unfortunately, the other fact it exposes
is a lack of skills and expertise among
implementers, something that has been on
the channels' mind for a while now.
"The big cloud myth – that it's seamless
and easy – is gone. There needs to be more
partner catch-up happening. The local
cloud ecosystem's maturity is a key factor,
pushing a need for better channel partners.
Complexity keeps moving the bar, and
vendors have to grow their ecosystems while
reducing the number of poor partners."
He adds that most cloud projects in SA
are still headed towards public clouds,
especially hyperscale providers armed with
massive advantages.
Sven Blom, head of sales at Teraco, also
highlights that cloud is growing fast in SA.
"We don't work with actual workloads and
applications. But from an infrastructure view,
we’re not seeing a reduction in cloud usage.
We’re experiencing massive growth, especially
interconnection growth with cloud vendors. A
lot of enterprises are using a hybrid strategy. It's
the homegrown datacentre that is disappearing
and being replaced by using third-party sites."

Datacentre usage in South Africa

The South African supplement the Nutanix Enterprise Cloud Index 2019 report reveals:
Traditional datacentre

24% (2018), 72% (2019)

Private cloud

35% (2018) 25% (2019)

Multiple public clouds

16% (2018) 7% (2019)

Hybrid cloud

15% (2018) 6% (2019)

He adds that the concerns cited just a
few years ago, such as latency and data
sovereignty, have all but disappeared.
Today's customers are more advanced in
their understanding of and expectations
from cloud.
This circles back to Tullet's point: the
channel is under pressure to meet those,
but vendor partners are not always able to
offer the best strategies. This is why the
midmarket gets so little attention: complex
cloud migrations are risky for systems
integrators, so they rather hedge their bets on
customers with deep pockets and a stomach
for complexity.

Small ripple, big fish

Repatriation seems to have several causes.
Overselling 'easy' cloud migrations, and
providers that don't develop candid cost
projections, are its negative influencers. Yet
on the positive side, it also reflects a market
that is eagerly adopting public cloud services
and willing to experiment a little with pilot
projects.
The relatively young age of South Africa's
public cloud market can also explain the
above-average repatriation percentages: the
overall trend is still firmly towards public
cloud. Yet, over 80% of companies are
repatriating, suggesting that the market's
approach to cloud projects is dynamic and
even healthy. The market has become more
attuned to the nuances of cloud, such as
which workloads are appropriate for it.
Instead of treating repatriation as a sign
of cloud failure, its small ripples reveal
a lot of change and growing maturity in
the South African cloud pond. Yet here is
one significant negative as well: the tough
economic conditions are likely prompting
companies to shift to the cloud, rushed
without due diligence and often falsely hoping
for substantial savings.
Nonetheless, repatriation's presence is
good news for customers because it suggests
the market's offerings are improving. The
pressure is on the channel. Partners need
to be more competent and transparent when
determining cloud costs. Vendors need to
push for more quality partners with the cloud
skills to carry them. And the channel needs

J o n T u ll e tt ,
IDC

to grow an appetite for the risks of aiding the
midmarket.
Cloud repatriation at the levels experienced
locally indicates a healthy and maturing
market. But it also reminds us that cloud's
simplicity has been oversold and the market's
many nuances are being ignored for the
sake of low-risk, low-hanging fruit. This may

be causing damage to cloud's reputation:
the Nutanix report indicates that traditional
datacentres are back in fashion while cloud
flavours are shrinking. Even though the overall
market is moving towards cloud solutions,
there is unhappiness and disillusionment as
well. The carefree days of selling cloud to
replace infrastructure may be behind us.
Q1 2020 |
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The AWS
effect
The new AWS region
represents a significant
opportunity for partners,
says the company.

Doug Yeum,
AWS

By Matthew Burbidge

mazon Web Services will
be switching on its South
Africa region sometime in
the first half of 2020. It will
be hosted in Cape Town and
there will be three availability zones. This
will go some way to reducing latency for
users in the country and bring a number of
technologies online, such as AI, ML, and IoT,
to name a few.

A
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This, says the company, is very good news
for its partners.
New AWS channel chief Doug Yeum spoke
to The Margin at its re:Invent conference in Las
Vegas in December about what’s in store for
business and partners ahead of the launch.
He was in charge of the AWS business in
South Korea and remembers the launch of
the region there in January 2016.
“It completely changed the trajectory of
the business,” he says, inclining his hand and
forearm to a steep diagonal slope.

“When we launched that region, there
was so much customer demand, which was
tremendous for the partners, especially for
those who had invested early on and were
able to gain the necessary experience and
skills. When the region launched, customers
chose those partners that were ready.”
This is typical of every market in which it
launches, he says.
“If I’m a local partner in those countries
where we’re launching a region, I’ve got to get
ready and go deep into AWS technologies and

Fresh set of eyes

Yeum has been at AWS for six years,
roughly half of which were spent running the
business in South Korea. This followed seven
years at Google, and before that, he ran a
systems integrator company in Seoul. He’s
now been head of worldwide channels and
alliances for about six months.
While in Korea, he’d often be at the Seattle
head office for meetings, and recounts how
he always made a point of asking CEO Andy
Jassy for a quick one-on-one meeting. This
obviously made an impression, because, ‘out
of the blue’, Jassy asked him to be his chief
of staff. He held this ‘shadow’ position for
two years, and then decided to step into the
then-vacant position of worldwide channel
boss. It’s hard to overstate the importance
of the new role, and it’s this sphere that is
expected to significantly contribute to future
growth in the company, which by Q3 last year
was delivering a run rate of $36 billion, and
growing at 35% year-on-year.
According to Gartner, AWS has about half
the global Infrastructure-as-a-Service public
cloud market share, followed by Azure at 15%
and Alibaba with 8%. Google Cloud Platform is
at 4% while IBM is at 1.8%. The rest accounts
for roughly 23%. Canalys, meanwhile, says
AWS is at around 32.6%, followed by Azure at
16.9% and Google is at 6.9%.
Yeum says he’s been tasked with bringing
a fresh perspective to the business, or ‘a new
set of eyes’, aimed at unlocking more value
for the partner network and the business.
Asked what he’s noticed in his new role,
Yeum says it has some great partners, ‘but
they’re pretty demanding’.
“Everyone wants to move faster because
they all see the opportunity that’s ahead of
them. They want to move faster so they can
grow faster.”
One thing that has struck him is the
diversity among partners, with plenty of
‘cloud-native’ ones.
Some partners have wisely focussed
on doing one thing really well, such as

»

learn how to best serve my customers. You’ll
reap the benefits,” he predicts.
Another example was when it launched its
Stockholm region in December 2018.
“I was talking to a partner there – one of
the leading consulting firms – and they said in
the 12 months since the launch, the volume of
business from AWS doubled. They also had to
double the number of consultants.
“I hope that when we launch in South
Africa, we’re going to be able to create a
network effect where customers, partners,
and developers are happy.
“When we launch a region, we have a
positive economic impact on that country. We
don’t talk about it very much, but it does have
a huge impact on economic conditions.
“If you have a region, it’s a game changer.”

“When we launch a region, we
have a positive economic impact
on that country.”

specialising in its Amazon Connect cloud
contact centre product, or SAP migrations,
which, he says, have turned into profitable
and fast-growing businesses.
He says customers are seeking help from
partners in moving from on-premises to the
cloud. “And some partners are trying to keep
them there (on-premise) and telling them
they don’t need to move, that they can still do
private cloud.”
Nowadays, however, customers have
become a lot more knowledgeable about the
benefits of cloud.
“So these customers are saying, ‘We’re
going…do you want to help me or not?’ And if
they don’t, they have other options.”
Yeum says customers, meanwhile, are
still having a hard time trying to differentiate
between the options of cloud migration, and it
is here that the partner can help support this
transformation.
“The way I think about it is that our
partners are just like any other customer.
So the customers are transforming, and that
means the partners also have to transform to
remain competitive,” he says.
“For companies to stay relevant and
competitive in their markets, they need to
continuously innovate and invest in new
technologies and rethink how they deliver
services and experiences.
“The partner is my customer, and I’m going
to do what it takes to make you successful.
We love working backwards from the
customer and trying to figure out what they
need, and then coming up with the right
solutions.”
Sketching the partner landscape, he says
there isn’t a standard template of support, as
many are at different stages in their growth
and require different kinds of assistance.
“You have so many different types of ISVs
that need to think about what we can do for
each of them.”
The partners, whatever their size, are
bound by a common thread in that they want
AWS to help them sell to the millions who
count themselves as AWS customers.

