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The evolution will
be television

F

our years ago, the world’s gaze was firmly fixed
on South Africa. While thousands of supporters
descended on our shores, millions watched from
afar as teams fought for the honour of being crowned the
world’s best footballing nation at the first FIFA World Cup
on African soil. Much of the Western media had doubts
the stadia would be ready, they felt that the operational
aspects were too great or that travelling supporters
would accidentally end up in some crime-ridden
township and not come out alive. Now, those same
concerns are being repeated, except switch the local
place names to Sao Paolo or Rio de Janeiro.
The reason I bring this up, is that someone once told
me the World Cup was the highlight of the TV retailer’s
calendar. The global hype and advertising circus that
comes with the month-long event means manufacturers,
distributors and retailers have something to latch on
to. This time around, the vibrancy of the Brazilian
carnival atmosphere is a perfect hook to demonstrate
the latest depth of colour and high resolution on offer.
Pubs, shebeens, restaurants, private homes and even
businesses take the opportunity to invest in new screens
to show the games.
With that in mind, in this issue we’ve taken a look at
the ‘television’ market. UHD, 4K, OLED – what are all of
these latest developments? What does the market look
like? Who are the big players in the market? Where are
the opportunities and margins to be made? Does the
traditional TV have a solid future?
I remember when I got my first computer (a Spectrum
48K with rubber keys), it came with an additional tape
drive, but no monitor – it just plugged into a TV. Then
the whole market started pushing specific computer
monitors: huge bulky CRT things that needed about
three feet of space behind them – useless if your desk
backed on to a wall. Now, we’ve come full circle and
flat-screen TVs can double as monitors, or we can
stream digital content through network connections

and view them on monitors. What we watch and how
we watch has changed. We use them for work and for
leisure. It’s a technology area that has undergone much
change and one that will continue to evolve – from the
tiny projector screen built into Google Glass through to
the latest 120-inch UHD TVs that will dominate many a
living room. So the reason we’re really focusing on this
market is that with evolution comes sales opportunity.
In addition to our televisual market feast and most of
our usual features, we’ve also included articles on the
grey market, the weakening rand and its impact on the
channel, and there’s a focus on the value of marketing
practices for the channel. You’ll also find our channel
diversification piece that looks at the introduction of
biometrics into organisations, and how easy it is for
channel businesses to adopt this as another string to
their bow and capitalise on this opportunity. I hope you
find the content in this issue interesting and useful.
Happy reading

Adrian Hinchcliffe
Editor
Adrian@itweb.co.za
PS. You can also find us on Twitter (@The_Margin_ZA)
and Facebook (facebook.com/TheMarginZA). Find us,
follow us, like us, be part of the conversation.
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WESTCON SOUTH AFRICA
A YEAR DOWN THE LINE
Paul Conradie, CEO of Westcon South Africa, unpacks how the
merger between two companies has created not only a power
house in the South African ICT distribution industry, but is also
opening new doors for its customers, partners and resellers.

comztek
advertorial
broadlink

W

hen we originally began the journey
of merging our two businesses, that
being Westcon and Comztek, we
were asked how we could take two seemingly
different distribution models and combine them
into one. Our answer was in our approach to
the task at hand. Instead of viewing the two
organisations as inanimate, we opted to look at
them as two people combining as one, where
we would need to foster and develop the
positive attributes of each one’s personalities
while amputating those less desirable elements.

to further expand on, nurture and grow this
opportunity. It is with this that we have identified
two core areas as growth areas for the business.
One of which is currently being driven internally
by the global business that is Weston and that is
the concept of logistical sourcing.
Logistical sourcing is the notion that if you are a
Westcon partner, and you require the support
needed to expand your own business into new
areas and territories where you do not have the
physical or logistical footprint to do so, you can
tap into our logistics and supply chain to act as
an extension of your business, until such a time
that you have the finances or wherewithal to “go
it alone”.

In short. We saw opportunity. We saw the
possibility of planting a seed and seeing a forest
take root.

But with growth and change comes opportunity.
It is however our role as a business leader
04 The Margin | Q2 2014

Paul Conradie

CEO of Westcon South Africa

‘‘

By the very virtue of
the vendors we keep
company with it is our
duty to stay one step
ahead at all times.

‘‘

A full year down the line, we are pleased to
report that what we do have is a thriving business
ecosystem that is in fact stronger together than
the two parties ever were alone. It gives me great
pleasure to inform our partners, that now, with
the logistics of the merger bedded down, our
systems consolidated, and our partners now all
singing from the same hymn sheet, we truly are
able to assist our partners in tapping into a value
supply chain and a services and products offering
beyond what we had in the past.

But lets take a step back. What is logistical
sourcing? In short it is exactly what it says it is – the
sourcing of logistical services for your business.
You may require an in geography warehouse,
a transport network, a finance team, legal eagles
that understand the territory’s compliance and
regulatory controls. How do you get this without
massive investment into the region / area?
Through partnering with a company that does
and we believe we do.
Then there is also the compliment of our value
net, today Westcon’s full value-added services
offering is made up of services that include:
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configuration and integration; warehousing
and stock holding; supply chain and logistics;
as well as logistical sourcing. What this means
is that we don’t see value as a single line item
in our business, we see it as a central part of
our DNA.
The second area is that of the world of the
application-centric business. When IT first
became more than large mainframes and a
few distributed compute platforms, we started
a phenomenon called server sprawl. But like a
virus it wasn’t just servers that were infected, it
was hardware as a whole. The more we wanted
to compute the more devices we added to an
ever-sprawling network of desktops, servers
and appliances.

IT was the insatiable monster and we as players
in the industry were only too happy to feed it.
But the industry has become unhinged. The
sprawl has stopped and the monster has been
silenced. In its wake we are seeing the birth of
a new era of computing. One where software
- not hardware is king. Where devices are more
relevant than platforms. It is going to be an
interesting time for IT and a challenging time for
traditional players who will need to shift their
approach and mindsets.
Are we ready for this change? I would like to
think we are. By the very virtue of the vendors
we keep company with it is our duty to stay one
step ahead at all times. In fact I think it is safe to
say I am looking forward to see how this new
era unravels around us and how we can jointly

ensure your customers are at the cusp of this
epoch of true innovation.
While these two areas are in fact areas we
believe will help us grow our business, and the
business of our resellers, they are by no means
the only two areas we are concentrating on
at Westcon. Our Africa business continues to
flourish, we are constantly looking at redefining
our vendor portfolios to ensure they match the
current business needs of our clients and that
it remains at the cusp of technology innovation,
and we are also dedicated to expanding our
services model to assist our partners at every turn.
At Westcon there is only one way – that way is up.

0800 600 557 | WWW.WESTCON.CO.ZA
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Slinky. Sexy. Smart. Mecer presents the new 8'' Mecer Xpress Smartlife,
a tablet to work and play, faster and smarter, while on the move.

M785
• ARM Cortex A7 1.2GHz CPU Quad Core
• Android 4.2 Jelly Bean
• 7.85’’1024×768 Gorilla Glass HD
• Capacitive Multi-Touch IPS TFT Panel
• 1GB DDR3 / 8GB NAND Flash Memory
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• Wi-Fi, Bluetooth, 3G+GPS (Voice & Data)
• 0.3M Pixel Front Camera / 0.2 Pixel Rear Camera
• Speakers& Microphone
• Micro USB / Micro SD, upto 32G
• 1 Year Warranty
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Mecer Xpress C22G
• Intel Core i5-3337U 1.8GHz / 2.7GHz

• Built-in 1.0M Pixel Front Camera / 2.0M Pixel Rear Camera

• Microsoft Windows 8 64 Bit Standard

• Built-in Micro SD Card Reader / Built-in Sound, Speakers, Microphone

• 11.6” Capacity Multi-Touch TFT Panel (Support Full HD 1080p)

• 2 x USB3.0, 1 x Micro HDMI, Li-Polymer Battery (9000 mAh) & Charger

• 64GB mSATA Solid State Drive (SSD)

• Keyboard with Touch Pad (Docking)

• 4GB DDR3 -1600 Memory
• Embedded 802.11 b/g/n Wireless LAN and Bluetooth 4.0

• Microsoft Security Essential Anti-Virus
• 1 Year Warranty

• Built-in GPS and 3G
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ICT industry consultant Paul Booth keeps you abreast of
the notable deals and developments that have occurred in
the international and local channel in recent months.

Booth’s bulletpoint bulletin
Pinnacle under the spotlight
Probably the biggest news
story to break in the past
weeks is the woes faced
by Pinnacle Holdings. The
distributor could face a
R5 million fine if it’s found
guilty by the JSE of failing to
announce the arrest of one
of its executives, Takalani
Tshivhase, timeously.
The Financial Services
Arnold Fourie, Pinnacle Holdings
Board is also probing
R28 million-worth of share
trades made in the 20 days between Tshivhase’s arrest on bribery
charges and the announcement to shareholders. If found guilty by the
FSB, Pinnacle Holdings could face further penalties that include three
times the profit made, or the loss avoided, as well as R1 million.
At the time of writing, the JSE was investigating whether the
company released timeously an announcement, as per its listing
requirements, that stated the executive had been arrested.
If Pinnacle Holdings is found guilty of breaching the JSE’s
requirements, it could receive lightweight private or public censure,
suspension, or the maximum fine of R5 million.
During the 20 days it took Pinnacle to tell the market about
Tshivhase’s arrest, three separate directors dabbled in Pinnacle stock,
selling more than a million shares. Between them, director George
Wiehahan, CEO Arnold Fourie and Tshivhase netted R28.6 million from
their sales.
News of the bribery charge, released in a short statement, sent
Pinnacle’s shares into free fall, as the stock lost 25 percent from its
opening price of R20, with losses mounting the next day, dragging the
share to R11.45.
Tshivhase has taken a ‘leave of absence’ until criminal proceedings
have been wrapped up, with the trial set for 2 June.
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African developments
• Business Connexion acquired managed print services
company Panabiz Nigeria; and Ultimate Solutions
Botswana, a POS specialist.
• Dimension Data is opening an office in Ghana.
• Nokia is setting up a base in Nairobi, to be headed by
Salvatore Maisano.
• Philips is establishing a research and innovation hub in
Kenya.
• Seacom has entered a deal with Akamai Technologies to
deploy the latter’s content clusters and caching nodes on its
network.

Local developments
• Actis has acquired 60 percent of CSH, the holding company
for Compuscan, Scoresharp and Compuscan Academy.
• Bula Document Solutions is to be liquidated following a
High Court decision in a case brought by Ricoh South Africa,
which is owed almost R19 million.
• EntrepreneurCountry has established a presence in South
Africa.
• Entersekt is opening an office in Atlanta, USA.
• Huawei has opened its first store in South Africa.
• ICASA will launch an enquiry into the state of competition
in the ICT sector.
• MapIT will be renamed TomTom South Africa.
• Orange is setting up shop in Johannesburg.
• Reunert’s Nashua Mobile subsidiary is disposing of its
MTN and Vodacom subscriber base back to the operators
for R2.26 billion. It is in discussions regarding its Cell C
subscriber base.
• Ubuntu Technologies has entered an alliance with
Aviat Networks, to create a new entity, Aviat-Ubuntu
Telecommunications, to be headed by Allen Tshabangu.

Compiled by Paul Booth, Adrian Hinchcliffe and Alison Job

Vendor deals

Local deals

• 3M acquired Treo Solutions, a data analytics and BI provider to
healthcare payers and providers.
• Apple bought Burstly, an analytics start-up, and Novauris
Technologies, a speech recognition firm. The latter was done several
months ago but not formally announced. The Mac-maker also bought
LuxVue, a manufacturer of next-generation LED displays.
• Alibaba has been on an acquisition trail. It purchased Hong Kong-listed
ChinaVision Media Group, in a move designed to bolster the former’s
entertainment strategy. The deal was worth more than $800 million.
The Chinese e-commerce firm also bought AutoNavi, a digital mapping
company, for $1.58 billion, and made a $215 million investment in
Tango, a US-based chat app.
• Canon purchased Molecular Imprints, a company that develops nanoimprint lithography systems.
• Disney bought Maker Studios, one of YouTube’s largest networks, for
$500 million.
• Dropbox acquired Readmill, an e-book reading app; Hackpad, a
document-sharing start-up; and Loom, a photo-sharing startup.
• Facebook bought WhatsApp, a mobile messaging start-up and the
largest-ever acquisition for a venture-backed company, for $19 billion.
It also purchased Oculus VR, a maker of virtual reality headsets, and
the team behind UK-based Ascenta, a tiny drone maker. The social
networking giant also bought Moves, a fitness-tracker app.
• Google made investments in Ionic Security, a cyber-security startup; Renaissance Learning, an education technology start-up; and
ThreatStream, a provider of a new cyber security intelligence platform.
The search giant also snapped up Titan Aerospace, a maker of solarpowered drones, and several patents from Foxconn (Hon Hai Precision
Industry), and Rangespan, a shopping analytics firm.
• IBM bought Cloudant, a database as a service provider, and Silverpop,
a provider of personalised customer engagements.
• Intel acquired Basis Science, a maker of a health-tracking watch, for
$100 million.
• Lenovo purchased a portfolio of patents from Unwired Planet for $100
million as well as a portfolio of more than 3 800 patents from NEC.
• Lenovo Group agreed to buy Google’s Motorola handset division for
$2.91 billion, in China’s largest-ever tech deal.
• Oracle purchased BlueKai, an online data management startup.
• Qualcomm and Samsung invested in Ineda, a wearable chip startup.
• Red Hat paid $175 million for Inktank Ceph Enterprise, a storage
systems provider.
• SAP and Adobe have entered a global reseller agreement targeted
at digital marketing and omni-channel commerce for enterprise
customers.
• Sophos bought Cyberoam Technologies, a unified threat management
company.
• Tech Mahindra bought the IT services arm of BASF.
• Tibco Software acquired Jaspersoft, a provider of embedded BI and
reporting software.
• Twitter acquired Cover, an Android lock-screen app that lets users
customise the apps they see and when they see them. It also bought
Gnip, a social-data provider.
• Yahoo purchased Wander, a social-diary company, and Vizify, a
company that converts social-media data into visualisations and
videos.
• Zebra Technologies spent $3.5 billion on acquiring Motorola Solutions’
enterprise business unit, which makes rugged mobile computers and
tablets.

• Adapt IT has formed a strategic partnership with Motio.
• Bitrate has recently added Nutanix virtual computing platform to its
portfolio for South African and the sub-Saharan markets.
• Blue Coat Systems has named Westcon South Africa as its regional
distributor.
• Cyberoam has appointed Core Networks as its distribution partner
in South Africa. It has also entered into a partnership with Sizwe IT
Group.
• Dark Fibre Africa acquired Conduct, a last-mile fibre solutions
provider.
• Drive Control Corporation has added Huawei’s range of enterprise
servers to its offerings.
• Esquire Technologies acquired FilmChrome, a digital film and video
company. It also signed a distribution agreement with Boss Audio
Systems.
• Genesys Telecommunications Laboratories has appointed Anana
Africa (a digital customer experience company based in the UK) as a
Genesys partner in the African territory.
• Hisense has entered a partnership with Rectron, providing it with
distribution rights to the complete TV range.
•	Internet Solutions acquired Antfarm to increase the former’s audio
and video streaming capabilities.
• Panda Security has partnered with iWayAfrica to extend its range of
cloud offerings.
• MICROmega Holdings bought Freshmark Systems, a provider of
information management systems for fresh produce markets.
• Nashua Holdings bought a 60 percent stake in Prodoc Svenska,
a Swedish office automation, document solutions and workflow
provider.
• Nazara Technologies has partnered with Electronic Arts to distribute
mobile games to mobile phone consumers across Africa.
• Samsung Electronics South Africa and Good Technology, a provider
of mobile security solutions, have entered a strategic partnership.
• TomTom Africa has signed a distribution agreement with location
based solutions technology company, deCarta.
• Trustlink announced its partnership with Actiance.
• Westcon is the official distributor of Avaya’s Scopia video
conferencing solutions.

International developments
• Cisco will invest $1 billion over the next two years to enter the cloud
services market.
• Facebook and Ericsson will create an innovation lab in California to
expand connectivity to emerging markets.
• Google has teamed up with Luxottica, the maker of Ray-Ban
spectacles.
• HP and Foxconn have launched a joint venture to make servers that
are aimed at companies providing cloud computing services.
• Microsoft has named 22-year company veteran Satya Nadella as
its next CEO. Co-founder Bill Gates will step down as chairman and
advise the new CEO on technology.
• Panasonic returns to the smartphone arena with Toughpad handsets.
• Sony is selling its VAIO division to Japan Industrial Partners. It’s
reportedly also considering a withdrawal from overseas PC markets.
• Windows XP systems support has ended.
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CONSIDER UNIFIED SCALEOUT STORAGE TODAY
If your business needs to respond more quickly to changing IT needs,
then your first stop should be unified scale-out storage and industryleading data management.

T

echnology is no longer an aspect of
business reserved for the cavernous recesses
of the basement. Today it is a business driver,
enabler and the cornerstone of the innovation
agendas of many organisations.
It is this expanding role that has led to IT leaders
having to rethink the way they architect their
storage, lessening the dependence on the
traditional requirements of storage uptime,
scalability, and cost efficiency, in light of factors
such as cloud integration and unified support or
SAN and NAS and simplified data mining.

So where to next?
If your business wants to accelerate operations
then they should consider unified scale-out
storage, in fact they should review the NetApp
FAS8000 Series, available from Comstor as a
technology to help make this move.
Quintessential to this changing environment is the
notion of the data-driven business. With this form
of business, access to data, information and the
performance requirements in between demand
a new approach to storage with an integrated
combination of high-performance hardware and
adaptive, scalable storage software that not only
supports existing workloads, but also adapts and
scales quickly to address new applications and
evolving IT models.

comztek
broadlink

The NetApp FAS8000 Series enterprise storage
systems have been specifically engineered to
address this exact environment. Supporting
business every step of the way.

The technical detail
According to NetApp the NetApp FAS8000
Series is powered by NetApp Data ONTAP and
optimised for scale-out, it is able to assist in unifying
your SAN and NAS storage infrastructure. The
series also boasts proven data management
capabilities, and accordingly has the flexibility to
keep up with changing needs while delivering
on core IT requirements.
To ensure this all happens. The FAS8000 features
a multiprocessor Intel chip set and leverages
high- performance memory modules, NVRAM
to accelerate and optimise writes, and an I/Otuned PCIe gen3 architecture that maximises
application throughput. Building on a decade of
multicore optimisation, Data ONTAP drives the
latest cores and increased core counts to keep
up with continuous growth in storage demands.
The result is a flexible, efficient I/O design capable of
supporting large numbers of high-speed network
connections and massive capacity scaling.

Why does this matter?
As a result of the unified scale-out storage
environment promoted by this series, your

Contact us for more information:+27 11 233 3333 | WWW.WESTCON.CO.ZA
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customers will be able to support more workloads, as
well as run SAN and NAS workloads simultaneously
with the industry’s only unified scale-out storage.
What’s more is that the technology will allow
you to consolidate your infrastructure as well as
eliminate downtime and in turn realise superior
value from a solution that delivers twice the price
versus performance benefits than all previous
generations.
The FAS8000 is optimised for cloud with
modular, flash-accelerated building blocks, native
multi-tenancy, QoS, nondisruptive operations,
and easily defined tiers of service. Storage can be
quickly provisioned to meet specific service levels,
and data is portable between FAS and FASmanaged storage from EMC and HDS so that
applications are not locked to a specific device.
The addition of Data ONTAP enables dynamic
data portability with seamless connectivity
between clouds so you can integrate onpremises storage with cloud service providers
and hyperscale providers such as Amazon Web
Services to create a hybrid cloud.

Choose Comstor
If you are looking for a partner to assist you in
delivering superior unified scale-out storage to
help you deliver on the demands of todays data
economy then look no further than Westcon and
Comstor. Your NetApp distributor of choice.

column

Aki’s eye

The ‘Greek Geek’ speaks about some of the tech
stories that have recently caught his attention.
The Greek Geek recaps some of the recent tech
stories that have caught his attention.
Trafficologist, technologist and The Margin’s columnist
Aki Anastasiou also hosts Technobyte on Talk Radio
702. Follow him @AkiAnastasiou

If you thought the 2004 Hollywood
blockbuster I, Robot was far-fetched, then
think again. The science fiction thriller set
in 2035 was inspired by Isaac Asimov’s
novels that depict a future dependant on
robots. But humans are slowly coming
to terms with a robot future, according to
a recent One Poll survey in Britain. The
survey was done ahead of the launch of a
new sci-fi TV series called Almost Human.
Of the 2 000 people surveyed, 11 percent
said they would have a robot child and 20
percent of respondents said that they would
consider a robotic pet. Forty-two percent of
those surveyed think that robots will replace
teachers in the classroom, but 46 percent
thought that technology is evolving too
quickly and is undermining traditional ways
of life. A third of Brits believe that they could
lose their jobs to a robot. The most alarming
result of this survey, however, was that 17
percent admitted that they would have sex
with a robot!

According to the ITU, by the end of 2014
we will reach almost three billion internet
users, with two thirds of those from the
developing world. In Africa, almost 20
percent of the population will be online by
the end of 2014, up from three percent in
2010. The latest ICT figures also show a
continual decline of fixed-line telephone
subscriptions. By the end of 2014 there will
be 100 million less fixed lines compared
to 2009. Mobile-cellular subscriptions will
reach almost seven billion by end 2014,
primarily driven by the developing world,
where cellular subscriptions will account for
78 percent of the world’s total.

In the past 18 months there have
been many reports of security
breaches in the news where millions
of credit cards and personal details
have been stolen from high profile
retailers. The Heartbleed bug
security flaw has further added
to how vulnerable users have
become online. The Pew Research
Centre’s recent identity-theft survey
highlights this trend. The latest
survey, conducted between 2013
and 2014, found that 18 percent
of adults had suffered some kind
of security breach where personal
information like ID numbers, credit
card details or bank details had
been stolen. This is considerably
up from 2013, where that number
stood at 11 percent. Over 21 percent
of online adults had experienced
their e-mail or social networking
account being compromised or
taken over without their permission.

And finally, yes, there is always
a finally, and with this story it is
literally ‘finally!’. At the recent
Digest Week conference held
in Chicago, Israeli researchers
presented a vibrating capsule to
help cure constipation. The capsule
– which is the size of a small coin
– has a tiny engine built in and is
designed to start vibrating six hours
after being swallowed. Once it
reaches the digestive tract it starts
to vibrate and early tests among
patients are showing promising
results in relieving constipation
without using laxatives.

The moon is 384 000km
from Earth. Now, imagine
stacking iPad tablets
253 000 kilometres or two
thirds of the way to the
moon. That’s how much data
has been created up to now.
According to EMC and
its latest Digital Universe
study, that number will grow
tenfold by 2020. To put that
mind-boggling amount into
perspective, we’re currently
creating 4.4 trillion gigabytes
or 4.4 zettabytes of data.
By 2020, that number will
grow to 44 zettabytes. This
data explosion will be driven
by the number of connected
devices that are expected to
grow to 32 billion and will
represent ten percent of the
world’s data. Consumers and
workers create two thirds
of the world’s data; and
enterprises are responsible
for securing 85 percent of
this. The challenge with
this massive increase in
data is where and how it
will be stored. EMC’s Digital
Universe study has revealed
that the rate at which we are
creating this data is outpacing
the storage capacity.
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Tullett’s tech talk
Jon Tullett has been covering IT for two decades and is
ITWeb’s senior news analysis editor.

Caveat emptor

S

outh Africans are bad at technology retail.
For end customers, the process of buying
technology in this country is awful, and
hasn’t got any less awful for two decades despite
the rest of the world figuring out this e-commerce
thing.
Don’t get me wrong, we’re pretty good in the
channel. We have experience building partner
networks and sourcing goods (exchange rates!
Shipping! Brrr!) and managing logistics. But where
the rubber meets the road – the last step – it’s pretty
dire. This manifests itself in many ways, but it boils
down to a central problem: most of us are selling
technology, not solutions.
That sounds trite, doesn’t it? Every retailer and
his dog claims to offer lovingly crafted ICT solutions.
But they don’t, not really. They push tin. And
buyers don’t care about tin. They don’t understand
it, and they shouldn’t have to.
Pop quiz (you’re in the IT business, right? Should
be a breeze). What’s better, a 2020M, 1007U, or
3217U processor? That’s the choice a consumer
gets, comparing similar entry-priced notebooks.
I know because I tried it – I put my consumer hat
on and went PC-shopping, testing retail websites
(awful) and ‘experience’ stores (worse).
The end result is predictable – we chase
customers away. In FMCG retail this is the classic
paradox of choice: give a punter too many options
and he’ll panic and not buy anything at all. And
faced with something as intimidating as IT, where
the buyer doesn’t even understand the options
(figured out that processor yet?) the buyer just
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accepts the premium of getting ripped off by a
middleman who is doing little more than taking
choices away.
We even punt virtual tin. The Joburg
Centre for Software Excellence at Wits
recently conducted research into how SMMEs
benefit from cloud computing. About half
the respondents said they didn’t use cloud
computing at all, but when presented with a
list of actual cloud services, 95 percent of them
ticked at least one. They simply had no idea
what ‘cloud’ stood for, but all the marketing is
packed with ‘cloud’ this and ‘SaaS’ that. Give it a
rest. The customers want financial solutions and
inventory management and office automation.
The industry, the research concluded, is missing
out on a LOT of opportunity.
Why does it have to be like this? Contrast this
with the international experience and things look
even worse. Visit dell.com (I don’t want to single
out Dell – all their peers score just as poorly
locally) and from hitting the US homepage it
takes literally three clicks to have an item in the
cart, ready for payment and shipping. Visit the
local page, and you can’t buy anything at all.
What you can get, eventually, is a lengthy list
of local partners who might or might not have a
model that suits your needs, only you can’t tell
because the list of partners includes exactly zero
web addresses. What?
I understand the need to level the playing field
and support the partner ecosystem, but the fact
is the process is hostile to the customer. I want

to spec out my machine and then have the
supplier figure out who can supply it. Not the
backwards process of phoning the entire partner
list to find out what models they stock, figuring
out what’s suitable, comparing it to options
from other suppliers, and then phoning again to
check whether it’s available…ugh.
For large enterprises, this is less of a problem
– they have procurement interfaces which,
while far from perfect and often quite a pain for
the channel partners because they just push
the pain upstream, make the process a great
deal less onerous. Smaller companies generally
have consulting reseller partners who charge
hefty margins largely for the privilege of having
to deal with antiquated procurement processes.
Consumers and SMMEs just get stuck with
the pointy end. They get to endure the retail
experience, on- or offline, and I pity them for it.
It’s going to change, though. There are
some bright lights in the market. There are a
couple of upstart sites that really do try to sell
technology the way the user wants to buy it,
and there are some really good contenders in
the enterprise procurement space. What I’m
anticipating is that someone in the channel is
going to crack the problem (probably by copying
a successful international player) and give the
rest of the market a hiding the way Dell did in
the ‘90s, and Apple in the 2000s. And you
should care, because what Dell and Apple did
was disintermediate a dysfunctional channel,
and it hurt.
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The destructive force of the
rand
Finance minister Pravin Gordhan is counting on a weaker rand to boost tax revenues from exporters. A common myth
about the South African economy is that a weak rand is somehow good for the country. There is no evidence that this is
the case.
by Ciaran Ryan
photography supplied

T

he rand has lost more than 20 percent
of its value over the past year, making it
one of the poorest performing currencies
in the world. That certainly helps exporters
better their prices on international markets, and
perhaps puts a smile on Pravin Gordhan’s face,
but all the evidence suggests that the weak rand
is disastrous for the country, and those of us
working with imported goods.
ICT executives interviewed for this story were
unanimous on one point: it’s the volatility rather
than the weakness of the rand that creates
havoc with business planning. Distributors are
accustomed to issuing new price lists once a
month to reflect changes in the level of the rand,
but what do you do when the currency – as has
happened in recent times – weakens by five
percent in a week?
“In some instances, we’ve had to issue new
price lists to customers more frequently than once

a month,” says Neels Coetzee, financial director
at Mustek.
“For customers faced with large price
adjustments caused by rand volatility, it can lead
to budget overruns, or indecision,” notes Uwe
Brandkamp, sales director at Westcon.
In most instances, companies are able to
absorb smaller currency fluctuations of two or
three percent, knowing that any cost underrecovery this month can be made up when the
rand strengthens. But if you’re quoting on fixed

price contracts, quotes are generally only good
for 24 or 48 hours, according to Craig Brunsden,
managing executive for software at Axiz
Workgroup. Any rand volatility greater than five
percent in a month typically requires companies
to issue new price lists to customers.
Brunsden adds that small fluctuation of
between one percent and three percent can
be absorbed by the company. “But bigger
fluctuations, by which I mean more than five
percent, we have to pass on to the customer.

“The consequences of consuming more than you
produce lead to the same things: rising debt levels,
lower savings rates, and ultimately inflation.”
George Glynos, ETM Analytic

SA’s current account deficit – a major cause of our currency weakness
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Toby Mahlangu,
Head of Channel at
MWEB Business

MWEB’S BIG CHannEl SECRET IS OuT
THE FaCT THaT MWEB BuSInESS HaS BOTH a dIRECT-TO-BuSInESS and a CHannEl
OPERaTIOn SEEMS TO BE OnE OF THE InduSTRy’S BEST kEPT SECRETS.
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advertorial

Toby Mahlangu, Head of Channel at MWEB Business, says it’s
time the secret was shared; pointing out that the company
has a range of channel offerings that it wants the world to
know about.

everything from maintenance and first line support to the
monthly invoice. They effectively utilise MWEB’s technology,
infrastructure and products, but rebrand them and make
them their own.

“Our channel offerings are split into Reseller and Wholesaler
programmes, and each offers its own sets of advantages.
Resellers can operate as Silver, Gold or Platinum Partners and
are provided with end-to-end support by MWEB Business,”
he says.

“Wholesalers have access to relationship managers within
our organisation, who provide them with access to very
specific skills and expertise. Whether what is required is
marketing assistance, or access to an experienced solutions
architect, our relationship managers ensure that they get it,”
says Mahlangu.