“That’s our key value proposition,” he says.
Unlike many others, not all AWS business
goes through the channel. This is because it
wants to offer the customer a choice, similar
to its retail business in which it focuses on
selection, convenience, and price.
“I know some companies say they’re going
to be 95% or 100% through the channel. But
is that really what customers want? Do they
want all their transactions going through the
partner? If I’m a customer and I want to work
directly with you, why not?
“Some of the partners say, `It’s getting to
the end of the quarter, do you need me to do
something?’
“And we say, ‘Sure, go ahead and work
with your customers, but I don’t need you to
do anything.’
“With traditional IT vendors, when there’s
a deal to be done, they’re all over you and
they’re your best friend. But when the deal is
signed, it’s bye-bye.
“We don’t make any money if you don’t
use us; you have to be successful for us to
be making money, and we love that equation.
Our success is dependent on your success.”

Amazon DNA

It’s no secret that one has to be a certain kind
of person to work at AWS. Says Yeum: “It
requires a certain type of DNA to work here.
The culture we have is not for everyone.
“We have a very high bar, and we work
hard. We grind every day. We do it because
we love it. We still believe we’re a startup, and
we act like a startup.
“Big companies don’t usually talk about
frugality. Startups talk about being frugal.
When I ran my company, I was frugal, and
even now, I’m trying to be frugal. That
resonates really well. We all live in a world of
constraints. No one has unlimited resources.
You have to have constraints so that you can
be creative and come up with solutions. With
Amazon and AWS, constraints beget clarity,
and we work under constraints because
that’s when we come up with the best ideas.
“I love this culture.”
Q1 2020 |
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Collaboration
2020
Collaboration and
ecosystems – these
are buzzwords that are
defining the longevity
and sustainability of the
channel in 2020.

T am z i n Gray ,
Epson
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By Tamsin Oxford

E

verybody’s talking about
ecosystems. One of the most
widely covered statistics from
the Accenture ‘Cornerstone
of Future Growth’ report is
that ecosystems are the primary reason
why 76% of business leaders believe that
current business models will become
unrecognisable over the next five years. It’s
the same statistic that leads one of the most
important conversations in the Forrester
analysis of the trends set to influence the
channel in 2020 by principal analyst Jay
McBain – the shift towards trifurcated
channel models (influencer, transactional and
retention channels) and the move towards
channel professionals becoming ecosystem
professionals. The channel is in a state of
evolutionary flux as traditional sales and
distribution models continue to change or
stagnate, dependent on industry or capability.
Collaboration across multiple partners has
become critical to ensure that vendors,
system integrations and service providers
are capable of building these ecosystems and
delivering the right solutions.
“The technology sector is so vast and
ever-changing that it’s almost impossible for
one solution or one provider to cater for all
eventualities that a client may need,” says
Alex de Bruyn, CEO of DoshEx. “It becomes
limiting to a speciality if providers try to
invest in such a wide range of skills and
technologies. Collaborating and focusing on
each provider’s niche will result in better
quality solutions within that core niche.”
One provider servicing all is no longer a
viable business model. There’s little chance
that the service and solutions provided will
deliver the scope and scalability that the
enterprises needs. As Sven Blom, head of
sales at Teraco, points out, the 'Jack of all
trades' approach is no longer working.
“Customers want a host of services and
it’s impossible for service providers to
develop their own comprehensive solutions,”
he says. “You can’t be the best at every
single thing. Collaboration is best-of-breed
and suits clients and their choices, and the
ability to collaborate is exponential. The
market has become incredibly complex.
To meet demand, the channel has to show
a level of maturity that allows for a more
collaborative approach that provides services
across multiple platforms.”

New partnerships

alone highlights how different the market has
become and how critical collaboration is to
individual business success.
“In this day and age, it’s no longer just a
case of traditional hardware vendors and
resellers, there’s definitely more of a solution
requirement out there,” says Tamzin Gray,
senior sales manager, Epson South Africa.
“A lot of traditional resellers don’t have the
technical skills that are needed today, and
they have to collaborate to sustain themselves
over the long term.”
Skills are another of the key drivers of this
change. As Ryan Jamieson, solutions and
innovation officer at Altron Karabina, points
out, one of the biggest challenges in South
Africa is the lack of access to skills.
“We are breaking out from our geographic
boundaries to start engaging with other
individuals and companies that don’t
necessarily sit within our region, but have the
skills we need to solve specific problems,”
he adds. “The reality is that the diversity
of requirements and customers has meant
that we have to collaborate. Yet, in South

“People have to get over the need
to do everything for themselves.”
Andrew Cruise, Routed

»

Cloud, emergent technology (which is hardly
emergent anymore), changing business
needs and perspectives, economic upheaval
and shifting perspectives around technology
are some of the fundamental drivers of
this changing marketplace. The channel is
no longer the sole route to technology and

implementation – organisations are doing
it for themselves and, often, changing their
own business models to become technology
service providers in their own right, such as
the car engine manufacturer creating its own
sensor-led technology solutions, the forklift
manufacturer reshaping its offering based on
sensors and digital and the Internet of Things.
The channel has to learn how to collaborate
to create the ecosystems and holistic solutions
that meet buyer needs, not traditional
industry behaviours. It’s less about sticking
to the turnkey approach and more about
partnerships that can fill the new gaps and
plug the new holes that pop up amid disruption
and digitalisation. In the Forrester analysis,
McBain points out that the transactional
channel is not so much being replaced as
being supplemented by the non-transacting
channel. The tiered partnerships schemes are
becoming increasingly gilded by the influencer
channel made up of affinity partners, referral
agents and alliances. In 2019, Microsoft
announced the arrival of 7 500 new partners,
of which 80% were non-transacting – this fact
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Tomorrow’s
trends
today
The Acer approach is simple:
it avoids boxing users into the
confines of its product offering
and offers a solution to every
requirement.

W

ith this in mind, Acer is
launching the next generation
of its flagship product in
its commercial range, the
Travelmate LTE units.
“What we believe makes these
products stand out,” says De Villiers
Wolhuter, Acer Africa’s commercial
and SADC head, “is that our ultramobile devices, the P6 and X5
models, are light years ahead of other
manufacturers’ offerings.
“What really defines our new
Travelmate range is the fact that you
get both a workhorse and a racehorse in
a sleek, super-thin, ultra-light and tough
mil-spec device with up to 20 hours of
battery life – for a fraction of what other
manufacturers may charge.”
Wolhuter says the main trend that will
impact the channel arena this year is
the global shift to thin and light, which
means more focus on the continual
evolution of the laptop, regardless of
whether it’s a two-in-one or convertible.
“We saw the rise of BYOD and, these
days, it’s ‘bring your own anything
and work with it from anywhere’.
Acer prefers to provide products that
have military spec ratings, to respond to

www.acer.com/ac/en/ZA | 087 151 3400

the day-to-day requirements of doing
business,” says Wolhuter.
Acer has more than 90% market
share in its Chromebook range in South
Africa and the largest end-to-end
Chrome range globally, which Wolhuter
attributes to a focus on investing in a
broad range of products for education
and commercial businesses.
“Chrome plays a particularly important
role in education,” stresses Wolhuter.
“While Acer supports both Chrome
and Microsoft, the cost savings using
Chrome are tangible and it has high
adoption in the private school sector
and in new public schools. However,
with Microsoft being more accessible to
users in established public schools, we
have to recognise that there is no one
solution and we try to run Chrome and
Microsoft in parallel.
“Underneath everything, it is very
important to assist our channel by
ensuring that our product range meets
both the demands of the businesses we
support and works seamlessly in driving
the South African economy.”
The Acer product offering extends
beyond laptops and personal computers
to encompass projectors and monitors.