“With our Reseller programme, the key is that MWEB
Business provides assistance with sales, technical issues like
installation and maintenance and serves as the end users’
first point of contact.
“Resellers therefore have the opportunity to grow their
business by extending their brand and relationship with
customers, at minimal risk to themselves. By working with
us, they assist MWEB Business to achieve its goal of being
seen as the ISP of choice, while at the same time increasing
their own profits.”
He adds that the company is more than happy to assist resellers
by providing business sales executives who will work closely
with the reseller and help them to understand specific client
needs and, also to assist in designing a solution to meet these.
“Our Wholesaler programme is a little different to this.
Wholesalers retain their own customers and provide

mwebbusiness.co.za
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By offering best-of-breed solutions and working closely
with global brands, he adds, MWEB Business is able to offer
channel partners a really high-quality solution and service
that wholesalers are able to market as their own.
“From a solution perspective, MWEB Business remains
innovative and stays abreast of the technology changes that
occur so regularly in the IT market. In this way, we are able
to continue to offer complete end-to-end solutions, coupled
with the requisite business support that keeps us as the
partner of choice in the ISP space.
“Examples of this is our new hosted offerings which are
backed by cutting-edge technology and ensure business
continuity. These will add yet more strings to the bows of our
channel partners. Most exciting of all, these innovative new
solutions are just the tip of the iceberg – so my final word to
the market is ‘watch this space’,” he concludes.

Tel: 087 7000 555

analysis

Outlook for the rand

“Negotiating contracts in this kind of
environment is particularly difficult, as we
have to quote a fixed price, regardless of the
rand fluctuation. Typically, we hold a quote
valid for 24 hours or perhaps a bit longer. Forex
management is a crucial part of our business
and is handled by our chief financial officer and
his team.
“We have a natural hedging policy in the
sense that we hold about four or six weeks’
stock, and a large percentage of our products
are priced to order.”
Branskamp says one of the downsides
to a volatile rand is that customers have to
purchase within strict budget limitations. “A
weakening in the rand, such as we have seen
over the last year, makes it very difficult for
them to budget appropriately.
“We quote at a forward rate cover for a
limited period, at which time the quote must
be converted into an order. At that point, we
purchase forward cover.
“It also helps that we keep a certain amount
of stock, which protects us to some extent
against currency movements, but this has the
disadvantage that capital is locked up, and you
also have the factor of redundancy if stock is
held too long.

“For customers faced with large price
adjustments caused by rand volatility, it can lead
to budget overruns, or indecision.”

A negative pattern
One word describes what has happened to the
rand in recent years, according to George Glynos,
chief economist at ETM Analytics: “Dissaving.
That’s what happens when a country consumes
more than it produces. Whether you’re talking
about a household or a country, the consequences
of consuming more than you produce lead to the
same things: rising debt levels, lower savings
rates, and ultimately inflation.”
For technology importers, the effects of a
weaker rand negate the Moore’s effect – where
processing power doubles every 18 months or so,
resulting in cheaper costs of production.
Government expects the economy to grow
by 2.7 percent this year, rising to 3.5 percent in
2016. In his budget speech in February this year,
Gordhan placed some of the blame for the weak
economy on international trends, and found
something positive to say about the crashing rand
– down more than 20 percent since the beginning
of 2013. This was, he said, beneficial for exporters,
but it would make the cost of importing capital
equipment more expensive.

ETM Analytics economist George Glynos
lays the blame for the weaker rand at
South Africa’s culture of spending more
than it saves – known as ‘dissaving’ in
economic-speak. Our ballooning trade
and budget deficits have to be funded
from savings elsewhere in the world, and
these foreign investment flows – as we
saw last year – can very quickly reverse
at the first sign of trouble. “Our savings
rate in South Africa is very low, so when
we run budget and trade deficits, we rely
on overseas investors to make up the
shortfall.”
Finance minister Pravin Godhan
expects the budget deficit to drop from
a high of 6.8 percent in 2013 to four
percent of GDP by early 2014, and
continue its downward trajectory from
there. If Gordhan is serious about halting
the slide in the rand, then he will have
to make good on his promise to rein in
the budget deficit. The Reserve Bank’s
low interest rate policy aggravates
the situation by discouraging savings,
which in turn makes us reliant on
foreign investor flows. But as we have
seen, foreign investors are prone to
flight at any sign of disturbance. The
elephant in the room, of course, is a
government married to policies of which
the Europeans would be proud. Anything
that moves is regulated, and a country
with 25 percent unemployment can
scarcely afford the kind of labour laws
businesses are subjected to. As Glynos
points out, the private sector has all but
ceased hiring under this kind of regime,
leaving government as the largest job
creator. One need only look at the mines
to understand what happens when the
dead hand of government smothers
the airwaves of production through
over-regulation and meddling. Only the
very brave would invest in this kind of
environment.
Yet South African businesses
have learned to survive under trying
circumstances, and rand volatility is just
one of many business risks that must
be factored into a sometimes hostile
trading environment. Better and more
agile procurement – taking advantage
of any strengthening in the rand to
increase stock holdings – is just one way
of countering this. The technology sector
has had to live with this for years, and
no-one expects the currency situation to
ameliorate any time soon.
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The essential ICT survival guide for SMEs

Available as an interactive, digital-only edition,
Bytesize covers the latest research, best practices, tools, trends
and advancements in technologies to help SMEs succeed.
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Figuring it out
The Margin takes a quick look at some of the latest industry forecasts, statistics and predictions.
Compiled by Paul Booth and Adrian Hinchcliffe

Economic growth in subSaharan Africa is expected to
be about six percent this year,
slightly higher than in 2013,
and will be fuelled by SMEs,
according to the IMF.

WhatsApp is used by over

10.6 million adults

in South Africa, says World
Wide Worx.

The global 3D
printer market is
expected to grow
from

400 000
units this year to about

six million

Almost

30 percent

Worldwide server revenues
shrank 6.6 percent in Q4
2013, although shipments
grew 3.2 percent to over 2.5
million units, says Gartner.

of South African
computer
owners prefer
Dell, followed by HP (26%)
and Acer (25%), states Effective
Measure’s ‘Computer Brand
Perceptions’ research report.

Smartphone usage in sub-Saharan
Africa is expected to grow 40 percent
each year until 2017, predicts Frost &
Sullivan.

The worldwide wearables
computing market will exceed
19 million shipments in 2014,
and is expected to grow to
over 110 million shipments in
2018, according to IDC.

units in 2018, says Taiwan’s
Industrial Technology Research
Institute.

Shipments of tablet PCs to South
Africa increased 107.1 percent in Q4
2013 to a total of 513 000 units,
while traditional PC shipments
decreased 18.8 percent over the
same period, according to IDC.

Mobile data traffic in South
Africa will increase nearly
eight-fold over the next five
years, according to Cisco’s
Visual Networking Index.

Top five reasons for technology
investment failure:
Increased
complexity

50%

Need for additional
resources / skills

47%

Increased
security threats

44%

Cost of ownership /
escalating costs

40%

Network datacentre
performance issues

40%

Findings from a Riverbed survey of 1012 IT decision-makers in EMEA.

According
to the
World
Economic
Forum’s
2014
Network
Readiness Index
report,

Mauritius

tops the list for
Africa at number 48,
followed by Seychelles
at 66, and South
Africa at 70.

The South African IS
outsourcing, managed
services and hosted services
market is expected to
increase 10.9 percent this
year to $2.8 billion and the
cloud services market to
$229.7 million, according
to IDC.

Thirty-three
percent of all new
servers shipped in
Q4 2013 in EMEA
were virtualised,
according to IDC.
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Selling to education:

look to service
by Tracy Burrows
photography Karolina Komendera

In education, once-off sales of
high-end technology are not the
big money-spinner, say industry
players. Volume sales, support
and services are the real potential
revenue generators.

T

here’s good and bad news for resellers
looking to cash in on the trend to
introduce IT into education: the good
news is there are thousands of South African
schools not yet equipped with IT. The bad news
is that there’s no such thing as a quick buck in
this business – selling to schools takes time and
effort.
Mustek’s e-learning and education head,
Kobus van Wyk, one of 11 experts tasked by the
Department of Basic Education to investigate
the implementation of Mathematics, Science
and Technology in schools, says IT in schools
is gaining traction as a concept, but that actual
moves to equip schools have been slow to get
off the ground – particularly in government
schools. “It’s mostly a matter of slow-moving
bureaucracy and the cost of the technology,”
he says.
“While government schools have been
slow to adopt IT programmes, technology
is moving ahead and tablets are taking the
education world by storm. At a recent education
conference, we heard many school principals
saying cellphone screens and keyboards are
just too small for educational use, and that the
tablet is an excellent compromise between

a PC, laptop and a cellphone for educational
purposes.”
Meanwhile, text book publishers are making
strides in converting text books into digital
formats, he says. But while tablet prices are
coming down and digitised educational material
is becoming more readily available, the days of
e-learning going mainstream at schools across
the country are still some way off, says van Wyk.
“The bulk of schools and parents can’t afford the
technology, so the government would have to
fund it in order for widespread adoption to take
place,” says van Wyk. “This is where many
players such as Mustek are working to sensitise
the government to the value of technology in
schools. Admittedly, there are many competing
priorities in schools. The sad thing is, while we
try to address all the needs of education, the
digital divide between the haves and have-nots is
getting wider and wider.”
The MD of Microsoft South Africa, Mteto
Nyati, notes that Microsoft and its broadranging development initiative, 4Afrika, have
been extensively involved in taking IT into the
classroom. “In our work with partners in the
private sector, we see great willingness to take IT
into local education. However, these initiatives
tend not to be run in a coordinated fashion, so
they may lose some of their impact,” he says.
Nyati says efforts to digitise learning and equip
schools with technology must be stepped up as
a matter of urgency. “This is not just because
technology helps to engage learners better than
traditional methods, it’s also because they need
to be comfortable with technology in order to be
prepared to enter the 21st century workforce.”

What devices?
There’s a role for all devices in the education
sphere, say vendors. Mustek’s van Wyk says
ideally, every child in every school would have

access to a personal device such as a tablet PC,
which allows them to access digitised learning
material, carry out research and complete
homework and projects. But this is an unrealistic
goal at a time when feeding schemes and
basic school infrastructure must take priority in
many areas. “There’s also the risk that tablet
PCs could make children targets for criminals in
some areas,” he points out. “So the traditional
computer lab equipped with a server and desktop
PCs still has an important role to play in many
government schools,” he says.
Julian G. Pienaar, technical solutions
advocate at Lenovo, believes the ideal is three
types of devices during the course of 15 years of
basic and tertiary education. “In their early years,
children will benefit from ruggedised touchscreen
tablets that minimise the load they must carry
and give them access to rich educational content.
But as they get older, they will likely need an
entry-level PC or netbook for more advanced
computing and a larger screen size. At university
level, they may need a high-end PC or laptop to
run CAD, spreadsheets or design programmes.”
In all cases, durability and quality will be key,
he says. “It’s pointless buying low-end devices
with a lifespan of under a year, when children
need rugged devices that can withstand three
years’ use or more.”
In private schools and those with access to
extensive resources, tablets are being phased in
as standard school stationery. However, even in
these schools, it’s important to define the needs
of the school and determine the exact make
and model of device that children should have,
says Pienaar. “For example, one school settled
on iPads as the standard device for its pupils.
However, some parents handed down early
model iPads to their children. When it came to
delivering on projects that incorporated the use
of multimedia, those with early iPads that did
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not have cameras were not able to complete
the project.” For successful moves to e-learning,
schools, their governing bodies and technology
partners need to identify their needs upfront,
and settle on a clear and realistic plan for the
necessary infrastructure and device roll-out,
he says.
Pienaar adds that it’s also important to
standardise the acquisition model. “Some private
schools now offer the purchase price of the
necessary device built in to the annual school
fees, or make arrangements with approved
resellers on a payment plan for pupils,” he says.

What infrastructure?
The access devices are not the only component
of IT in education. There are also opportunities
for resellers to supply schools with servers,
data packages, smart whiteboards, networking
solutions, school administration software,
managed services and training.
Nyati believes the cloud presents very viable
opportunities for service providers aiming to
work with schools. “In general, there’s a lack of
trusted advisors with regard to cloud services and
technologies, and the situation is even worse
for schools, which traditionally don’t have their
own IT resources,” he says. “Cloud is a very
relevant solution for schools, allowing them to
leverage excellent educational content that is
freely available over the web, and to significantly
reduce their operational costs.”
However, this does raise the challenge of
affordable access, he notes. “In South Africa,
telcos have a responsibility to try and connect
and/or zero rate as many schools as possible,
and we do see this happening. With additional
funding – from USAASA for instance – we would
be in a position to speed up these connection
programmes and completely transform the
education landscape.”
“Training and support present a major
opportunity for resellers working with schools,”

“Education is an
opportunity, but
resellers need to guide
schools, and do a lot
of work around it. Too
many resellers are
still looking for the
quick buck as opposed
to putting in effort to
becoming a valueadded reseller.”
Julian Pienaar, Lenovo

says Pienaar. “Without training and resulting
buy-in from school staff, a school’s IT spend will
go to waste, and it’s unlikely they will invest
in more technology. He cites an example of a
school on the East Rand that invested in 60
smart boards, but used only two or three of them
in the first year. “This could be partly due to a
vendor simply ‘dropping boxes’ and leaving, and
partly because teachers were reluctant to move
beyond what they knew – the chalkboard. To be
effective and show an ROI, school technology
programmes need to include training and
support. This is where ongoing partnerships
between resellers and schools are important,”
he says.
Warren Olivier, Veeam Software’s regional
manager for southern Africa, believes too many
vendors and resellers may be missing the
point by focusing exclusively on the challenge
of taking tablets to schools. “We shouldn’t be
looking at margins alone – we should be looking

at innovative solutions actually suited to the
school environment and its limitations. We need
to look beyond tablets, which are out of reach of
the masses and have the additional down-side
of making children a target. Why not leverage
solutions such as the low-cost Raspberry Pi,
which might be customised to meet schools’
needs and plug into a TV to create a fully-fledged
PC?” Raspberry Pi is a basic, credit card-sized
computer that plugs into a TV and a keyboard.
Olivier believes that vendors and resellers
need to look to innovation across the school
IT infrastructure, using appropriate low-cost
solutions to create a virtual infrastructure that
minimises the use of expensive bandwidth
and enables access to rich digital learning and
administration tools. “We need to think smarter
about IT for education,” he says.
Pienaar says: “Education is an opportunity,
but resellers need to guide schools, and do a
lot of work around it. Too many resellers are
still looking for the quick buck as opposed to
putting in effort to becoming a value-added
reseller. It needs be a partnership. But this effort
could be rewarding in the long run, because the
groundwork could result in a five-year contract
for managed services and volume sales.”
Van Wyk says vendors and distributors such
as Mustek are stepping in to assist their resellers
in selling IT to education. “Many channel dealers
do not understand what the opportunities are
in education. Typically, a school approaches a
dealer looking for tablets and there is a once-off
sale. But there are so many opportunities that
could be identified if dealers got closer to schools
and provided the technology to match their
needs. It’s not just about selling, but also about
providing the maintenance agreement. This
is a longer-term arrangement and potentially
more valuable than the quick sale. The scene is
changing now – margins on tablets are smaller
and there is fierce competition. If you really want
to make money, you must transform from being
a sales house to being a service provider.”