De Villiers
Wolhuter,
commercial and SADC
head, Acer Africa

Wolhuter says that it is vital to work
with Acer’s channel partners to assure
it builds the correct solution to support
the South African channel eco-system.
“Our reseller channel Synergy
Programme allows us to invest in
our partners through such avenues
as training, marketing events and
roadshows. Since we only have a
three-tier approach to the South African
market, our pricing is not complex and
we are considered competitively priced
on product and service. Added to this
is Fastlane, a tool we’ve developed
to boost the bottom line using an
additional rebate structure for sales
opportunities smaller than our larger
tender deals.”
In terms of this era of digital
transformation and rapid technology
development, Wolhuter says that as
end-consumers of technology make the
next leap in evolution, this will drive the
requirement for the next generation of
computer devices.
“Manufacturers should strive
through research and innovation to
win industry awards when introducing
tomorrow’s trends into today’s general
use,” he concludes. n

Channel collaboration

Alex De
B r u y n,
DoshEx

Clinging to the customer

The South African ‘see and speak in person’
attitude is a major obstacle on the pathway
to collaboration. It’s so entrenched that it
minimises the ability to pull in diverse skills
and companies and the channel’s ability to
truly meet shifting client needs. There has to
be a mental move towards the collaborative,
global model that allows for the channel and
the customer to explore solutions and teams
that span continents and countries, using
technology to engage and manage projects
and implementations.
“It’s been a liberating experience to engage
with people in India, the UK or anywhere else
in the world, collaborating via multiple tools
and platforms. It’s such a positive trend,”
says Jamieson. “In South Africa, we want
to see the person, drive to them. This has to
change.”
Another hurdle is the inability to share.
Companies, faced with a complex economic
and political environment, are inclined to
cling to customers, trying to fill all the round
gaps with square solutions so they don’t lose
market share. They want to build empires and
divisions and services rather than remaining
focused on their specialisation and expanding
their business through partnerships.
“People have to get over the need to do
everything for themselves,” says Andrew
Cruise, MD, Routed. “There is a growing
realisation that resellers and partners can’t

»

Africa, there are still traditional attitudes and
behaviours that are limiting this potential and
this growth.”

“It’s been a liberating experience to engage
with people in India, the UK or anywhere else
in the world, collaborating via multiple tools
and platforms. It’s such a positive trend.”
Ryan Jamieson, Altron Karabina

do it all themselves anymore and have to
adopt a more collaborative approach in order
to benefit from the different streams of work.
I think this is changing now, though, as enduser demand is forcing people’s hands.”
It’s a viewpoint shared by De Bruyn:
“South African businesses tend to be very
proprietary over their solutions and, with our
tough economic conditions, everyone seems
to fight for control of the client. As we start
to collaborate more effectively, I think we’ll
develop better economic conditions for the
industry to benefit everyone involved.”
That said, South Africa is not just a tired
old boomer clinging desperately to the
legacy systems of the past. The country
has unique conditions and environments
that offer the channel immense opportunity
to grow, both locally and abroad. In more
technologically advanced countries, users
are not as forgiving as they are locally, which

makes it difficult for the industry to evolve
alongside the user and adds pressure from
the outset. In South Africa, a more adaptive
user base and environment allows for more
constructive feedback and testing, and is an
opportunity for the market.
“This is becoming more recognised globally
and if providers had to collaborate more
effectively, it would open up more global
opportunities for the combined solutions,”
says De Bruyn.
South Africa may have upheaval and
skills shortages and some legacy attitudes to
overcome, but, equally, it has a reputation for
picking up its skirts and just getting the job
done. As the channel moves into a market
that more closely resembles the quicksand of
Indiana Jones, it’s an opportunity to use niche
providers, influencers, strategies and digital
tools that allow for collaborative answers to
the customer’s biggest questions.
Q1 2020 |
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Seeds of tech trends
planted in Vegas
One of the most effective, but little-known barometers for how the
technology market is shifting can be found in the floor space of CES in
Las Vegas.
By Arthur Goldstuck

he best tech for anyone
wondering what technology
products will sell in the future
is a crystal ball. Sadly, these
aren't yet available from any
manufacturers. Fortunately, there are a few
prediction simulators around, and they're
called trade shows. But there is a caveat: just
because a new product is showcased at a
trade show doesn’t mean it’s going to go big
any time soon. Quite the opposite.
For example, when the now defunct Palm
launched a touchscreen smartphone called
the Pre, along with the revolutionary new
operating system called WebOS, it was a
sensation of the show back in 2009. But the
market utterly ignored it, and Palm crashed,
finally being sold to HP. The tech giant also
failed to make any impression with WebOS,
and dumped it.
We didn't see as dramatic a collapse for
some of the other trade show hype failures,
like 3D TVs and netbooks, but anyone betting
the farm based on the hype was going to
spend time at the trough of despair. Similarly,
don’t expect too much retail activity for smart
hairbrushes, smart toilets and anything else
that adds 'smart' to products that really don’t
need reinvention.
So where do we find the clues to the real
future, and real potential market booms?

T

Ground floor

Look not to the individual products being
launched, but, rather, to the floor space
devoted to new and recent categories. Ideally,
you should visit the show every two or three
years to get a sense of just how significantly
this has shifted, rather than just getting a
one-year snapshot.
So, for example, a visitor attending CES in
2012, and then in 2015, would have realised
that the health device industry had exploded,
but that there was still time to get in on the
28
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ground floor, so to speak. The secret was
not to jump sneakers-and-all into activitymonitoring bands and smartwatches, which
were already saturating the retail market.
Rather, one needed to look at the peripheral
categories of health products that were
beginning to spread across the health section
– now almost a trade show all on its own,
within CES.
This year, you would have noticed the
explosion of sleep and relaxation technology,

Dell's XPS 13 is
expected to be in
South Africa from
February

expanding from a couple of smart beds and
brainwave monitors to a veritable industry.
It covers anything from white light to white
noise, from smart pillows to tech cures for
snoring to brain-calming headbands. With
sleep being one of the last frontiers of health,
expect this category to become as big as the
fitness bands in the coming years.
Another big category to split off from
health and fitness has also earned its own
dedicated space at CES: sports technology.

The Latitude 9510 by Dell
Technologies is said to boast
the longest battery life of
any 15-inch business PC.

The YogiWifi, a smart and
personalised virtual yoga
instructor.

LOVOT, yet another
cute robot.
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The August Smart Lock
means you can lock
and unlock your door
with your phone, from
anywhere.

Bartesian is an intelligent drink
system that lets you bring the bar
home with the push of a button.
Each Bartesian capsule is filled with
the exact fresh ingredients needed
to make a high-quality cocktail,
which are then automatically mixed
with your choice of spirit.
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Beyond traditional fitness gear, we're now
seeing virtual gyms, fold-up treadmills and
monitoring equipment that gets so deep into
your vital functions, it feels like your medical
insurance provider is spying on you. Sports
simulators, on the other hand, give users the
hope they can train like professional athletes.
Another category that an idle observer
could imagine has taken over CES is
automotive technology. Not merely the
concept cars and next editions of Mercedes,
BMW, Volvo, Nissan and Hyundai electric
cars, but also the plethora of after-market
tech that can now be added to cars to make
them smart, or at least a little more helpful
in getting us from automotive to electric
comfortably and safely.
You would have seen this coming as
early as CES 2014, when Google announced
the Open Automotive Alliance. It pulled in GM,
Audi, Honda, Hyundai and Nvidia to develop
in-car systems based on Android.
The non-automotive brands competing
in this space in 2020, such as Garmin and
Panasonic, give a sense of the extent to
which the after-market is already exploding
beyond the spares shop.
Once we reach a noticeable proportion

of smart and electric cars on the road, the
aspirational value of that capability will result
in a mushrooming of demand for products
that give ordinary motorists – and fleets –
similar capabilities without the high cost.

Printing the future

This year also saw an explosion in 3D printing
exhibitors. Compared to the technology’s
seminal years, when the 3D printing corner
looked like a hobbyist shop, the expanded
space now looks like an engineer’s dream.

Devices that can build prototypes and parts
for the medical, aerospace, engineering
and automotive industries ranged from the
seriously industrial to compact consumer
options.
Don’t be surprised when these start
appearing in local discount electronics stores.
This year’s dedicated 'marketplaces’ at
CES provided the broad brush-strokes that
will help fill the tech crystal ball. Travel and
tourism was one of the big categories, as it
will encompass not just travel gear, but also

virtual reality tourism, travel medicine and
translation technology.
Drones have already broken out, but they
keep getting more and more space at CES,
telling us they will become increasingly visible
to consumers, prosumers and businesses.
On the other hand, robots were everywhere
to be seen at CES, but didn't change the sense
one had since early this past decade that they
remained gimmicks and novelties.
Clearly, not all market explosions are born
equal.

Albicchiere: Smart
Wine Preservation and
Dispenser preserves
wine for up to six months
from the opening date.

Cybershoes, a VR accessory
that is worn on your feet
and allows you to literally
walk and run through virtual
reality.