Top tips for selling to
education
Top local stakeholders recommend:
• Understand the budget and resource
limitations schools have before
recommending solutions
• Look to designing innovative solutions
that achieve the schools’ goals within
their parameters
• Work with schools to determine the
specific make and model of device
needed to meet their needs, as well as
financing plans to assist parents
• Build long-standing managed services
partnerships, rather than selling highend solutions as a once-off deal
• Train teachers and secure buy-in from
a principal or ‘IT champion’ first, before
attempting to roll out IT in schools.
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Under the hood
How will technology shape the television of tomorrow?
by James Francis

T

he television isn’t dead – or even dying.
Last year, according to NPD, nearly 230
million sets were sold across the world.
This should make manufacturers happy, but
television sales are actually rather flat and
slowly declining from the 247 million of 2010 –
itself the peak of the LCD TV market that started
in 2007.

Panoramic Curved UHD TV 105”

The problem is the television itself: other
than the dramatic leap in resolution and picture
quality of the LCD and Plasma models, it’s
not a device that incentivises upgrades. Quite
the contrary: televisions can last for years and
traditionally fitted in more with the same buyer’s
choices as fridges, couches and other ‘semionce-off’ purchases. A lot of hope was placed

in 3D, but predictions largely fell flat: though
the technology boosted high-end televisions,
indications are that hardly anyone uses the
technology at home and broadcasters never
really came to the party.
So, the TV market needs a new holy grail;
where will it be found?

Higher definition
You’ve heard of 4K TV by now – the darling
of that annual tech mecca, CES. Top
manufacturers are already placing their bets:
Sony is leading the pack with its high-end
Bravias and Samsung is catching up. 4K is quite
simple to understand: although it’s popularly
held to be four times the current resolutions,
that’s incorrect. The 1 080p standard is also
known as 2K, while 4K is roughly double that.
There are two benchmarks: 4 096 x 2 160
pixels (4K) and 3 840 x 2 160 pixels (Ultra
HD). The latter is likely to become the common
standard across televisions, but at present there
are several resolution variants.
4K has a big benefit: you can sit closer to the
screen without pixelation, thus creating better
immersion. 4K is most popular among 50+ inch
models. While smaller televisions have been
mooted for a while, they aren’t materialising.
The larger formats make 4K a bit expensive
– the cheapest Sony model costs US$3 000
(±R31 000), but US$1 000 (±R10 350) models
are appearing from other manufacturers.
Though prices are falling, they’re doing so far
behind predictions.
Another problem is content: to watch 4K,
you need to shoot and broadcast in 4K. While
Amazon, Youtube, Netflix and M-GO all have
some 4K content, it’s a small pool. So small that
Samsung is even selling a hard drive filled with
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4K content for its televisions. And streaming 4K can
run you a staggering 16GB an hour. There are also
unanswered questions around compression and
broadcast spectrum, so at the moment 4K might be
biting off more than we can chew.
Still, manufacturers are very bullish about 4K in
2014. Toshiba expects to ship 800 000 units just
by itself and worldwide shipments are expected to
reach over 12 million. Panel manufacturers are even
more enthusiastic, projecting 27 million 4K panels.
But there is a caveat: over 80 percent of 4K TVs in
2013 were sold in China and the country is expected
to dominate the market into 2016. The third to fifth
spots in market share are all also Chinese brands,
so 4K’s seemingly robust momentum might be
country-specific and not indicative of a larger
trend. There’s no doubt higher-res screens are the
future, but it may be gradual and not the boom
manufacturers are hoping for.

The OLED revolution
OLED screens are everywhere – at least as far as
smart devices are concerned. These marvels of
technology have transformed our personal devices,
because the screens deliver a sharp image and
consume far less power than LCDs. It’s actually
quite simple: while LCD or Plasma panels require
a separate backlight, OLED generates its own

light. Removing the backlight also means OLEDs
are flexible – hence their appearance as curved
televisions – and they can be manufactured in
sheets.
But OLED is incredibly tricky and expensive to
manufacture. The majority of panels made have to
be scrapped – called a ‘low yield’ – and there are
concerns around other panel lifespan problems,
including ghost images. Today a standard OLED
TV costs around US$6 000 (±R62 100) and
can go beyond $20 000 (±R206 900). It may
be a nicer image, but consumers cannot justify
the price difference. Manufacturers are also not
too sure what to do and rely on punting OLED
as a high-end feature. Alas, because the panels
are already so tricky at 1 080p resolutions,
manufacturing 4K OLED panels is currently pretty
much impractical.
So for all of its high-end bluster, OLED might
not even service that market in the near future.
OLED is simply a very immature technology
– there are still competing standards on how
to implement it – whereas LED has decades of
development behind it. As such, the latter is cheap
and can easily adopt resolutions like 4K and
beyond. Granted, OLED can curve, but reviews
suggest this is more an annoying gimmick than a
real feature.

There is a dark horse
in the television
race. Projectors have
evolved by leaps and
bounds in the past
few years.
One area that has prompted some consumer
upgrades are smart televisions. It’s comforting to
know that modern televisions can reliably play
the content of a USB thumb drive, not to mention
patch into a variety of online services.

Piecemeal upgrades
The problem here is that smart TVs are evolving
fast and while your current model is adequate,
it may not be up to the task of tomorrow’s
applications. That is quite literal: televisions are
gaining their own app stores, which in turn enable
streaming and IPTV services.
Samsung realises that nobody wants a new
TV every year, so it announced the Evolution Kit
in 2012 and the product was released to market
in mid-2013. For around US$300 (±R3 100)

Ultra clear, Ultra productive, UltraWide
UltraWide 21:9 display takes multitasking to a new level
298P4QJEB

The 21:9 UltraWide Professional display is designed with multitasking in mind. Connect and view two different sources
at the same time with advanced Multiview technology. Images look sharper than ever in ultra-high 2560 x 1080
resolution and the IPS panel delivers distortion-free viewing from any angle. Whether you are demanding professional
requiring extremely detailed information for CAD-CAM solutions, using 3D graphic applications or a financial wizard
working on huge spreadsheets, Philips 298P4 displays will give you crystal clear images.
Drive Control Corporations - Tel: +27 (0)11 201 8927 - Email: info@drivecon.net

Sony Life Space UX laser projector

you buy a small box and a new remote. The
box plugs into a proprietary slot in the back of
some Samsung models, giving notable boosts
to performance and the interface. Well, the
interface for now – reviewers are not noting
visual leaps just yet. But they expect to as new
Evolution Kits are released. And technically, you
can plug a 2015 or 2016 kit into your 2012 TV,
giving it a new lease on life.
That all sounds good, but will consumers
bite? The price is right, but unless the Evolution
Kit builds a large audience, it will be little more
than a gimmick. Fortunately, Samsung enjoys
experimenting with new hardware ideas, so it
won’t abandon this immediately. But as yet,
nobody else is trying to get onto the bandwagon.

Still, perhaps one day you may even buy a
screen and a kit, then upgrade them individually
as your budget allows. But we’re still some way
from that – even Samsung’s product is more
a value-add to its existing products, not a new
paradigm for televisions.

Projecting the future
There is, however, a dark horse in the television
race. Projectors have evolved by leaps and
bounds in the past few years. Digital components
(notably Texas Instruments’ DLP technology)
have made them quieter, while LEDs have
extended lifespans and boosted performance in
bright light. Today, we can do what was once
unthinkable: project an image in a well-lit room,

without noise and for long periods – all at the
price of a 50-inch television, though projecting up
to 100 inches. 3D, smart TV apps and all the other
perks are also included. BenQ’s new top projector
has everything for US$2 000 (±R20 700), while
an entry-level 720p projector from Optoma costs
as little as US$500 (±R5 200).
It gets even better: both Sony and LG are
showing off short-throw laser projectors. ‘Short
Throw’ means you can put a projector very close
to a wall. In Sony’s case that is six inches (15
centimetres) to create a 100-inch image – and
in 4K. LG’s offering is only at 1 080p, but still
impressive, delivering a 10 million:1 contrast ratio.
The problem: either can set you back at least
US$10 000 (±R103 100). But those prices are
dropping. And Sony’s US$30 000 (±310 400)
projector gives a larger 4K image than the biggest
4K television, but at a better price.
But that is a sideline fact. The real news here is
that projectors are becoming cheap, reliable and
are doing away with installation problems. You
just rest it in front of a suitable wall and get all the
features of a high-end television. This suggests
projectors could become serious competitors in
the next decade.

Samsung Evolution Kit
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The smartest elephant in the room
The smart TV market seems to
be in crisis with stuttering unit
shipments, low penetration rates,
and somewhat optimistic hopes
of a return to growth. But this
take completely ignores tectonic
shifts in this market. The action is
somewhere else entirely.

to Digital TV Research. This figure is expected
to climb to 397 million (15.4 percent) in 2014
and 760 million (26.8 percent) in 2018, the firm
predicts. (See graph below)

percent of all new TV shipments.
Meanwhile, one in ten TV sets around the
world was connected to the internet in 2012
(228 million out of 2.28 billion sets), according

Global TV sets connected to the internet

by Carel Alberts

T

o provide a picture of the TV market, The
Margin has pooled together the research
and statistics of the analyst companies
that specialise in tracking this market segment.
Let’s start with what is arguably the great
white hope of the TV market – smart TVs.
A November 2013 research report by
MarketsandMarkets predicts that the market for
smart (internet-connected) TVs would be worth
$265 billion by 2016, from revenues of
$86 billion in 2010 (a compound annual growth
rate of 17 percent).
In the same year, Gartner said worldwide
unit production of smart TVs would grow from
69 million in 2012 to 108 million in 2013 and
198 million in 2016, when it will make up 85
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TV sets connected to
internet (million)
Penetration of all
TV sets

2010

2011

114.9

163.0 227.8 307.4 397.4 486.7 583.8 673.4 759.3

5.1

Source: Digital TV Research
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2012

9.5

2013

12.4

2014

15.4

2015

18.3

2016

21.2

2017

24.1

2018

26.8

Who’s the boss?

Global Smart TV Vendor Market Share (%)
Company

Q4 ‘12

Q4 ‘13

Change year-on-year

Samsung

25.4%

26.4%

1.0%

LG

11.9%

14.4%

2.5%

Sony

15.7%

14.3%

-1.4%

Panasonic

7.7%

7.0%

-0.7%

Sharp

5.6%

4.9%

-0.8%

Others

33.6%

33.0%

-0.6%

Source: Strategy Analytics

In hindsight
While the smart TV predictions may paint a
rosy picture for the future, a fourth set of figures
from IHS (Worldwide TV Tracker) paints a more
sobering picture of the entire market. Based on
three quarters of actuals, IHS predicted that total
global TV shipments would dip slightly to 226.7
million in 2013 (from 238.2 million in 2012 and
255.2 million in 2011). This opinion is supported
by NPD Display Search, which has recorded
a decline in global TV shipments since they
peaked in 2011.
Dumb technologies like the rear projection
(RP) and cathode ray tube (CRT) models of old
led the decline (NDP predicts that both CRT and
plasma TV technologies will disappear by the
end of 2015). But the smart market, fronted by
flat panel display technologies like LCD, plasma
and LED, wasn’t far behind, notes IHS. Here,
the dominant LCD TV segment shrank by one
percent, while the smaller plasma segment
suffered a sharp decline – 27 percent.

Reason
“The biggest reasons for the contraction are
the continuing global economic recession and
maturity of the TV markets of Western Europe,
US and Japan, which have been declining for
three consecutive years,” IHS states.
The emerging markets of Asia-Pacific, Eastern
Europe and the Middle East and Africa are also

African smarts
While South African competitive figures
are not forthcoming, Samsung provided
a look into African smart TV design at the
Samsung Africa Forum 2013.
Samsung East Africa deputy MD
Robert Ngeru said globally, 46-inch
screen sizes are now ’almost standard’,
and Samsung is seeing ‘exponential
growth’ in sales of TVs with connectivity,
voice and gesture control as well as richer
content and communications options.

“The biggest reasons
for the contraction are
the continuing global
economic recession
and maturity of the TV
markets of Western
Europe, US and Japan,
which have been
declining for three
consecutive years.”
IHS

shrinking, but for different reasons. Here, CRT
TVs are still disappearing while consumers
hold out on purchases of more expensive flat
panel models and vendors refuse to continue to
promote CRTs or cheaper LCDs. The stand-off is
having a major impact on sales.

Hope springs eternal
Nevertheless, IHS forecasts a return to growth
in 2014, driven by emerging markets, including
China (already the world’s largest TV market),
Latin America and Asia Pacific (excluding
Japan). Together, these regions would account
for 68 percent of the global TV market, based on
their organic growth, IHS notes.
And indeed, a return to growth happened
in the first quarter of 2014, driven by LCD
shipments, the firm reports.
The dominance of LCD panels with LED
backlighting heralds a decline in technological
diversity of flat panel TVs, IHS states, citing the
failure of OLED technology to take off beyond
four percent of sales.

South Korean mega electronics vendor Samsung
has long held the major share of this market, and
retained its leadership position during the Q4
2013 holiday season with a 26.4 percent share,
reports Strategy Analytics.
LG registered a 14.4 percent share, and
although Sony ships fewer flat panel units, it has
been aggressive in adding smart capabilities to
nearly all models, which helped it capture 14.3
percent. (See table on left)

Smart elephant in the room
But if tales of stunted growth, bright-eyed
promises of a return to growth led by emerging
markets and claims of a decline in technological
diversity don’t feel right to you, it didn’t to us
either.
This country-specific statistic provides
a different window: In 2012, connected TV
shipments made up 40 percent of shipments
in China and Western Europe, and 55 percent
in Japan, according to NPD DisplaySearch.
Strangely, the figure for the US was only 20
percent, a number even more baffling when
considering that North American households
consume the world’s highest levels of internet
video, averaging over 30GB per household per
month, according to Cisco.
The reason, according to Paul Gray, director
of European TV Research is North America’s
leadership in paid on-demand services, ‘which
tend to be tied to set-top boxes’. Perhaps the
proper conclusion, then, is that standalone TV is
dead. But what has it been succeeded by?

Which platform?
Strong global growth is expected from a variety
of sources providing strong competition to TV
sets, projects Digital TV Research.
• The number of connected TV sets via
streaming/retail set-top boxes (such as
Google’s Chromecast and similar products)
doubled to 34 million in 2013, before it is
expected to reach 126 million by 2018;
• There will be about 176 million connected
games consoles by 2018, double the tally in
2012;
• They will be outnumbered by installed smart
TV sets, which will account for 34 percent of
the 2018 total;
• The number of TVs connected via pay-TV set
top boxes will reach 117 million by the end of
2018; and
• Blu-ray players will account for 81 million
connections by the end of 2018, close to
doubling the figure for the end of this year.