SmartyPans,
a smart pan. And
there’s an app for
that.
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Resellers
look on
the bright
side
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It may be tough out there, but the IT industry is
in good shape, says a recent survey.
By Matthew Burbidge

ow are South African resellers
holding up in this challenging
political and economic
environment, and how do they
compare to their international
counterparts? Pretty well, it appears,
according to a recent international survey.
The report, prepared annually by the UKbased CONTEXT ChannelWatch, maintains
that globally, resellers are more optimistic
about the coming 12 months than they were
a year ago.
It says a ‘huge’ proportion of local resellers
(84%) expect their business to perform better
this year than last, even though only 28%
were positive about the previous 12 months.
“They appear to be extremely hopeful about
the future, and this is likely to be primarily due
to the change of president and expectations of
better monetary control,” it says.
The resellers say they’re most worried
about economic and political instability, as
well as the moribund economic growth and
government funding, especially for education.
Asked what would spur growth, some of
the local respondents mention the Azure
datacentre, which will be joined by the AWS
region later this year. While there has been
some focus on improving reseller skills and
training staff to be able to better support
customers, there are still requests for more
training.
The latest report reflects the views of
6 582 resellers in the United Kingdom, Ireland,

H

»
“They (local resellers) appear to be
extremely hopeful about the future,
and this is likely to be primarily
due to the change of president and
expectations of better monetary
control.”
ChannelWatch report

France, Germany, Spain, Portugal, Poland,
Czech Republic, Baltics, Russia, Turkey, and,
for the first time, South Africa. Two hundred
and fifty eight local resellers responded to the
survey.
What are the broad trends? Just over a
third of resellers globally (38%) say they
have no concerns regarding financing,
compared to 27% last year. It says this figure
may well have been higher, were it not for
the concerns of South African resellers, as
well as those in Turkey and Russia, where
exchange rate fluctuations have caused
damage in the recent past.
All resellers are also sticking with
traditional product lines, such as PCs and
printers. There is some movement, however,
in hyperconverged infrastructure, as well as
products for the smart home. The Windows
10 upgrade also contributed to growth in the
PC market in 2019.
Hyperconverged, which underpins the
growth of datacentres, presents a ‘massive
opportunity’ for the channel, it says.

How good is your distributor?

All respondents were asked to rate their
distributors, and name one thing their
distributor could do to improve the service
they offer resellers.
On-time delivery, the quality of the
customer portal, and multi-vendor integration
are the three criteria that gain the highest
scores in this year’s survey. Last year,
customer portal came first, having been
placed seventh in the previous year. But
the ease of doing business still remains
paramount and distributors are now being
benchmarked against other online service
providers, such as etailers. There is also a
general concern about product availability,
which shows there is plenty of room for
improvement, according to the report.
South African resellers have clear
messages for their distributors, it says, with
many requests for speedy delivery and
adequate stock. Resellers consider these
two services as the most important for their
businesses, but say their distributors are
performing poorly in these areas.
Most South African distributors have good
infrastructure, so delivery issues arise from
limited supplies. The volatile rand/dollar
exchange rate over the last few years has
also been a key factor that has prevented
distributors from keeping higher stock levels.
This is, therefore, an ongoing problem and
one that distributors are already aware of,
says the report.
Resellers also want more information
Q1 2020 |
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B2B investment by resellers in the next 12 months
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Source: CONTEXT ChannelWatch, 2019

when new products are pushed out by
distributors, coupled with a request not to
discriminate on the size of the customer
when setting prices. Smaller resellers are
appealing for financial support such as
overdrafts to help them deal with delayed
payments from their customers, says the
report.
Some South African resellers also call
for more interaction and partnership with
their distributors, and one person comments
that a breakdown in communication with the
distributor would be the one negative factor
that would hamper growth.

Many South African respondents also
request more training and marketing support,
in particular with regard to cloud.

B2B investment by resellers for the
next 12 months

The report reveals that investment areas are
more or less consistent across countries,
with the exception of Russia, where there
is less interest in the provision of cloud
products and services. Resellers in Russia
and the Baltics also indicate that they’re
comparatively less interested in cyber
security. Cloud infrastructure, which requires

strong cyber protection, is underdeveloped in
these markets, says the report, and backing
up data is considered more important than
protecting it. There is also a lack of cyber
security knowledge, education and training
and skills.
South African resellers are planning on
spending more on datacentre solutions than
any other country surveyed. It’s also rated
third after the UK and Ireland and Portugal
in terms of proposed investment in cloud.
Azure is already in the country, and AWS
is expected to open its region in the first
half of 2020. SA also ranks third in planned

B2C investment by resellers in the next 12 months
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Financing issues for resellers
80%

Baltics
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70%
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60%
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Difficulty getting bank Difficulty getting credit
loans and credit
insurance

Source: CONTEXT ChannelWatch, 2019

Which cloud services have you sold in the past 6 months?
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networking spend after Turkey and Italy. It
comes in second in AI after the Baltics.

B2C investment by resellers

Here, South Africa is the exception in that
76% of B2C resellers say they will invest
in software, placing it in top spot instead of
second place as in most other countries.
This is explained by relatively higher
margins in the country. SA also rates first in
printer investments.

Financing

According to the report, financial concerns,
at least for some, have seen a decrease.

Resellers in Turkey, Russia and South Africa,
however, have concerns, particularly around
exchange rate fluctuations.

Which cloud services have you sold
in the past six months?

Over the next 12 months, B2B resellers,
save Russia, intend to invest primarily in the
provision of cloud products and services,
followed by networking, cyber security and
workplace optimisation. With cloud, the
resellers are focussing on selling backup,
storage and security.
Many distributors are already
investing large sums into building one-

stop marketplaces for the provisioning,
management and billing across vendors as
well as offering online marketing tools and
the option to white label some services, the
report says. As such distributor marketplaces
mature, reseller investment in the area will
become less necessary and, it’s suspected,
that, in future years, the number of survey
respondents active in this area will decline.
While the graph shows the maturity of the
cloud market in the United Kingdom and
Ireland in the backup, storage and security
spheres, South Africa is not far behind. It is
second in the storage market, and the leader
in the infrastructure market.
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Boosting future-fit
MSPs across Africa
The days of traditional resellers are over. MSPs need to go lean
and mean to survive, says ASD.
By Tracy Burrows
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Lean and mean

“MSPs have to become lean and mean,
improving efficiencies and getting a better
understanding of the true value of each
customer,” Moolman says. This can be
challenging for many MSPs, which have
grown from traditional reseller roots and may
have retained their traditional systems for
customer management, support and billing.
“This is one of the biggest issues for many
MSPs; they may have multiple solutions and
applications for managing the same customers,
so internally, they are not all on the same page
and they cannot assess the operational costs
for servicing the customer, or the value of the
customer. They can take weeks to consolidate
everything every month for billing purposes,
and they may, in fact, be allocating too many
resources to service a customer.
“Very few MSPs know what the true value
of a customer is. They get invoices from a
range of different suppliers, then they have
to try to consolidate this data and determine
how much it costs to service customers
in order to invoice them. You have to be
extremely well organised internally, with
everything in one place, to determine your

operational costs accurately, right down to
the cost per user.”
Moolman says this lack of transparency
is a major stumbling block in a highly
competitive environment. “Elsewhere in
the world, there is a growing trend to vet
customers to see if they are actually worth
retaining, but in South Africa and across
Africa, we tend to onboard all the customers
we can, without proper oversight of the cost
of servicing them.”
In addition, MSPs have to cut their
operational costs to deliver on demands for
more services at a lower cost. Consolidation
and advanced automation are key to
managing services with fewer resources,
Moolman says.

Growing into the 2020s

ASD focuses heavily on supporting evolution
among resellers, VARs and MSPs, and offers
training on challenges they typically face,
from how to price and sell managed services
through to building a resilient business and
training sales staff on solution-selling.
Business resilience in this market
depends on careful focus on viable markets,
and highly efficient operations. “If you
have SLAs to manage the customer’s key
infrastructure and network, it’s a lot harder
for the customer to replace you than if
you’re just dropping boxes,” Moolman notes.

»

alue-added distributor Africa
Solution Distributor (ASD)
has been growing networks
of Value-Added Resellers
(VARs ) and – more recently
– Managed Service Providers (MSPs) across
the African continent for 15 years.
Much has changed in that time, and the
2020s are set to put a great deal more
pressure on VARs and MSPs, says ASD MD
Hennie Moolman.
“With a background on the reseller side,
we launched as a master distributor in
2005, helping resellers to grow. Initially, we
had a team of five or six staff focused on
supporting resellers in the Pretoria area. But
we evolved with changes in the market, and
now we have VARs and MSPs across 23
countries in Africa,” he says.
The company evolved its solutions suite
too, starting with traditional mainframes,
then moving to Windows solutions. It now
distributes a portfolio of solutions, including
network and infrastructure monitoring, remote
management, asset inventory management,
automation and backup and recovery tools.
“One of the key things we do now is help
evolve resellers into MSPs,” says Moolman.
“There is just no place in the market anymore
for a traditional ‘break and fix’ reseller that
starts every month on zero revenue.”
Times have changed, he says, and only
VARs and MSPs that can assure recurring,
compound revenue will be able to thrive. “The
market is competitive, and end-customers
are very demanding about getting more
comprehensive SLAs for the lowest possible
price. You might only have a customer for a
year or two, and if you can’t keep bringing
in new customers, and delivering service
excellence at a very competitive price, you
won’t be able to survive.”
Becoming an MSP demands significant
changes within a reseller, he notes. Not only

must sales, finance and marketing models
change, but the entire internal operational
structure has to change to support more
efficient customer support.

“Very few MSPs know what the
true value of a customer is.”
Hennie Moolman, ASD

Hennie
M oolma n ,

Africa Solution
Distributor
Using automation to improve efficiency
helps reduce the costs of delivering
services, and thanks to cloud-based
platforms, expertise can now be pulled in
from anywhere in the world, and manage
customer infrastructure remotely, he adds.
On top of improved operational models,
sales and marketing are key to success:

“To become a successful MSP, you have
to take on the role of trusted advisor. It’s
not so much about what technology you’re
offering, but whether you can provide the
right solution to a pain point, at the right
price,” says Moolman. “And your sales teams
have to support this by moving from selling
products to selling solutions.”

ASD sees scope for ongoing growth
across Africa into the 2020s, on the
back of evolved MSPs with improved
operational models. “I don’t think there’s a
major growth in the number of end-users,
so MSPs seriously need to be leaner,
broaden their services and solutions”
he says.
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Selling tech for education
SA educators are keen to get their hands on STEM and tech tools for
learners, but public schools lack skills and budget.
By Tracy Burrows
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espite the government’s
ambitious plans to teach
coding, robotics and 4IR skills
to South Africa’s youth, the
reality is that public schools
are generally woefully under-resourced, and
unlikely to be a major market for educational
technologies in the foreseeable future. What
does this mean for vendors looking to sell
educational technologies in the local market?
Professor Jean Greyling, associate
professor in the Department of Computing
Sciences at Nelson Mandela University,
believes South Africa may be overly
optimistic about its ability to help the nation’s
children develop the tech skills needed for the
future of work.
“The reality is that there are around 16 000
schools with no computer labs, and it costs

4IR skills, coding and robotics in schools
is causing anxiety among communities,
teachers, parents and pupils. I have seen
principals close to tears about the lack of IT
facilities for their learners.”
While many schools may not have the
resources to install computer labs, Greyling
says potential markets exist among parents
and communities anxious for their children
to gain future-proof skills, and among large
enterprises looking to deliver technology
access to communities as part of their CSI
programmes. According to the
2019 Trialogue Business in Society
Handbook, 94% of companies
invest in education as part of
their CSI spend, with 50% of total
CSI spend going to education
last year. Greyling hopes to see
more of this CSI budget allocated
to STEM and digital skills
Professor Jean Greyling, Nelson Mandela University
an estimated R1 million to give one school
an internet-connected lab. The costs are
highest in rural schools with no underlying
infrastructure. I don’t believe this money is
available,” he says. “Another harsh reality is
that in schools that do have computer labs,
the equipment is often unused because the
schools have no funding for maintenance
and tech support. The constant talk about

“I have seen principals close
to tears about the lack of IT
facilities for their learners.”

development, to address the country’s skills
gaps.
Beyond selling to CSI initiatives and
resourced schools, vendors and resellers
could also target parents and communities
offering value-added bundles that support
digital skills development, Greyling says.
“Instead of just selling laptops and tablets,
they could include data bundles and
guidelines to a range of self-learning options
available online. A lot of course material is
available for free, but learners and parents
are not always aware of this.”

"Whether IT companies are selling into schools or
donating technology, they also have to support HR
and teacher skills development to ensure that the
technology has the impact it should.”
Professor Jean Greyling, Nelson Mandela University

Beyond tablets

Tablets and laptops are far from the only
tools available on the market to help learners
develop digital and science, technology,
engineering and mathematics (STEM) skills.
Greyling coordinates the award-winning
TANKS project, which exposes learners to the
basic concepts of coding without the need for
computers. Using resources as limited as one
teacher’s smartphone, TANKS uses puzzle
pieces and an app to expose learners to
coding basics and software development as
a career. The project, which was developed
in 2017 by NMU computing sciences student
Byron Batteson, targets disadvantaged
communities with the support of corporate
CSI initiatives, and has already reached over
19 000 learners and inspired some of them
to consider careers in IT.
Other apps, toys and devices can help teach
the basics of engineering and computing.
RS Components South Africa, which
distributes a broad range of electronics and
components in South Africa and across
Africa, fairly recently stepped up its focus on
education as a market. Dewet Joubert, RS
Components South Africa operations director,
says the company is seeing increased interest
in products that support engineering and
digital skills development.
“Schools were not our primary target
market – we focused on universities and the
engineering and manufacturing sectors. But
we have participated in education-focused
trade shows recently, where we find strong
interest from educators in products that
develop digital skills, design-thinking and
problem-solving,” he says.
These products – ranging from the lowcost Raspberry Pi computer through to 3D
printers and programmable robots – deliver
a ‘wow factor’ that gets educators excited,
says Joubert. Unfortunately, a lack of budget
and the necessary skills to guide children in
using these products becomes a constraint
to deploying them in the average classroom.
“Some private schools invest in a range of
these technologies, with many benefits for
their learners. Some products may present
themselves as a toy, but they encourage
design and process thinking at various
levels of complexity. Tools like Raspberry Pi

P rof e s s or
Jean
Gr e yl i n g ,
Nelson Mandela
University

encourage coding skills and innovation with a
fairly low barrier to entry.”

CSI vs revenue

While revenue opportunities in the public
education sector may be limited, stakeholders
believe the IT sector should take a long-term
view and make an effort to support digital and
STEM skills development in schools.
“IT companies need a corporate
conscience, but they also need a long-term
view, since they are dependent on learners
choosing IT and software development
careers,” says Greyling. “Whether IT
companies are selling into schools or
donating technology, they also have to
support HR and teacher skills development
to ensure that the technology has the impact
it should. And even small and mid-sized
companies could have an impact if they
collaborated with others in the industry to
develop central access points where children

can be exposed to technologies.”
RS Components agrees that IT industry
stakeholders need to play a bigger role
in giving under-served schools access to
technologies and helping develop the skills
South Africa will need in future. “We are
still grappling with solutions,” says Joubert.
“On the one hand, we see huge demand
among schools for access to educational
technologies. But there is definitely a gap
between making a product available to it
becoming useful at a classroom level. You
need the right skills in the classroom to pick it
up and run with it.”
Who should take on this role is unclear.
Says Joubert: “It’s difficult, and everyone
is grappling with how to address the sector.
As a company, we ‘re still learning how
to connect the dots, but I believe that if
everyone in the sector collaborates and pools
their resources, collectively, we can make a
difference.”
Q1 2020 |
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Hey, big spenders
Technology spending set to play a part in the country's future
growth, says the IDC.
By Matthew Burbidge

T spend in South Africa is
set to reach $26.4 billion
(about R392.85 billion)
this year, up 2.5% on 2019,
predicts the International
Data Corporation (IDC).
Associate vice president for South Africa,
Mark Walker, announced at its IDC Directions

I

R3 billion), having grown at a compound
annual growth rate (CAGR) of 25% over the
last five years.
Most of the spend can be attributed to
financial services. Other big spenders include
communications, government, retail and
wholesale, professional and personal services
and manufacturing.
“South Africa is getting government use
of technology right. Things are happening,

2020 event in Sandton in January that
spending on software and IT services will
reach $8.2 billion (around R121.94 billion) in
2020, an increase of 4.2% year-on-year.
He said that infrastructure spending in
the country (including servers, storage,
and enterprise-level networks) will grow
3.3% to $880 million (about R13 billion),
while Infrastructure-as-a-Service (IaaS)
investments will reach $204 million (about

Sub-Saharan Africa ICT Market: Regional Perspective
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Where are we now?

Adoption of Digital Transformation
Initiatives across SSA

Q: Which of the following emerging technologies/solutions and services are
already implemented or planned in 2019/20?