The Margin thanks Markets and Markets,
Gartner, Digital TV Research, IHS,
Strategy Analytics, Cisco and NPD
DisplaySearch for the data constituting
this global picture.
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Internet-powered television
Selling TVs is not just about the device, but the platform it provides. Broadband and consumer-driven choices are shifting
the ground under traditional television’s feet. Understanding where and how viewers access and consume content will
help to know how to sell it.
by James Francis

T

elevision is changing fast. On-demand
streaming and piracy have both changed
the way viewers digest their entertainment.
What is happening and what might consumers
start buying for this new entertainment
paradigm?

media libraries built through piracy. And piracy
found fertile ground among viewers who became
impatient waiting for shows to appear in their
countries. The industry has noticed: M-Net now
debuts popular programmes such as the fantasy

saga Game Of Thrones near simultaneously to
overseas schedules. Poignantly, it’s also one of
the most pirated shows yet.
On-demand services are gaining traction
in South Africa, only limited by the uptake of

Exploiting the pipeline
The main catalyst behind TV’s transformation
is broadband. Telecommunication providers
want to elevate their position from simply
piping content to controlling services. In the US
this trend is evident in TV company Comcast
attempting to merge with internet provider Time
Warner Cable.
South Africa is also starting to reflect this
trend. Both MTN and Vodacom have been
rumoured to be shopping for streaming media
partners, while Vox Telecom launched a
promotion offering a free Apple TV device
for new signups. The company called this an
obvious synergy: Apple TV is a broadband
entertainment device and Vox sells broadband
data. It said the deal has been very popular – a
trend for streaming media will keep growing as
broadband improves in South Africa.

TV-On-Demand
Digital content is another catalyst, split into two
camps: on-demand services and local data.
On-demand services grew as a response to user

Geniatech player

Digital TV
The world is upgrading traditional broadcast systems to open spectrum for data services leading
to Digital Terrestrial Television (DTT). A broadcast format that can be intercepted with an antenna,
DTT signals are compressed and require set-top boxes to be decoded. DTT is an international
movement prompted by the UN agency International Telecommunication Union and has set a
deadline of June 2015. Several African countries have already made the switch, but the local
process is notoriously quagmired and South Africa might miss the 2015 deadline thanks to
poor government decisions and self-interest from all the players involved. But the potential is
noteworthy, especially in terms of new free-to-air and premium TV services. Companies such
as Kagiso have already signalled intent to compete, but everything hangs on the successful
conclusion of the transition.
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Dell recommends Windows.

broadlink
tarsus
Affordable, compact, easy: The ideal
first server for your growing business.
Introducing the new Dell PowerEdge T20 mini-tower server.
Getting organized, enhancing collaboration and protecting
information are critical for success in your growing business. The
Dell™ PowerEdge™ T20, powered by an Intel® Xeon processor
packs large internal storage capacity and capable performance into
a compact, quiet minitower chassis that delivers efficient, worryfree operation in a single, affordable server.

For more information contact Tarsus Technologies
on 011 531 1000 or visit www.tarsus.co.za
Dell Computers (PTY) Ltd. P.O. Box 71170, Bryanston, 2021, South Africa. Software sold separately. Ultrabook, Celeron, Celeron Inside, Core Inside, Intel, Intel Logo, Intel Atom, Intel Atom Inside, Intel
Core, Intel Inside, Intel Inside Logo, Intel vPro, Itanium, Itanium Inside, Pentium, Pentium Inside, vPro Inside, Xeon, Xeon Phi, and Xeon Inside are trademarks of Intel Corporation in the U.S. and/
or other countries. Dell Venue 7, Dell Venue 8, Dell Venue 8 Pro and Dell Venue 11 Pro are trademarks of Dell Inc. © 2014 Dell Inc. All rights reserved. Microsoft, Windows, Windows 8, Windows 7,
Windows are trademarks or registered trademarks of Microsoft Corporation in the United States a Software/Apps and accessories sold separately. nd/or other countries. E&OE
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Televisions will
remain popular,
but the sale of
complementary
devices like
media hubs will
become more
prominent.

than R800, it’s a sure sign that this segment
is moving from the fringes into consumer
consciousness. These devices also commonly
offer access to online streaming services,
evolving into a serious value proposition.

Google Chromecast

broadband. Most online services – Netflix,
Hulu, Amazon Prime and the BBC’s iPlayer
– are not legitimately accessible locally and
won’t be soon: Netflix has denied any such
plans. But there are services that offer virtual
networks (VPNs) that mask a user’s IP address,
allowing them to circumvent restrictions and
access such services. One, UnoTV, is even
rumoured to have a server based in Cape Town.

Taking to the stars
The satellite TV landscape is changing,
at least in theory. In 2010, TopTV entered
the satellite market, only to collapse
in 2013 and be rebranded by its parent
company as StarSat. It blamed its
downfall on monopolistic behaviour from
DStv, but the truth is more self-inflicted.
OpenView HD, a free satellite service
has been launched by Platco, sister
company to broadcaster e.TV. It hopes
to attract viewers among the doldrums
of South Africa’s digital TV transition, but
declined to comment on its roadmap.
Sentech rebranded its Vivid satellite
service to Freevision. It too has yet to
reveal audience numbers, but Vivid
once claimed over 60 000 viewers. Yet
if digital television (DTT) does finally
arrive in the country, these services may
become costly workarounds – especially
since many set-top boxes for DTT will be
subsidised – and it remains to be seen if
either can dent DStv’s dominance.

It’s unclear whether accessing these is
illegal – Multichoice has called it tantamount
to piracy, but later clarified this, saying that
though these services may be illegal, they are
nonetheless “a big source of competition.”
Meanwhile legitimate services are being
hamstrung by legal requirements – existing
licensing deals may explain why Google’s
Movie and TV Play Store offerings have not
arrived locally, despite being available in over
18 African countries.
But this won’t inhibit hardware sales,
particularly of smart TVs, Blu-ray players and
other gadgets that give access to services such
as Netflix. These remain perfectly agnostic
about a service’s origin as long as a VPN is
involved. Devices like tablets and smartphones
are more constrained, as they tend to force
users to use localised app services.

Your own media empire
The digital entertainment trend is not mutually
exclusive to broadband. Poor internet services
prompted South Africa’s suburbs in the 1990s
to foster rampant, uninhibited piracy. This
continues and has since spread to the internetstarved townships.
New technologies are making these media
stockpiles ever-more accessible. Today
practically any five-year old television, game
console or Blu-ray player is able to stream
content from a USB thumb drive. There is even
a growing industry of cheap media enablers:
Google’s Chromecast, Western Digital’s media
hubs and the popular Roku streaming player
are a few examples. Chinese brands have
started to enter the fray, such as the Androidpowered Geniatech players. Retailing at less

Beyond TV
The battle may already have moved beyond the
television and towards ‘multi-screen’ culture: the
ability to watch your preferred show or movie
on your preferred device – TV, phone, computer,
even car entertainment system. You can stream
shows via an internet service, pull them from
your in-house entertainment system or copy the
files straight to the device. Multichoice’s mobile
Walka system and DStv Catch Up services both
show this trend is being taken very seriously.
Televisions will remain popular, but the sale
of complementary devices like media hubs will
become more prominent. So will hard drives – at
least until broadband reaches far more functional
levels. Even in the US, the main adopter of
video streaming services, technical performance
problems such as streaming HD content remain
issues. The real losers in this may be peddlers
of movies and shows. The DVD has become an
inconvenient medium – Netflix, the kingpin of
streaming, started as a DVD rental business.

Watch exclusive video interview
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Vox Pops:

Is there margin and market
opportunity in selling TVs?
While television has been around in one form or another for more than three quarters of a century, its popularity has not waned since
its post-war boom. It’s a market that has seen increases in innovation in recent years, with a shift to flat screen panels, the growing
acceptance of HDTV and the increasing focus manufacturers are placing on developing new technologies such as OLED television.
The way we consume TV has also changed as many people today choose to watch visual content on their tablets, or to make use
of devices like the much-advertised DStv Walka. So just how is the market shaping up? The Margin decided to chat to retailers and
suppliers and find out their experiences. While many of the larger retailers were reticent to speak out on the issue, there were still
industry players willing to answer the question: ‘Is there sufficient market opportunity and margin in selling televisions?’

by Rodney Weidemann
Photography Karolina Komendera

Fred Saayman
Pinnacle Africa

36 The Margin | Q2 2014

Fred Saayman, sales director at Pinnacle Africa believes that there
is still an abundance of both opportunity and margin in the South
African marketplace.
“South Africa is still in its infancy in adopting new television
technologies such as 3D, HD and UHD. Emerging markets are
generally lagging behind here and are still saddled up with the
older type TV technologies. This will need to change in the future,
as the digital environment evolves. If you want to benefit from
these new technologies, you’re going to require the TVs that are
designed to deliver them. In addition, the growing public focus on
the environment and related energy-saving efforts is also driving
sales in newer televisions, which are far more energy-efficient and
environmentally friendly than older TV models.
“Pinnacle currently distributes its own manufactured brand of
Proline LED TVs which are competitively priced and designed to be
affordable for the emerging markets – we wouldn’t be doing this if
we felt the market opportunity did not exist. There has also been
a huge uptake of new TV technologies for use as video walls, as
well as in call centre environments, while the home entertainment
environment is also evolving. We are finding that customers are also
using their TVs as an interface for social media, video streaming
of online content and voice-over-IP services like Skype. Some
customers are even using their TVs as their primary computing
device, so it’s fast becoming more than a mere TV; it is seen as the
central entertainment hub in many homes.”

Bruno Melvin

Sounds Great Audio & Visual Experts

Bruno Melvin, manager of Sounds Great Audio & Visual Experts at
Clearwater Mall is more direct in his description of television margins:
“The margins on TVs are extremely low and there is virtually no money
in selling these items. In fact, if our store only sold TVs, we would in all
likelihood be out of business by now.
“On the other hand, the market for these products is always strong and
we have been doing very well in respect of sales. It must be remembered,
however, that there is enormous competition in this space although,
fortunately, you find that most retailers stick to a fairly similar pricing range.
This is mostly due to the fact that margins are already so low, they can
hardly lower prices much more, and if they pushed their prices above the
norm, they wouldn’t be able to make any sales. For us, the opportunity
lies in the fact that as a specialist electronics store, our employees are able
to offer specialist technical knowledge to our customers, along with real
quality products. For my part, I find it particularly interesting to note the
public’s view of TVs today. The flat screens and HDTVs are often viewed
by consumers as being overpriced, yet the prices for these types of TVs
have come down significantly since they were first released, as have our
margins. It would be nice for the general public to understand that we’re not
blowing the prices out of proportion just because of the supposedly fancy
nature of these TVs – in fact, we’re actually hardly making any profit on
these at all.”

Diane Bowran, CEO at Direct Deals in Woodmead is adamant that there
remains a clear market opportunity for televisions.
“TV technology is rapidly improving, which constitutes a great selling
opportunity, especially in an emerging market. We’re living in progressive
times, with unprecedented advances in features like 3D, UHD, OLED,
smart and curved televisions. As far as we’re concerned, it’s now almost
common customer practice to request these features. In addition, South
Africa is a very sports-oriented nation, so we have seen a higher than
usual increase in purchases of larger size screens during national sporting
events.
“As a long-time electronics retailer, it feels great to be at the helm of
cutting edge technology, so I am excited about the future deliverables on
TVs. That said, television margins have decreased in the last few years,
due to the country’s typically aggressive retail environment, trading in a
very tough economy. Of course, this is not exclusive to television; it’s an
overall challenge in consumer electronics margins. Retailers are being
forced to rely on add-on sales and diversified products to bump up their
margins.”

Diane Bowran
Direct Deals
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CHANNEL
RULES OF ENGAGEMENT
Channel partners are instrumental in
achieving business success. They are
even more critical in achieving business
objectives. Not only do our partners provide
market reach, they have the intrinsic ability
to deliver and scale customer solutions.
But how many organisations have clear
rules of engagement when it comes to
choosing and using channel partners to
amplify the value that these partners bring
to the table?

Claude Schuck
Channel Manager,
EMC Southern Africa

Global leader in business IT transformation,
EMC, has created the Rules of Engagement
to govern its interactions with its channel
partners and vice versa. These guidelines
cover segmentation, deal registration and
pricing engagements, and are designed
to maximise any organisation’s leverage
when working with their partners.
Governance principles to consider include:

BUSINESS
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No deal opportunity registered by a
channel partner will be taken directly
to the company or transferred to
another partner.

4.

The company should not engage directly
with an end-user client in a channel
partner registered opportunity without
a sales and/or pre sales agreement
with the channel partner.

5.

When there is a channel partner
involved in an opportunity, the
company should not communicate
either verbally or in writing (whether
it’s an introduction or a quote) to
that partner’s end-user client. Pricing
discussions need to occur with and
through the partner only, provided all
sales and pre-sales agreements are
already in place.

6.

Certified channel partners will have the
right to deliver services in channel-only
segments.

broadlink
emc

1.

2.

PARTNER

3.

Reserving the right to work on
opportunities in pre-defined segments
directly with the end-user customer.
Exceptions will occur if a channel partner
has an approval deal registration,
or the partner is engaged directly by
the account team to participate in the
opportunity.
For company-found opportunities in
channel-only designated segments,
channel partners should be engaged
by the sales team at the earliest
possible junction. The customer
relationship should be built from the
start and maintained through the
sales-cycle.

Of course, applying a carbon copy of these
rules of engagement to your business
might not be conducive to your growth
plans, the company strategy or culture.
However, these guiding principles will
form a solid foundation for virtually any
organisation to develop its own processes
to govern and grow with its channel
partners.
For more information, visit
www.southafrica.emc.com, or
follow us on Twitter: @EMCSADC.

grey imports

Thrifty shades of grey
Grey market goods come with no
support, no warranty and – all too
often – no spare parts, so is the
cost saving really the be-all and
end-all?
by Donovan Jackson
photography supplied

T

he Afrikaans idiom ‘goedkoop is duurkoop’
is probably the simplest and best
explanation of the problem that comes
with the purchase of grey goods. Resellers of
anything from hi-fi equipment to white goods
(that’s washing machines, fridges and other
domestic appliances) to IT products can save
a few rands by buying grey, but the couple
of bucks saved won’t seem worth it when
something goes wrong. That’s because the
grey market doesn’t tend to invest in things like
warranties, technicians and market structure to

support the products it sells.
Be that as it may, the channel faces a pretty
big problem with grey goods, which ranges
across hardware of most kinds (but generally
mass produced products), and to a lesser extent,
software. The real issue is that cost-conscious
users – and resellers looking for healthier
margins – don’t always consider the implications
of their purchases beyond the initial price tag.
And while there is nothing illegal about
the sale or purchase of grey goods, it quickly
becomes a problem for the vendor and its
approved distributors and resellers. That’s
because the owners of grey goods often expect
service and support to which they aren’t entitled.
Jacques van Wyk, Ricoh’s general manager,
Indirect Channel Operations, sums up the
problem: “If you want to provide customer
service and maintenance, you have to invest in
training technicians and stocking replacement
parts and consumables. You have to own the
supply chain and that’s a value-add in its own
right. Buyers of grey products expect you to
carry parts for their devices, but these are not
necessarily the same devices which are made
officially available in the country.”
He says the extent of the problem is such that
it cost up to 30 percent of turnover before Ricoh
clamped down.
Funny things can happen with products
getting to market outside of official channels, too;
some are ‘quasi’-legitimate, but with catches.
“We’ve had a dealer bring in a container load
of consumables that were past the sell-bydate, only to discover that customers were
experiencing problems,” says van Wyk.
“We’ve also seen used product come in from
Scandinavia, where it hasn’t worked very hard
through its lifespan, to be dumped in South
Africa.”
Both these examples highlight the issues
faced by the authorised channel. When problems
occur, end users blame the vendor and/or the
distributor.

Is grey bad?