Q. Is your company currently engaged in any digital transformation (DX) initiatives?
Edge computing

10%
21%

Robotic Prcoess Automatio
Augmented and virtual reality (AR/VR)

14%

About to start digital
transformation (in
2020)

12%
45%

Internet of Things

56%

26%

Quantum Computing

25%

29%

Cognitive/AI/Machine Learning

Not currently
engaged, but planning
DX efforts (2- year
timeframe)
Not currently
engaged, and no plans
for DX in the near
future

34%

Software Defined Networking
Blockchain

Currently engaged in
digital transformation

8%

11%

Source: IDC 2020

Source: IDC 2020

»
“South Africa is
getting government use
of technology right.”
Mark Walker, IDC

even though they are not working as smoothly as we’d like… this tells us that help is needed,”
he said.
It also looked at the rate of adoption of that most nebulous of terms: digital transformation. Over
half (56%) of the 320 respondents interviewed in Sub-Saharan Africa said they were busy with
this, and a quarter said they were ‘about to start’. The rest were either planning to (in the next two
years) or had no plans.
Asked in which IT areas they’ll be concentrating investments to support digital transformation
programmes in 2019 and this year, most (61%) said infrastructure, including datacentres, storage,
networking and computing. The next most popular area is mobility, including mobile apps, devices
and endpoints, followed by apps themselves (40%), including custom applications. Thirty-three
percent were focussed on security, followed by 28% on processes, organisation and skills. Only
16% said they’d be investing in cloud.

South Africa Investment Focus: 2020

Q: In which of the following IT areas will investments most likely be made in response to digital transformation programs/projects in 2020?
Data analytics — including data integration, cognitive
and artificial intelligence

Cloud — public and/or private

Processes, organization, and skills — including staffing,
automation, and IT processes

Security — including data and systems security

20%

16%

28%

33%

Mobility — including mobile apps, devices, and
endpoints

45%

Infrastructure — including datacenters, storage,
networking, and computing

Applications — including custom applications

61%

40%

Source: IDC 2020
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How THe
cHannel is
cHanging

annelee le grange,
GM for HP Inc at Axiz.

The channel, like most other business segments, is witnessing a shift away from its more
traditional approach, where the goal is moving products, to one where the focus is on
creating a great consumer experience.

T

o this end, although performance,
lightness and durability remain key
factors, end-customers also seek
content, collaboration and devices
that are ‘sexy’.
According to Axiz’ new GM for HP Inc.,
Annelee le Grange, much of this is being
driven by the Millennials entering the market.
“The younger generation entering the
marketplace are, thanks to their device
demands, serving as the catalyst for
change. A good example of this is their
desire to be free to work and remain
productive anywhere they are, as opposed
to only in the office,” she says.
“Furthermore, their desire for diversity
and innovation is very important, as is their
social conscience.
To this end, HP appeals to their social
awareness with devices like the HP
Dragonfly, which is mostly constructed out
of recycled materials. HP’s understanding
of this market is key, since unless you are
consistently meeting the market’s demands,
you will lose your relevance in the industry.”
Of course, continues Le Grange, this is
just one of many new trends impacting the
channel. In line with the desire to improve

the customer experience, Axiz is focused
on creating greater ease of interaction
between itself and its resellers. This, she
adds, is because while the distributor
doesn’t generally touch the end-customer,
it is their role to ensure the reseller has the
right devices and solutions available to
supply said end-customer.
“Achieving this boils down to having
effective channels of interaction with
our resellers and facilitating closer
communication between the parties. Digital
transformation comes in here, as we need
to understand not only why industries are
changing, but also how they are changing.
Further, we need to know how, despite these
shifts, Axiz can remain close enough to all
parties involved to be able to deliver exactly
what the reseller needs to pass the great
experience on to the end-customer.”
“Another trend we see that also ties into
digitisation is that with the growing number
of artificial intelligence (AI) projects being
undertaken, we believe edge computing
is going to see higher adoption rates, as it
will more effectively put this power into the
hands of individuals. From our point of view,
this trend translates to a greater demand for

higher-spec machines that nonetheless still
have palatable price points.”
At the same time, she says, the adoption
of certain digital technologies – like AI and
analytics – will play a key role in one of
Axiz’ most vital areas of business, namely
inventory management. This is something
the company does well and takes great
pride in already, and the adoption of
analytics into the inventory management
decision-making process can only further
entrench its position as one of the country’s
leading distributors.
“In my opinion, the key to a successful
digital transformation lies in understanding
what goal your business wants to achieve.
You don’t start with the product, but with
the end goal and then you develop your
strategy, before choosing the products.
“For end-customers in our industry,
that means working closely with both
the reseller and the distributor, so that
they too can help you map out the
most effective digital strategy for your
organisation, before implementing the
hardware and solutions that will help
you get the most out of this particular
strategy,” concludes Le Grange. n

www.axiz.com | 011 2377128
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Dean
Hannant,

Blue Prism

CX: Old concept, new
opportunities
The world of customer experience is constantly changing, but
some things always stay the same.
By Adam Oxford
Photography Devin Armstrong

owadays, a company isn’t so
much defined by what it does,
but how it does it. In the digital
world, competitive advantage is
no longer just about the kinds of
products and services you offer, it’s about how
easy it is for someone to do business with you.
Digital makes it straightforward, so the
theory goes, for anyone to clone what

N

you do, and old verticals are rapidly
disintegrating as companies broaden
their portfolio and begin eyeing your
markets for growth. What sets you apart
is your customer experience (CX): do
you constantly delight and surprise your
customers, or are they frustrated with the
hoops they have to jump through to get
things done?
As long as there has been business, smart
owners have known that the ‘customer is
king’. But how should South African firms

approach CX today? The Margin convened a
roundtable of experts to find out.

A tricky definition

A good place to start is to develop an
understanding of what CX actually means:
it’s a term that’s been bandied around for a
long time and often conflated with specific
parts of the overall process.
It’s not, for example, limited to the user
interface of a website or product, but goes
much deeper, says Christelle Hicklin,
Q1 2020 |
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“There’s nothing more
frustrating than a
chatbot that finishes by
giving you a link to a
document.”
Ryan Falkenberg, CLEVVA.

customer experience director for South
Africa at Mimecast.
“We take a long journey with CX,” Hicklin
says. “The words don’t capture what we’re
trying to do; it sounds like a skydiving trip or
a race day to try to win their loyalty. But it’s
about developing the metrics to understand
what makes customers loyal, and what
success looks like for the customers and
evolving that relationship.”
Customer experience is broad. Kabelo
Ngwane, customer success manager
of CRS Technologies, an HR and payroll

services provider, says that the more clients
are involved in the development of new
features, the more invested and loyal they
become to the platform.
“But at the same time, what customers
want is consistency,” Ngwane adds. “It’s
like McDonalds – the promise is that a Big
Mac is the same experience wherever you
buy it.”
“What I encourage my team to do is
focus not just on the customer, but on all
of the technologies and integrations that
support the experience,” says Desmond
Struwig, managing executive: intelligent
operations at Decision Inc. “What we look
for are the ‘moments of truth’, where they
can have a positive, negative or neutral
experience, and the sum of every one
of those experiences is what builds the
perception of the business. Building that
focus into the delivery teams is critical.”
A good customer experience beats
everything, says Edward Carabutt,
executive director of Marval SA. “There’s
a difference between CX and value.
Customers may not be getting the full
value that they thought they would out of
a product, but if they are happy with the
experience, they will be loyal. It’s hard to
quantify emotions.”

That’s not to say providing value isn’t
important, he continues. “Everything should
be done to create value for stakeholders, but
you have to think and work holistically.”

It’s a data issue

Customer experience, then, touches on every
aspect of an organisation’s work, and not just
the customer-facing parts. But it’s not just
about the systems and processes.
“Technology is an enabler,” says Paul
McIntyre, CX executive at Elingo, “but if
the DNA isn’t there to take that technology
and make it work for the business, it’s a tool
for a tool’s sake. “Experiences are driven by
customer expectations. We’re working across
multiple channels today not because we want
to offer them, but because customers are
saying that they expect us to.”
“We are a tech company,” says Chantal
Troskie, senior CX sales manager at Oracle
South Africa, “but the technology will never
replace the human. The problem is that the
current approach is very siloed and split
into marketing, sales and service. We’ve all
had that call centre frustration where you’re
passed from one operator to another and
have to repeat the same information over and
again, for example. And even when we get
the service right, people always neglect the
Q1 2020 |
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Kab e lo
N g wa n e , CRS
Technologies

sales force. When a sales person is talking to
a customer, they don’t know anything about
the service stuff, their job is just to sell.”
As with most things in business today,
good CX is becoming a data issue. The ability
to combine, measure and derive insights from
the ‘360 view’ of a customer is imperative.
“The customer is no longer generic,” says
Ryan Falkenberg, co-CEO of AI specialist
CLEVVA. “The customer is unique. We
always talked about customer experience, but
we never really did it.
“We’ve been obsessed with giving people
knowledge, but what we should be focussed
on is outcomes. There’s nothing more
frustrating than a chatbot that finishes by

giving you a link to a document.”
Customer service staff members are
usually trained to give information, when they
may not know more about a product than
the customer themselves, he adds. This is
where digital assistants can help, managing
the knowledge flows on behalf of call centre
agents, for example, and prompting them to
ask the right questions. It allows the agents
themselves to focus on becoming excellent at
service, rather than product knowledge.

Managing complexity

If the gold standard is the 360-degree
view of the customer with no more siloes,
then the results can be overwhelming, and

D e s mo n d
Str u w i g ,
Decision Inc

require automation to sieve for relevance.
“We worked with a global telecoms
operator,” says Dean Hannant, telco
industry director from Blue Prism.
“They struggled to integrate data from
different business areas and from acquisitions
over the years. They have four billing systems
and four CRM platforms. The average call
handling time at the contact centre was nine
minutes. Now they have a digital assistant
that can get all the information about a
customer from different systems in seconds.
Call handling has dropped to two minutes and
Net Promoter scores are up.”
In order to facilitate these kinds of
experiences across the board, however,

»

C ha n tal
T ro s k i e , Oracle
South Africa
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“In the era of the
Fourth Industrial
Revolution, you
shouldn’t have to wait
more than five minutes
to know if you’ve been
approved for a loan or
not.”
Ian Jansen van Rensburg,
VMWare South Africa

Pa u l
M cI n tyr e ,
Elingo
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customers also need to have more control
over their data.
“If I go to a bank and take out a car loan,
I have to give them all the relevant details
around FICA and my finances,” says Ian
Jansen van Rensburg, lead technologist
at VMware South Africa. “But then, if I
go back again the next year, I have to go
through the same process. It’s frustrating,
and unnecessary. In the era of the Fourth
Industrial Revolution, you shouldn’t have
to wait more than five minutes to know if
you’ve been approved for a loan or not.”
Allowing institutions to share data would
eliminate these frustrations, Jansen van
Rensburg says, but the key word is trust.
“I don’t want my bank to know my insulin
status and I don’t want my doctor to know my
financial stability,” he continues. “I want to
trust these processes in the same way that I
trust an ATM to give me the R500 I requested
without having to count it.”
Right now, though, many organisations are
failing to win that trust because they aren’t
getting CX right.
“Organisations aren’t committed to the
change management part of improving,” says
Struwig. “Someone will buy a new CRM
system and drop it on the sales guys without
managing the change. You have to test with
your users, and get buy-in from the start.”
“People are resistant to change,” agrees
Mimecast’s Hicklin. “There has to be a
mindshift change to be committed to making
things as easy as possible for the customer.”

R ya n
F al k e n b e r g ,
CLEVVA

Ia n J a n s e n
va n
Rensburg,
VMware South Africa
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Newly appointed distributor for
Ubiquiti in Africa

Ubiquiti develops high-performance networking product platforms. Ubiquiti-engineered technology
innovations provide superior performance, clever mechanical design, and ease of use.
The Ubiquiti range includes:
UniFi® - Global Leader in Managed Wi-Fi Systems, Scalable Video Security & Cloud Network Management
airFiber® - Revolutionary Carrier Class Wireless Radio Technology now with LTU™
EdgeMAX® - Advanced Gigabit Ethernet Routers and Managed POE Switches

Even Flow is the leading South African distributor offering the best global brands in Unified Communication,
Telecoms, Video Conferencing, Wireless and Networking with country-wide logistics and innovative support services.
Committed to Empowering African Business towards Success.
Even Flow offers value-added Pro services to educate and support our partners with industry best practices, product
selection and assistance in securing financing.
 PRO Consulting:
Even Flow offers it’s extensive industry knowledge and experience to guide our partners in the correct Ubiquiti
product selection for future projects.
 PRO Training:
Even Flow offers official Ubiquiti training courses, like UEWA and UBWS - offered throughout South Africa by
certified Ubiquiti trainers.
 PRO Finance:
Even Flow can assist our partners in securing financing for projects at competitive rates. This allows our partners to
focus on growing their businesses and servicing clients.
To sign up as an Even Flow dealer, and to become eligible to receive Even Flow Pro services and
competitive pricing on Ubiquiti products, visit www.evenflow.co.za.

CPT: 087 470 0200 | JHB: 087 470 0210 | WWW.EVENFLOW.CO.ZA

Channel excellence
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partner awards

HP Africa 2019 partner awards: Energised after a 'crazy year'
Continuing to invest in the channel, increasing staff, and
expanding its footprint on the continent are the key aspects of
HP Inc. Africa’s growth plans for 2020.
Both MD Elizabeth Moreno and district manager for Southern Africa, Michael van Lier,
said at the company’s 2019 partner awards in Johannesburg that although 2019 had
been a ‘crazy year’, they felt energised following their recent trip to the US, where they
met with the executive team.
They are optimistic about the future, even though they know it will not be easy; they
believe that working in conjunction with partners will benefit both parties on the road ahead.
“We’ve seen a massive shift within the contractual market – and this is an area we
want to grow, as we move from the transactional market into the contractual one,” said
Van Lier.
As opposed to a sale where no product knowledge is required, contractual is
one where the sale is a more complex, long-term process involving collaboration
of both buyer and seller, in which the latter must first develop an understanding of
the customer’s business, industry, and needs, and then craft a solution to help the
customer achieve their objectives. This is usually service- or solution-based.

The Digital Transformation Partner of the Year was the HP Shop. From
left: Michael Van Lier, HP Channel District Manager, Renae Maharaj, Digital Retail
innovation: HP Shop, Yougeshree Naidoo, HP, Retail Account Manager, Mark Levy,
Digital Retail innovation: HP Shop, Elizabeth Moreno, HP, MD, Matthew Sledge, Digital
Retail innovation: HP Shop

The Education Partner of the Year award was presented to Golan Traders.
From left: Michael Van Lier, HP, Channel District Manager, Vileshen Moodley, HP ,
Enterprise Leader HP PPS Africa, Avi Mishan , Golan Traders, Elisabeth Moreno, HP,
MD, Amith Bassari, HP , Partner Business Manager, Shakeel Madni, Golan Traders,
Matias Matias, HP, Senior Manager Sales, Business Development and Education

The Print Gold Partner of the Year was given to PC Net. From left: Michael Van
Lier, HP, Channel District Manager, Agashnee Pillay, HP, Partner Business Manager,
Jimpy Amogelang, PC Net Pty Ltd, Elisabeth Moreno, HP MD

The Sustainable Partner of the Year award was given to Introstat. From left:
Angela Naude, Introstat, Michael Van Lier, HP, Channel District Manager, Elisabeth
Moreno, HP MD, Paul Thomas, Introstatl, Agashnee Pillay, HP, Partner Business
Manager, William Du Preez, Introstat, Wayne Behrmann, Introstat

The Managed Print Services Partner of the Year award was presented to
SBD Business Systems. From left: Michael Van Lier, HP, Channel District Manager,
Elisabeth Moreno, HP MD, Eric Thebe, HP, Technologist Africa Print Solutions,
Alicia Volschenk, SBD Business Systems Pty Ltd., Steyn Volschenk, SBD Business
Systems Pty Ltd., Keith Carney, HP, Key Account Manager, iMPS Southern Africa