Anton Vukic, Phoenix Distribution

All well and good, but the crux of the matter,
both for resellers and for end-users, comes down
to a simple question: is grey bad for you? As
a reseller, says Anton Vukic, channel director,
Phoenix Distribution, there is the opportunity
to gain bigger margins, but at the expense of
relationships with vendor and distributor (and,
ultimately, end user, too), and sustainability.
“Distributors are affected the most, as this is
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grey imports

“If I was a
consumer and a
half-price cartridge
is available, I’d take
it. As an educated
user, however, I ask
if it is the real deal.
What happens if
it breaks? Will I
still have warranty
protection?”
Jacques van Wyk, Ricoh

almost stealing from right under their noses. But
resellers need to be more wary now with the CPA
[Consumer Protection Act] as they might have to
take over responsibility of the warranty.”
He takes a macro-economic view: “It boils
down to more money leaving our country
and supporting international businesses. The
government is all about growing local business,
entrepreneurs and improving employment
opportunities [but] allowing grey product to enter
the country takes away business from local
companies, affecting our economy and growth. If
the government is serious about this, they should
ban grey products completely and support
growth of local distributors.”
However, the fact of the matter is that most
end users don’t think of macro-economics, they
tend to think of how to run their businesses or
homes as cheaply (and effectively) as possible.
Resellers, too, don’t necessarily consider
the value of a sound and mutually beneficial
relationship with distributors and vendors, but
can consider margins and the ability to compete
on price as more important.

Van Wyk acknowledges this reality. “If I
was a consumer and a half-price cartridge
is available, I’d take it. As an educated user,
however, I ask if it is the real deal. What
happens if it breaks? Will I still have warranty
protection?”
Those dealing in grey products also tend to
come and go, he says. “It’s not a sustainable
business model, so you get a ‘here today, gone
tomorrow’ situation. That becomes a problem
for resellers and for end users.”

How much are you *really*
saving?
Aside from the potential satisfaction of
getting one up on ‘the man’, there isn’t really
much room for discounts, as Vukic explains.
“Distributors pay the same price across the
globe, so the same margin structures apply.
You often find grey is a little cheaper as mass
retailers do not take the risk of carrying grey
stock, so generally you find small retail stores
selling these products at reduced margin or
online.”

Given the thin margins in most hardware
products, the putative advantage isn’t likely to
be substantial.
But how is it that the unofficial channel can
get products in and offer them at a reduced
price, even if the reduction is small? Aside
from the oddities described by van Wyk,
which often come with a catch, Vukic says it’s
also a volumes game. “The volume of stock
sold in our region compared to European and
US regions can’t be equated. European and
US distributors are pushing ten times the
volume that local distributors are, so are often
happier to sell at smaller margins. They also
often sell at cost to chase their rebate targets,”
he explains.
And van Wyk also says questions can
be asked about how the product comes to
market. “In some jurisdictions, less duties
are paid. When goods on the local market
are cheaper, they may have come into the
country labelled as something else to avoid
paying duties – and that’s an ethical grey area
all of its own.”
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in the trenches

The retail challenge
Chaos Computers
Describe your business
Chaos Computers positions itself to be a whole lot more than just your average ‘computer
shop’ and our staff are all focused on getting involved in the customer’s individual journeys
and experiences that inevitably come with the purchase of new technology.
We don’t just sell computers, laptops and tablets – we use them ourselves, we enjoy them
and we’re able to educate our clients on their benefits from first-hand experience. As users
ourselves, we’re able to be that much more helpful, informative and interactive.
What gives us the greatest pleasure is seeing customers leave our store confident that they
will be comfortable with – and thus properly able to enjoy – their latest technology purchase.
What’s been your best-selling category in the past year?
The latest trend is definitely towards portable computing in various forms, so it’s no surprise
that our biggest sellers fall under the laptop/tablet/mobile technology devices category.
What’s been your best-selling product in the past 12 months?
In keeping with the previous answer, our single biggest selling product has been the ‘ultrabook’
style laptop. This is a clear indication of the growing demand for small, portable yet powerful
laptops. We expect this demand to continue for the foreseeable future too. Another product we
have seen a rise in the popularity of in the past year has been solid state hard drives, with a
growing number of customers upgrading to these.
What’s not selling as well as expected, despite a big push from vendors/distributors?
Chaos as a whole has witnessed a decline in the sales of gaming gadgets in our retail outlets,
although this is primarily because an increasing number of gamers are choosing to buy from
online vendors, probably due to the simple fact that they’re almost permanently surfing the web.
What’s been the biggest surprise product?
Since we’ve recently started stocking home security and DIY CCTV kits, they’ve been selling
well. These are definitely great products and they seem to have taken off because people are
growing to enjoy the idea of having security systems for the home that they can access and
monitor remotely.
What does your customer base look like?
Chaos services a very wide demographic that takes in customers from the end-user right
through to corporates. This is because we’re able to source and supply any and all ICT
products our clients may require.
What’s the strangest question you’ve been asked by customers?
We get so many strange queries on a daily basis that we have probably heard them all. I think
my favourite one is the question we have been asked quite a few times by customers: “Where
do I find the ‘Any Key’ Button on my keyboard?”
What are the biggest challenges you face?
I already mentioned the dip in gaming sales, due to the encroachment of online retailers, and
I reckon these entities pose a huge challenge to retail outlets. Although, I still believe there’s a
place for our type of trade, as we offer services along with our products that online stores can’t.
Another major challenge is the fluctuating rand/dollar exchange rate, which can affect pricing
quite dramatically in the IT retail market.

Jason Nagel, sales manager,
Chaos Computers
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What defines a good day?
A good day for us is not always one based on turnover or profits. Chaos is a friendly and fun
environment to work in and as such, we like to see happy customers. A good day would thus
be one where the customers who have left our store have done so confident they’ve bought
the right product for their needs.

Staying the course in the ICT retail space in South Africa is not for the faint-of-heart, but what does it really take to be a
success? The Margin spoke to two Cape Town-based businesses – one privately-owned and one part of a major chain –
to determine exactly what life is like in the fast lane of technology retail.
by Rodney Weidemann
photography Sean Wilson

Landmark Computers
Andy van der Nest, owner,
Landmark Computers

Describe your business
Landmark Computers has styled itself as South Africa’s first PC enthusiast store. We’re the
first to build overclocked computers and water-cooled PCs, and we’re also the first to accept
Bitcoin as a form of payment. We’ve been in business since 2007 and are strongly focused on
the gaming market. I would have to ascribe our success to our focus on customer service.
What’s been your best-selling category in the past year?
Because of the gaming focus of our company, it’s probably no surprise that our biggest seller
has been graphics cards, although I believe this is most likely because of Litecoin or Altcoin
mining.
What’s been your best-selling product in the past 12 months?
Specifically, the AMD 280X graphics cards have been huge sellers. This is probably because
it’s affordable, yet able to cater for the serious gamer, delivering solid gaming performance
across the board.
What’s not selling as well as expected, despite a big push from vendors/distributors?
I’ve been a little surprised at the fact that the Intel 2011 chips and X79 motherboards have not
sold well, although this is possibly due to the fact that the performance difference between the
more expensive 2011 chipset and the cheaper 1150 is marginal.
What’s been the biggest surprise product?
The AMD R9 series of graphics cards has sold in far greater numbers than I expected. I
never thought that South Africans would be that excited about Altcoin mining, but I am very
pleasantly surprised that sales like this demonstrate that there is plenty of interest in this
country.
What does your customer base look like?
We find our clientele generally falls into a specific niche. They tend to be mostly middle- to
upper-class people, mostly private users and – unlike many of the larger retailers – our
customers are usually quite knowledgeable about IT.
What’s the strangest question you’ve been asked by customers?
It came from a customer in India, who asked me why our prices were so low, pointing out that
we appeared to be selling graphics cards more cheaply than the cost of manufacture. This was
cleared up once we explained to him that our prices were in rands, rather than in rupees.
What are the biggest challenges you face?
We face many of the same challenges as our competition, although as a business whose
customers largely come from the gaming fraternity, stock availability in South Africa can be a
major headache for us, as is a perceived lack of range.
What defines a good day?
There is no doubt that a good day would be one in which we were able to assist and impress
the widest range of clients, but I would be lying if I didn’t add that a good day is also one
where we achieve plenty of sales!

To read the extended interviews
download the digital version.
Simply scan the QR code or visit
themargin.co.za/downloads.
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Rediscovering the value
Marketing used to be seen as simply handing out flyers and organising golf days, but it has evolved. How do you ensure
you’re using it effectively to generate sales?
by Jessica Hubbard
photography supplied

F

rom the tier-one SI/VARs, all the way
down to the one-man hardware shop,
sales are undoubtedly the lifeblood of the
channel. But how do you generate interest in
selling products and solutions, especially in
such a crowded, and increasingly fast-moving
marketplace?
Traditionally, the answer has been marketing.
And even in today’s digitally fuelled business
environment, marketing continues to be the
answer. Yet for the smaller channel players in
particular, the marketing landscape has changed
almost beyond recognition over the past several
years – along with the tools and solutions that
marketers use.
So how do you approach this challenging new
playing field, and rediscover the value in – and
power of – marketing?
First things first, you need to be able to clearly
demonstrate the inherent value of new marketing
tools: how they work, why they work, and what
exactly justifies the investment – however large
or small.

Crunching the numbers
As Lindsay Britz, regional marketing manager
of Magic Software SA explains, marketers are
renowned for compiling qualitative evidence
for success. However, in many instances,
quantitative evidence holds more weight,
and should, therefore, make up a solid part
of the evidence/argument used to justify the
investment in marketing.

“As such, one has to be financially savvy
when discussing value and returns,” Britz
says. “The opportunity cost and lost revenue
associated with a lack of a 360° view of the
customer must be assessed, along with possible
cost savings and improved revenue.”

Valuing the intangibles
Andrew MacKenzie, creative director of national
branding agency Boomtown, points out that
in a tough economy, battling international
competition and tight budgets, as a marketer it’s
more important than ever to protect the creative
value of the work you do – yet this is one of the
hardest marketing elements to put an ROI on.
“There is still and will continue to be quite a
bit that marketing functions do that is valuable,
but difficult to measure in an attributable,
financial officer-acceptable way,” says
MacKenzie.
He adds that creativity and innovation are
key to economic growth and competitiveness
– so the question, according to MacKenzie, is:
‘How to secure consensus among senior, nonmarketing decision-makers on which marketing
activities are worth measuring and which aren’t,
but are still valuable to do.’

Understanding the customer
Once marketers have buy-in from the key
business decision-makers, the next step is
deciding on the right approach and creating a
targeted strategy.

Measuring the ROI
How do you measure the value of
marketing to ensure it’s not just money
down the drain?
“Determining the extent of success is
dependent on the objectives and resultant
metrics defined from the outset,” says
Magic Software SA’s Lindsay Britz.
“These can range from increasing lead
generation or reducing lead acquisition
time, to increasing loyalty or increasing
sales.”
She adds: “In order to ensure you
can offset the expenditure and generate
a positive return on your investment,
you have to highlight the expected
value qualitatively but more importantly
quantitatively. Since there might be a
heavy upfront cost associated, try to
arrange a proof of concept or trial. This
can assist in determining a fit against the
objectives while preparing data for the
decision-makers to analyse.”
Glen Meier, Coastal MD of Boomtown
adds that direct marketing or online
digital should give the best return in the
IT sector.
“Look at the business target objectives
(turnover and gross profit), and develop a
measurable ‘cost-per-contact’ strategy,”
he says.

Q2 2014 | The Margin 45

23279

slug xxx

Join our Partner Programs.
Add vAlue for your CusTomers.
Grow your mArGins.

reseller Program

Wholesale Program

sell one or more of our comprehensive range of business products
and services to your customers and receive monthly commission
for the duration of our reseller Partner Agreement or until the
customer’s service ends. mweB Business does it all for you
– contracts, invoicing, collections and customer support. we
provide comprehensive training and your dedicated business sales
executive is always available to assist where necessary.

Purchase one, some or all of our business products and
services at wholesale prices and sell them on to your
customers using your own brand.

broadlink
mweb

Our proven Reseller Partnership Program delivers a profitable,
annuity-based revenue stream for your business.

the more mWeB Business services you sell,
the HigHer your commission.
monthly
customer-based
revenue

Partner tier

Commission: % of
monthly revenue

r10 000 – r49 999
r50 000 – r99 999
r100 000 and more

silver
Gold
Platinum

10%
12%
14%

Products Categories:
-

vPn
Hosting
Connectivity
security

mwebbusiness.co.za
46 The Margin | Q2 2014

-

voice service
messaging
software and Hardware
Cloud services

•
•
•
•

Your customers remain yours.
You bill your customer.
You determine your margins.
You determine how you provide the product or service –
as standalone or bundled solutions.

• You set your own credit limit/s.

Wholesale Products:
- Astaro firewall
- durban metro Connect
- diginet
- mail marshall
- miG firewall, Proxy and
mailserver

- multi vPn
- online Backup
- Hosting solutions
- wholesale voice minutes

sales and enquiries:
e-mail: mwebpartner@mweb.com
Tel: 087 7000 555

T’s and C’s apply
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“In a tough
economy
- battling
international
competition and
tight budgets as a marketer
it’s more
important than
ever to protect
the creative
value of the
work you do yet this is one
of the hardest
marketing
elements to put
an ROI on,”

platforms, marketing messages should be
carefully aligned.
“SME channel players have different ways of
communicating with their customers because
they have different value propositions,” he
notes. “This allows for natural segmentation
of marketing tactics. What’s imperative is that
channel players’ marketing message aligns
across all marketing platforms chosen – clients
are connected through various platforms and will
quickly spot disparities.”

Co-operative approach
With regard to funding, Britz believes that when
a marketing channel approach is chosen, a
co-operative strategy is a good mechanism to
reduce or subsidise marketing spend.
“Vendors tend to have MDF (market
development funds) set aside to assist resellers
or channel members to push products and
brand awareness down the channel,” she says.
“Before embarking on an event or campaign,

it’s important to determine whether or not cosponsorship is pertinent or would add value. If so,
approach your vendor.”
In addition, the channel players involved
need to decide on a well-structured and carefully
designed marketing plan. This plan should identify
critical elements such as the customers being
targeted (potential and existing), as well as which
media platforms and solutions are appropriate
and relevant for the campaign in question.
Finally, you need to decide whether or not to
implement marketing campaigns and strategies
‘alone’, or to partner with a marketing agency.
Naturally, this will depend on a number of factors,
chief among them the resources available to the
channel players.
For smaller channel players, partnering with an
agency may not be realistic from a financial point
of view, but this does not mean that one has to
skimp on certain solutions, or is limited in the use
of new platforms and mediums (especially digital
platforms such as social media).

Andrew MacKenzie, Boomtown

According to Britz, the customer is the ‘most
empowered we have seen to date.’
Indeed, the explosion of big data, social
media, various communication channels and
smart devices is rapidly shifting consumer
behaviour. Consequently, it’s increasingly
challenging for marketers to understand and
engage a more informed and demanding
customer.
“Knowing when people or companies are
looking or are ready to buy is important, but
providing the right content in order to speed up
the buying process is vital,” says Britz. “In order
to deliver value to the empowered customer,
marketing has to gain greater insight into how
the individual customer behaves.”

Engaging across platforms
Some key tactics and technologies to engage
customers, once they have been identified,
include integrating software to gain a real-time
view of customers and using social media as
a valuable engagement channel. In addition,
traditional outreach methods such as print and
broadcast channels still hold value, especially
when used in combination with newer mediums.
Paul McIntyre, Software AG’s partner director,
highlights that while it’s key to harness various

Is social media for me?
With limited resources and restrictive budgets, deciding on whether or not to pursue social media
as a marketing tool is a critical question for SME channel players.
“If done correctly, investment in social media will be an important marketing tool. If done badly,
social media will only become a headache,” warns Software AG’s Paul McIntyre. “Although social
media platforms are free, investment is needed to manage these platforms. SME channel players
must, therefore, understand before they make an investment that the value of social media is to
start conversations and engage with audiences, and not necessarily see immediate financial gain.”
Boomtown’s Glen Meier believes that social media is vital for SMEs.
“Remember, the concept of a separate platform that is social media, no longer exists,” says
Meier. “Social media as a term is outdated. Think of it as digital communication…and digital is
everything. SMEs don’t have the budgets to run fully-fledged multimedia campaigns across TV,
radio and print – what a small business needs is an inexpensive solution that delivers results.”
Magic Software SA’s Lindsay Britz agrees that social media is important, but the right approach
is key.
“In 2011, CMOs within top enterprises touted social media as one of the key priorities going
forward,” she says. “However, after a couple of years, reality shows that the need to monitor the
brand via social media has dwindled. That being said, social media remains a key component
within the entire digital strategy.”
She adds: “The key for any company is to know how to connect and engage with its target
audience in the right medium, at the right time, with the right content.”
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channel diversification

Biometrics gets the thumbs up
Biometrics is a technology whose time has come – representing an opportunity for those channel players willing (and
able) to seize it.
by James van den Heever

T

he only surprising thing about biometrics is
that it’s taken so long to enter the corporate
mainstream. One would have thought that
the ability to identify individuals securely and
conveniently, without the myriad problems and
security challenges of passwords, would have
been irresistible. But now all indications are that
this technology is indeed starting to reach its full
potential – and so opening up new opportunities
for SIs/VARS with the right skills and attitude.

Given Africa’s particular business challenges,
it’s perhaps not surprising that biometrics’ ability
to tighten up on physical security has driven
implementations of this technology to date. Gary
Chalmers, CEO of iPulse Systems, a local designer
and manufacturer of biometrics technology,
says that Africa is a market leader in the use of
biometrics because of the high threat levels.
Mining and manufacturing, with large numbers
of employees working shifts, and government,

with its requirement for disbursing grants to large
numbers of people, have traditionally accounted
for the bulk of implementations. Of course, the
use of fingerprint biometrics for the Department
of Home Affairs’ National Identification System
will also drive the use of biometrics as a failsafe
identifier of South African citizens.
In addition, the use of fingerprint biometrics on
the iPhone 5 could indicate that passwords may
soon be a thing of the past, or certainly form only

Q2 2014 | The Margin 49

slug xxx

Redefining office IT. PowerEdge VRTX.

drive
comptia
control
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“There’s definitely room for growth for VARs with
strong solution skills.”
Teryl Schroenn, Accsys

part of a multi-authentication process.
Chalmers points out the majority of the
hardware used in biometrics is now plugand-play, and this market is starting to
commoditise. This sector of the market is thus
typically able to be handled by resellers in the
cabling end of the market. But, says Accsys
CEO Teryl Schroenn, the focus is now on the
software rather than the hardware, and how
that software integrates into the corporate
systems. For that reason, she says, Accsys
stopped developing its own readers some years
ago (it distributes technology from Suprema,
ZK and Safran Morpho) to concentrate on
developing its own PeopleWare software.
By offering time and attendance and payroll
functionality on a single platform, Schroenn
argues, PeopleWare gives clients both a single
point of entry to biometrics and reduces the
learning curve.
The key point to notice here is the need for
biometrics to be seen as more than a security
access feature and integrate into the corporate

systems to provide a good return on investment.
As this approach builds up steam, it will start
to support the use of biometrics to manage
companies and better decisions.
Says Schroenn, mobility will offer managers
a range of new ways of using biometrics to
manage employee productivity at remote sites
and to take staffing decisions based on real-time
information.
This convergence between the security and IT
aspects of biometrics means the opportunity will
suit channel players with the broad-based IT and
integration skills required to deliver value.

Only those with the right
skills need apply
“Value-added services are essential for growth in
this market,” says Walter Rautenbach, managing
director of neaMetrics, distributor of Suprema
technology and also a provider of custom
software. “Box-droppers typically find their stay
is short – the ability to understand and deliver on
a customer’s requirements is key to growth.”

Biometrics: Scoping the
opportunity
Industry sectors
Mining, manufacturing, retail and other
sectors that have large numbers of
employees and shift work are all solid
candidates for biometrics systems.
However, this technology is increasingly
moving into the traditional white-collar
environments and is expected ultimately
to improve digital security and replace
multiple (and unsafe) passwords.

Margins
These are likely to be higher when it
comes to solution-based integration
work. Estimates vary between 10 and
40 percent, depending on volume of
business.

Technologies
Fingerprint biometrics is the most
common type of biometric used but facial
recognition is becoming more important as
its price declines. Accsys’ Teryl Schroenn
says that facial recognition is particularly
relevant in environments where people
prefer not to touch surfaces that many
others have touched, and in conjunction
with fingerprints for greater reliability.

Rautenbach says VARs interested in
biometrics would be well advised to choose
to work with a single vendor that provides
a sufficient range of products to cover the
full spectrum of client needs. This approach
means that support costs can be minimised
and stock kept available. However, he
stresses, it’s also important to give clients the
peace of mind that comes from technology
that’s 100 percent compliant with international
open data exchange standards, thus ensuring
they’re not tied into a specific vendor.
Chalmers concurs that software skills are
paramount for ambitious channel players.
“Just knowing SQL puts you ahead of the
game,” he says. “The channel needs to
support solutions, not vendors – but you
should look for a vendor that supports endto-end solutions that cover both hard- and
software.”
Phil Scarfo, senior vice-president: sales and
marketing at Lumidigm agrees IT skills are
required rather than ‘biometrics skills’. The key
to delivering value is the ability to integrate
the biometrics solution into the broader IT
environment.
“There’s definitely room for growth for
VARs with strong solution skills,” says
Schroenn. “We’d certainly love to work with
such companies, both here and in the rest of
Africa.”
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one for the future

The idea future
Think ideas are hot right now? Coupled with technology, they will change
everything – your job, your company, even your education.

suggest is the next stage to that evolution.
The information epoch may prove to be as
significant as our first ancestors planting seeds
and chasing goats. Automation creates a
necessary web of support for the 21st century’s
ecosystem, freeing people to focus on even
more specific roles. Add in several other factors
and it paints an interesting picture.

by James Francis
photography Karolina Komendera

Specialisation is driving
technology

“

I suppose the best place to start is with 3D
printing,” says Jan Roux, CIO at Integr8
IT. “When these first appeared in the
mainstream, there was no real use for them.
Sure, they have a purpose in certain circles. But
you and me? What are we supposed to do with a
machine like that?”
His point is that the world at large is finding
ways to use 3D printers for more than prototypes
at design firms. There are many reasons for this
boom, but it all has an interesting hallmark: you
could say the cart is in front of the horse – and
yet it’s still working out. Not that this is the first
time in history that a concept took flight before
we knew what to do with it. But from where Roux
stands, it’s part of a rapidly accelerating trend – a
user-driven sea change fuelled by emerging
technologies.
“Ideas obviously aren’t new,” he says. “But
there was a time when ideas were just that – a
thought in your head or on a piece of paper. Until
you took several steps towards realising it, it
rarely became anything more.”
That’s the difference: while in the past an idea
needed to be commoditised, today it’s rapidly
become indistinguishable from capital. In the
near future, says Roux, we will have companies
who specialise in only ideas: “Let’s say one day
you want to buy a part for your car. Instead of
a warehouse keeping that part, you will find it
online at an idea repository. Perhaps you pay a
once-off licensing fee or subscribe to the service,
but either way you will pay to access the design
files for the component you need, which is then
printed elsewhere. Such a company would sell
nothing but ideas.”

Ideas now have tangible value
“Thanks to digital paradigms, ideas are gaining a
new tangible worth,” adds Jacques Watermeyer,
CTO at Integr8 IT. “Previously, a concept only
became practical once you entered the physical
realm. But with computers, anyone can create
a lot more substance around their ideas without
even approaching that physical line.”
It’s a quirk of the digital world: while
technically those ideas just exist as ones and
zeros, they are already so much more than a
concept ‘on paper’. Innovations like 3D printers
are simply empowering this new ability to bring
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“Previously a
concept only became
practical once you
entered the physical
realm. But with
computers anyone
can create a lot more
substance around
their ideas without
even approaching
that physical line.”
Jacques Watermeyer, Integr8 IT

new concepts to light, not least because
they’re making the process a practical reality
for almost anyone.
But what does this mean for the future? To
both Roux and Watermeyer, it’s a very big deal
and indicative of a major trend.

What’s driving technology?
“Technology no longer drives technology,”
says Roux. “If you look at past innovations, it
usually first delivered the extra power, then we
took advantage of it. But today, technology
is very user-driven, so the conversation has
changed.”
The question is what kind of shift this idea
culture will have on our world. Watermeyer
taps into another vein of the information
epoch: “Everything around us is becoming
increasingly automated, because, quite simply,
there’s no other way to keep up with it. As such
you’ll see specialisation become the dominant
trend.”
Specialists aren’t new. In fact, one of the
benefits of changing from hunter-gatherer
cultures to agriculture was that it facilitated
specialist roles: soldiers, artisans, politicians,
and so on. What both Roux and Watermeyer

“If you start working in the effect of big data
analytics, you can see a huge potential shift,”
Roux elaborates. “Take education as an
example. Today we pile subjects onto students,
expecting them to become jack-of-all-trades.
Many of these things are skills they‘ll never
use, yet that really varies between individuals.
So what if we were able to track a student’s
progress from day one and early on make
assessments like: ‘You’re clearly an artistic
genius, but your time is wasted on maths’.”
“One size fits all is already impractical,”
notes Watermeyer. “What we’re seeing emerge
now are the tools to finally change that. Even
data mining; look at the hashtag – that alone
allows anyone to fine tune their information
hunts. Imagine more personalised methods…
“At the same time we’ll see a rapid
centralisation of services. For example,
an airport’s core job is to manage flights.
Non-core services such as cleaning are
already provided by external specialists.”
The point is that this specialisation
culture is already actively evolving. But
emerging technologies mean we’re only
seeing the foam on the crest of a rising
wave.
Yet won’t this make us a little too reliant on
technology? If we’re all doing our own little
thing and machines run the rest, how long
before nobody knows how things work? Both
Roux and Watermeyer admit this is a drawback,
but add that we might be decades too late for
that question.
“It’s famously said that nobody on the planet
is capable of making a pencil from start to finish.
You may know how to cut the wood, but can
you grow it? Or you can grow the tree, but what
do you know about creating graphite? Or the
eraser? Or the process to create the metal cusp
for that eraser? Perhaps you can do all of that,
but what about the logistics of getting the
pencil where it’s needed?” says Watermeyer.
“We’re already in a specialist-friendly
culture,” Roux says. “The big change is
technology driving specialisation towards the
centre of our civilisation, all thanks to how ideas
have taken on a new dimension. Users are
finally able to engage those ideas from an early
point and capitalise them at a stage that never
existed before. This is incredibly empowering, to
a degree that nobody can appreciate yet.”

Jan Roux, Integr8 IT

Jacques Watermeyer, Integr8 IT
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Increase your customers le

comptia
AUTHORIZED
SERVICE CENTERS

CompTIA’s A+ Authorized Service Center credential provides
instant credibility to your IT Service & Support business.
Displaying the CompTIA Authorized Service Center logo shows
customers that you employ certified, knowledgeable technicians.
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in profile

48-year heritage
The Margin caught up with Kolok
MD Allan Thompson to find out
where the Bidvest-owned distribution
company will be focusing over the
coming years

the focus switched purely to IT consumables.
Now, Kolok employs 370 staff, with seven
distribution centres in South Africa, as well
as presences in Namibia, Mozambique and
Botswana. Annual turnover has grown to about
R2 billion per annum – making Kolok a key
player in the local distribution sector.

by DJ Glazier
photography Karolina Komendera

Bread on the table

F

rom humble origins almost half a century
ago, local technology distributor Kolok
has cornered a significant market share
in technology consumables. Now, in a sector
undergoing widespread realignment, the
Johannesburg-based technology distributor is
entering new, high-growth areas, and continually
reinventing its approach.
Starting life as a stationery company known
as Pelikan Products way back in 1966 – owned
by the German-based global Pelikan Group, and
then later Waltons – Kolok eventually adopted its
current name in the early-90s.
Following Bidvest’s acquisition of Kolok in
1997, the business lines relating to office furniture,
stationery and whiteboards were disposed of, and
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As the distribution landscape shifts, it’s essential
for mid-weight disties like Kolok to remain

Brands represented
•
•
•
•
•
•
•
•
•
•
•

Hewlett Packard
Canon
Samsung
Pantum
Verbatim
Brother
Lexmark
Epson
Geha
Kenton
Penguin

agile. MD Allan Thompson says that as new
models like ‘stockless resellers’ become more
popular, Kolok is ensuring it’s geared up for
these changes. The stockless reseller approach
essentially means the reseller becomes a
lead-generator, or outsourced sales office,
for distributors. This can generate significant
efficiencies within the channel.
While other tech distributors make strong
moves into ICT services (Pinnacle and MB
Technologies both completed major acquisitions
in this regard in 2013), Thompson says Kolok will
be growing its services business only in selected
product areas where it makes sense to do so.
Another area of growth is demonstrated by
Kolok’s recent forays into computer hardware –
printers, laptops and other devices. To compete
in this market, says Thompson, one has to add
real value. Early efforts at bundling Samsung
devices with Kaspersky security software would
be an example of this, he explains.
Thompson is a 26-year veteran in the
distribution field, and has seen a lot of change
during that time. He’s quick to point out the
expansions into services and into hardware, don’t
represent a core migration of Kolok’s business.
The mainstay business lines (consumables,

Allan Thompson, Kolok

“Over the years, we’ve
not been shy to shut
down businesses that
are no longer relevant,
and focus our energies
elsewhere.”
Allan Thompson, Kolok

tablets, accessories, CCTV equipment and data
media) will remain at the heart of its operations.
“We will not lose focus on what puts bread on
the table,” he says.

Irons in the fire
Thompson describes a process of constant
reassessment of brands and product lines –
cutting away where something no longer makes
sense. “Over the years, we’ve not been shy

to shut down businesses that are no longer
relevant, and focus our energies elsewhere.”
Once a stationer, now at the forefront of the
latest technology advancements, Kolok is clearly
able to morph and adapt its business as the
environment changes.
A forthcoming example of this may well be
in the area of large-format printing – something
Thompson is particularly excited about.
Measuring up to 2.5 metres in length, and
capable of printing onto various formats, largeformat printers have now reached an affordability
level (R2-4 million) that opens up opportunities
among graphic designers and printing houses.
Other than new product lines, Thompson says
the future will also see the group opening up new
geographical regions. Its sales office in Botswana
will be complemented by a new distribution
centre.
“Following that, our next port of call will
be Zambia.” He adds that as Bidvest rolls out
various presences across the continent, Kolok
expects to ‘piggyback’ on that expansion to
some extent. “There’s definitely an appetite for

acquisitions,” he confirms, explaining that he
and his management team continue to propose
opportunities to Bidvest.
From new acquisitions, to geographical
expansion, to new product lines, and valueadded services, Kolok clearly has a number
of irons in the fire. It’s a diverse approach to
strategy, aimed at naturally uncovering the next
big evolutionary leap in its business.

Product lines
•
•
•
•
•
•
•
•

Printers, laptops, monitors
Ink and toner cartridges
Computer and printer accessories
Data storage media
CCTV kits and accessories
Office cleaning products
Canteen supplies
Shredders, laminators, binders and
accessories
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Selling information highways
For the purposes of illustration, the theme for this issue’s mini survey is that of building highways. As roads are used to transport
goods, then in our analogy, networks are used to transport data. To generate a picture of how the networking equipment
and services market is evolving and where the opportunities are, and will be, The Margin reached out to a selected group of
approximately 35 experts from across the local industry, including leading vendors, distributors and systems integrators. We
received 27 responses, and from those we’ve generated the following data.

Where’s the
opportunity?
Knowing which sectors
to target can be a major
part of building a business
case. The most popular
vertical industries,
showing highest levels
of interest in networking
products and services,
according to our
experts are:

17
Telecommunications

13

9

Financial services

IT

9
Education

8
Public sector

* Respondents were asked to rank the top three

14%

Services

86%

Revenues from
products vs services

Products

An average 86 percent of
respondents’ revenues came
from products, with
14 percent from services.

Products and services

Which services are fuelling sales?

Which products are currently
fuelling sales?

Wireless
assessments and
optimisation
Switches

Wireless access points

Routers

20

20

11
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16

Network architecture
design

15

* In all of the above, respondents were asked to rank the top three

Managed
network services
(Infrastructure as a
Service)

14

Understanding the drivers
To best position networking value propositions, it’s important to understand
what is driving the uptake.
* Respondents were asked
to rank the top three

18

New networking
technologies/
innovation

16

Customer need for
increased productivity
enabled by the
network

12

Customer
need for lower
costs

Look to the
future
Which product/service do you expect to give
most growth in the next two to three years?
11

Wireless access points
Managed network services
(Infrastructure as a Service)

9
8

Switches

7

BYOD
Wireless assessments
and optimisation

5

The average
margin made 39.6%
from products 28.3%
was 28.3
percent,
compared with
39.6 percent for
services.

Which products/services currently give the most margin?

9

9

6

6

4

4

4

4

Switches

Installation
services

Managed
network
services
(Infrastructure
as a Service)

Network
assessments
and
optimisation

Networking
equipment

Routers

Server
appliances

Wireless
assessments
and
optimisation
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Do you recommend a single vendor for clients’ total
network infrastructure or do you believe in using best of
breed products for the different technologies?

7

5

10

Depends on the
client’s situation

Multiple vendors

Single vendor

Is there money to be made from
Small to Medium
Enterprises in the
networking
space?

Roughly what percentage of your clients have a roadmap to creating a fully
converged network infrastructure for voice and data services?
10%

1

<10%

3
6

10 - 25 %

4

25 - 50 %

8

50-75%

Which
phrase best
describes the
networking
equipment
market?
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1
A market
saturated with
too many
SI/VARs and no
opportunity

3
An immature
market, with
lots of room for
growth

1
Largely made
up of mature
clients, little
new opportunity

18
Room to grow with an
equal mix of mature
and immature clients

Do you believe BYOD will have any impact on the
South African networking market within the next
five years?

6

3

Yes, it will change
everything

Do you believe the Internet of Things will have
any impact on the South African networking
market within the next five years?

It will add to the noise
for upgrade decisions

13

It will have some
noticeable impact

2

2

11

7

It will add
to the noise
for upgrade
decisions

It will have
no noticeable
impact

It will have
some
noticeable
impact

Yes, it will
change
everything

Who will be most influential in driving the Internet
of Things?

Do you believe Software Defined Networking will
have any impact on the South African networking
market within the next five years?

Companies themselves will pull
it through
Mobile operators

4
3

Companies themselves will pull
it through

4
13

The channel - SI/VARs

2

1

11

9

It will add
to the noise
for upgrade
decisions

It will have
no noticeable
impact

It will have
Yes, it will
some noticeable change
impact
everything

Do you believe Unified Communications
will have any impact on the South
African networking market within
the next five years?

Do you believe Power over Ethernet will have any
impact on the South African networking market
within the next five years?
It will add to the noise
for upgrade decisions
It will have no
noticeable impact

4
2

It will have some
noticeable impact
The channel - SI/
VARs

13
4

1

10

12

It will have no
noticeable impact

It will have some
noticeable impact

Yes, it will change
everything
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Future outlook
How does our panel of experts envisage the local market
shaping up over the coming years?
For a start, 77 percent believe it can best be described
as a market with ‘room to grow, with an equal mix of
mature and immature clients’. Another common view is
that the market is gaining in momentum and the pace of
evolution will be faster than experienced in the last ten
years. There are numerous factors responsible for this
growth spurt.
Let’s begin with a local factor that will help drive
sales – internet bandwidth has been given a big shot in
the arm as the result of the recent landing of numerous
undersea cables. “More bandwidth will give access to
new innovations and services,” says Clinton Storm,
account manager at Cisco. Jaco Erasmus, Dell enterprise
product specialist at Drive Control Corporation, agrees:
“We’re currently very limited in terms of bandwidth
availability and as bandwidth becomes more readily
available and access costs come down, you will see more
and more companies and individuals move to unified
communication and cloud computing platforms.
“Wireless will also become more relevant due to
the use and adoption of BYOD strategies and increasing
utilisation of mobile devices like ultrabooks and tablets in
the corporate environment.”
Another trend is highlighted by Eman Liu, president
of Huawei enterprise business group for eastern and
southern Africa. “People will move towards converged
networks, as the Internet of Things grows in deployment
and use,” he says.
Donovan Couve, Cisco business lead at Comstor,
believes that some of the more traditional and less
innovative drivers for network equipment and service
purchases still hold true for local companies, such
as enabling communications that save on travel and
communication costs. “Partners are also looking into
offering products and solutions for their clients to save
office space,” he notes.
HP South Africa’s product category manager
Michael Wilson believes that with the various mentioned
trends on the horizon, combined with some technical
developments, the networking market is at an inflection
point. “Moving away from command-line interface to
policy-based management is the way we’re heading.
Removing the complexity even further, software defined
networking (SDN) will catapult companies that adopt
ahead of their competitors. Networking is at its most
exciting time and with all the innovation coming, the
opportunity is fantastic.”
Another ‘traditional’ driver that will influence the
market for network upgrades in the next few years is
coping with the growing demands on the network from
greater data creation. “Currently, there seems little
consensus when it comes to addressing the problem,”
says Andy Robb, CTO of Duxbury Networking. “This
means that although existing technologies, such as
SDN, are advancing – and will continue to be sources
of innovation – there is a danger they will be applied in
different ways by diverse vendors. Standardisation will
therefore be key.”
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Connecting everything
37% of respondents think the Internet of
Things will be the single biggest trend to
drive investments in network upgrades
over the next five years.
37%
Internet of Things

25%
Cloud computing

21%
Software defined networking

13%
BYOD

4%
Unified communications

The Margin says...
According to the respondents, while products (such as switches and
wireless access points) account for the majority of revenues, there is
higher margin to be made from offering services. Selling wireless access
points is believed to offer most growth over the next two to three years.
The Margin believes that much of the progress promised by the
various computing megatrends (such as cloud, BYOD/mobility, the
Internet of Things and the resulting big data demands) relies on the
foundation offered by the network.
For those currently in or looking to take the step into the networking
equipment market, there is opportunity. In fact, at a local level this can
be seen two-fold. Not only does the adoption of all or any of these
megatrends help drive network sales, the enhanced internet bandwidth
South Africa and the rest of the continent is experiencing will drive
connectivity requirements to businesses and organisations that aren’t
currently connected. As businesses across Africa become more digitised,
the reliance on reliable, high-speed and secure networking infrastructure
will become ever more important.

products

Stock watch
Find out what products are hot to stock.

Titanium backup appliance
Category: Backup appliance
Brand: Attix5
RRP: Available on request

Screenshot

Distributor: Heidi Weyers, Attix5, 011 575 0134
Date of availability: Available now

Specifications
Four models are available (Ti-6, Ti-12, Ti-20, Ti-40)
Each model is defined by its usable storage size, i.e. Ti-6 has 6TB,
whereas Ti-40 has 40TB.

Horizon 6
Category: Virtualisation desktop management
Brand: VMware

16 GB RAM on Ti-6 and Ti-12, while Ti-20 and Ti-40 have 32GB

RRP: Available on request

All models feature Quad Core 3.1GHz Intel CPU

Distributors: Ian Russell, First Distribution,
ianr@firstdistribution.co.za; Willie Jansen van Rensburg, Axiz
Workgroup, willie.jansenvanrensburg@axizworkgroup.com

All models feature unlimited Attix5 licences
Ti-6 and Ti-12 feature RAID5 redundancy, while Ti-20 and Ti-40
features RAID6

Date of availability: Available now

All models include a three-year, onsite, next business day warranty

Specifications
USPs
All-in-one backup and recovery on a single appliance.
Back up data from multiple office branches to a single, secure,
onsite backup location via private or public LAN.
Pay once and get unlimited licences and software updates for free.
No licence fee for desktops, laptops, servers and plugins.
Protect data and applications on both physical and virtual
machines.

Unified workspace with good user experience
Closed loop management and automation
Optimised for the software-defined datacentre

USPs
Centralised management of any type of enterprise application and
desktop, including physical desktops and laptops, virtual desktops and
applications and employee-owned PCs.
With Horizon 6, enterprise applications and Windows operating
systems are centrally managed so updates can be made in an agile and
predictable manner.
End-users can access all applications and desktops from a single unified
workspace.
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products
Wireless-N300 and N600
access point
Category: Networking
Brand: Linksys
RRP: N300 approx. R1 000; N600 is approx. R1 200
Distributor: Westcon, Consumer.Solutions@westcon.co.za
Date of availability: Available now

Specifications
N300
Integrated Power over Ethernet
Single-band (2.4GHz) capability and speeds up to 300 Mbps
Industrial-strength WPA and WPA2 security and data encryption
IPv6 support
Powered by 802.3af/at compliant source

Xbox One
Category: Gaming
Brand: Microsoft
RRP: TBA closer to launch date
Distributor: Westcon, Consumer.Solutions@westcon.co.za
Date of availability: September 2014

Advanced security and preventions (802.1X supplicant, SSID to VLAN
mapping, MAC access control, Rogue AP detection)
N600
Integrated Power over Ethernet
Dual Band (2.4 GHz + 5 GHz) and speeds up to 600 (300 + 300) Mbps
Industrial-strength WPA and WPA2 security and data encryption
IPv6 support
Powered by 802.3at compliant source
Gigabit Ethernet port

Specifications
8GB RAM
500GB hard drive
Eight-core x86 processor
Blu-ray player

Advanced security and preventions (802.1X supplicant, SSID to VLAN
mapping, MAC access control, Rogue AP detection)

USPs

Enhanced Xbox SmartGlass App for Windows 8, Windows Phone,
Android and iOS

Both the Wireless-N300 access point and the Wireless-N600 dual band
access point are ideal for desktop use or can be mounted to a wall or
ceiling.

Kinect motion camera

Both can be deployed as a WiFi access point or range extender.

USPs
Xbox One replaces not only the old console, but the old media centre as
well, providing a single point of entertainment and communications for
the family.
The HDMI input will allow users to watch satellite, cable or IPTV through
their consoles and give them a richer, more interactive experience from
otherwise ‘static’ television.
Users can now use their smartphone or tablet to navigate live TV or
switch between multitasking apps, as well as use voice recognition and
motion gestures to navigate content.
The controller has been dramatically revised to ensure that the
directional pad, thumb stick and ergonomic fit have all been enhanced.
Precision and control have been dramatically increased and the control
also offers new vibrating impulse triggers.
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Easy to set up and install via a web interface or simple network
management protocol.

B-Web 97 00
Category: Security – access control
Brand: Kaba
RRP: Available on request
Distributor: Guenter Nerlich, AWM360, 011 460 5335
Date of availability: Available now

Specifications
Seven-inch touchscreen with user-friendly display
Easy network integration via ethernet interface
Support of all conventional RFID readers and fingerprint sensor
Power supply options include 230VAC, 24VDC and PoE
Integrated microphone and speaker
Video function

USPs

Evolution 360° outdoor
camera

The B-inspired information system is suitable for practically all types
of organisation in all industries.

Category: Security – surveillance

Simple to install, it uses software that makes maintenance and the
addition of new apps easy.

RRP: Available on request

Can be customised to specific processes and operational
environment.

Date of availability: Available now

Made of tough material with scratch-resistant glass surface the
terminals have an ultra-modern design, meaning they fit in well in
all environments, including industrial areas.

Brand: Pelco
Distributor: Westcon, Electronic.Security@westcon.co.za

Specifications
Five megapixel camera
High frame rate, H.264
On-board SD card
Supports PoE
Digital input and output and audio capabilities

USPs
The camera provides an immersive experience that allows the
operator to go back in time to retrospectively view the total scene
in its original form and then pan, tilt, and/or zoom within the 360°
image, as though it were a live image.
Multiple users can view the same image with different perspectives,
concurrently from a single camera – either live or recorded.
The facets of the Evolution 360° cameras and the forensic
capabilities range in application from city, retail, workplace to home
surveillance.
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Technology in the Classroom
Technology in the Classroom
Exciting new products from Mustek Education
Exciting new products from Mustek Education

The Information technology needs of Education are very specialised, if not unique.
The Information technology needs of Education are very specialised, if not unique.
Mustek, South Africa’s largest local computer assembler and distributor, has recognized these needs and has
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and distributor, has recognized these needs and has
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to focus
solely
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sector.
established a division to focus solely on the Education sector.
This division is adopting a holistic approach to the needs of Education. “Critical to serving the education sector,
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of Education.
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education sector,
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the right
product range,”
says
Kobus to
Van
Wyk,
Head
the of e-Education
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Mustek,
is having the right product range,” says Kobus Van Wyk, Head the of e-Education initiative at Mustek,
“like Mustek, every distributor has PCs, laptops, servers and printers. We need to go beyond those products and
“like Mustek, every distributor has PCs, laptops, servers and printers. We need to go beyond those products and
identify unique solutions where Mustek can differentiate itself in the education market.”
identify unique solutions where Mustek can differentiate itself in the education market.”
To this end Mustek has been very successful. Over and above the wide range of Mecer, Toshiba, Acer, Lenovo,
To this end Mustek has been very successful. Over and above the wide range of Mecer, Toshiba, Acer, Lenovo,
Brother and Epson products it carries, it also:
Brother and Epson products it carries, it also:
• has secured the sole distribution rights for NComputing products in Africa.
• has secured the sole distribution rights for NComputing products in Africa.
• is Intel’s biggest partner in Africa, and has long been the leading distributor of Intel