HP Partner Awards 2019
PC Platinum Partner of the
Year 2019

Datacentrix

Supplies Silver Partner of the
Year 2019

Print Platinum Partner of the
Year 2019

Datacentrix

PC Retail Partner of the
Year 2019

Supplies Platinum Partner of
the Year 2019

Bidvest Waltons

Supplies Platinum Partner of
the Year 2019

SBD Business
Systems

Retail Point of Sale Partner of
the Year 2019

Business Connexion

Print Business Unit Manager of
the Year 2019

Morgan Bleasdale Taropa

Incredible Connection

MPS Partner of the Year 2019

SBD Business
Systems

Commercial Channel
Ambassador 2019

William du Preez Introstat

Print Retail Partner of the
Year 2019

Makro

PC Services Sales Partner of
the Year 2019

DG

Executive of the Year 2019

Jamie Scott Datacentrix

Reliance Technology
Limited

Printing Services Sales Partner
of the Year 2019

Datacentrix

PC Hardware Distributor of the
Year 2019

Tarsus Distribution
Tarsus Distribution
Kolok

Introstat

Rest of Southern Africa PC Gold
Partner of the Year 2019

PC Gold Partner of the Year
2019

Esizwe Technology

Rest of Southern Africa Print
Gold Partner of the Year 2019

P C NET

PC Channel Service Delivery
Partner of the Year 2019

EOH Mthombo

Print Hardware Distributor of
the Year 2019

Print Gold Partner of the
Year 2019

Introstat

Rest of Southern Africa Supplies
Gold Partner of the Year 2019

Northern Fixtures

Print Channel Service Delivery
Partner of the Year 2019

First Technology

Supplies Hardware Distributor
of the Year 2019

Supplies Gold Partner of the
Year 2019

Inovocom

Rest of Southern Africa Growth
Partner of the Year 2019

Netsillica Business
System

Gaming Partner of the Year
2019

Evetech

PC Silver Partner of the
Year 2019

A E Software

Education Partner of the
Year 2019

Golan Traders

Digital Transformation partner
of the Year 2019

Digital Retail
Innovation: HP Shop

Graylink Media

Sustainable Impact Partner of
the Year 2019

Introstat

PC Business Unit Manager of
the Year 2019

Francois van Wyk - Drive
Control Corporation

Print Silver Partner of the
Year 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.

Movers and shakers

INDUSTRY

people moves

Keeping you up to date with recent industry appointments.

Compiled by Simon Foulds

Puleng's new CEO

EMEA leadership role

New Google appointment

Muhammed Mayet has assumed his mantle
as Chief Executive Officer of Puleng
Technologies, succeeding Paul Thompson.
Mayet has been a mainstay and strategic
thinker, having joined the business in 2005
and being an instrumental driving force in
building the Puleng security strategy, driving
its profitability and ensuring that, as a proudly
South African business, it rivals the excellence
associated with competing global security
practices.

Adrian McDonald will become EMEA President
for Dell Technologies tripling the size of his
current organisation. In his new role, he will
be responsible for all businesses, including
PCs, server, storage and services, across the
Europe Middle East and Africa region.
McDonald is a passionate and vastly
experienced leader with over 30 years of IT
industry experience.

Google South Africa has announced Alistair
Mokoena will take up the role of country
director. In a statement, the internet search
giant says Mokoena, who has most recently
served as Ogilvy South Africa CEO, has a long
history in the South African advertising sector
and is well known and respected. Mokoena
will take up his new post in April and will
oversee the commercial business for Google
SA. Google Africa director Nitin Gajria says
Google is excited to welcome Mokoena to the
Africa team.

Teraco appoints new CEO

e4 appoints new CEO

Logicalis' new sales boss

Jan Hnizdo, who has been an executive director
of Teraco since 2011, has been appointed
as the new CEO. He initially joined Teraco
in the position of chief financial officer, then
became managing director in early 2018. Says
Hnizdo: “We have built an amazing company
with an outstanding team of management and
employees, delivering world-class services
to our clients. There is a massive opportunity
ahead for Teraco, especially given the evolving
role that we play within Africa’s digital
ecosystem, and I'm committed and excited to be
leading Teraco along this growth path.”

Fintech software specialist, e4, has appointed
Grant Phillips as the CEO of the Group. Having
previously run large multinational technology
businesses, Phillips has been working with
e4 and its shareholders for the past 18
months and now formally joins the company’s
executive management team as well as the
Board of Directors.
“This is an exciting time of transformation
at e4 as we capitalise on its 20-year legacy
and continue to reinvent the company,” says
Phillips.

Logicalis South Africa, a subsidiary of Datatec
Limited, has appointed Andrew Munnik as
executive of sales and marketing, taking on
the role of leading the company’s business
strategy and managing its sales and marketing
operations.
He has over 25 years’ of experience in the
IT sector having worked at several executive
level positions for large IT services companies.
The bulk of his experience has been in the IT
outsource industry where he managed various
complex infrastructure and datacentre projects
across the entire value chain.
Q1 2020 |
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closing
thoughts
By Bradley

Pulford, DELL TECHNOLOGIES

More cloud, more
confusion
Multi-cloud models mean multi-cloud
design, implementation and integration of
private and public clouds. It’s here where
partners can unlock new opportunities.

loud technology is now a
crucial part of the enterprise
IT strategy. A growing
phenomenon among these
businesses is a pick’n’mix
approach to deploying cloud solutions,
otherwise known as multi-cloud.
Today, more than eight out of ten
enterprise decision-makers describe their
cloud strategy as multi-cloud, according
to a recent survey conducted by Forrester
Research on behalf of Virtustream. Multicloud is most commonly defined as using
multiple public and private clouds for different
application workloads. When asked about this
shift to multiple cloud platforms, decisionmakers focused on flexibility and overall IT
cost management. Many noted that multicloud enables reliable disaster recovery,
increased data security and compliance and
varying performance levels.
The move to multi-cloud also marks a
shift in thinking in the enterprise. Having
endured years of costly digital transformation
pain with minimal return, enterprise
businesses are looking for solutions that
provide the right outcomes. They are keen
to align the use of cloud technologies
with tangible business objectives such
as operational efficiencies, ability to
innovate and lower costs. With multi-cloud,
businesses can choose cloud platforms
based on workload requirements and how
well they map to the top business objectives.

C

More technology, more complexity

According to Gartner, by 2021, more than
half of global enterprises already using cloud
today will adopt an all-in cloud strategy. This
will mean even more cloud providers and
solutions within one infrastructure. Having
more technologies will always be more
52
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complex than having just one and this is no
different for multi-cloud. Multi-cloud models
mean multi-cloud design, implementation and
integration of private and public clouds.
The enterprise may claim to have a clear
multi-cloud approach in place, but the reality
is many businesses have taken an ad hoc
approach to deliver results quickly and at a
lower cost – adapting their model to fit their
specific needs over time. While this approach
does yield benefits like increased agility and
faster return on investment, it also breeds
several challenges that can mitigate the drivers
for adoption over time. For example, poorly
managed multi-cloud can harm the speed at
which a company can react to security issues.
Despite the need to closely align business
objectives to cloud strategies, most decisionmakers surveyed by Forrester felt that
their business objectives were not being
very well supported by their current cloud
implementations. Only a third of respondents
believe multi-cloud is supporting their efforts
to lower costs, one of the top business
objectives noted by decisionmakers.
It’s here that the opportunity for channel
partners lies. Enterprise-level businesses
are in desperate need of an expert to help
them navigate this complex landscape and
bring together the appropriate range of IT and
services for efficiency optimisation and cost
management as the architecture grows.

Seizing the day

With the enterprise increasingly selecting
multiple cloud platforms for different
workloads, managed service providers
can help businesses navigate this complex
landscape.
With the right vendor and channel
partner, businesses can minimise the
often-associated headaches with cloud and

feel at ease that the promised benefits can
be achieved almost immediately. Here is
where a large opportunity lies for MSPs,
such as helping decisionmakers define and
develop their cloud strategies. All enterprise
businesses have a substantial data footprint
to protect. Yet, a complex cloud journey
makes managing, harnesses and protecting
this data difficult without the right expertise.
Lowering costs is a critical driver in
adopting multi-cloud for the enterprise, and
MSPs must ensure any cloud solution put
forward is able to meet this need. The key
to success for businesses is striking the
right balance of capex and opex, while also
ensuring enough flexibility to scale with
business growth, but also reduce financial
risk should consumption reduce.

Fewer companies, not more

Enterprise businesses are increasingly
expressing their desire to work with
fewer companies when it comes to digital
transformation. This trend towards more
complete solutions is something that MSPs
should certainly be aware of when designing
their offerings for multi-cloud.
Managing a multi-cloud world will be the
number one enterprise issue by 2021. While
multi-cloud models offer the flexibility that
enterprise businesses need to transform fast,
ad hoc deployment strategies will soon begin
to undermine these drivers for adoption – if
they haven't already. With their extensive
IT expertise, MSPs can provide helpful
recommendations to customers on the best IT
and services to help them tame their current
multi-cloud environment. They can also
serve as trusted advisors in management and
transformation by partnering with vendors
to offer more than just software, but also
educational and consultancy services.

PowerMax
Powerful Architecture
Simple Operation
Trusted Innovation

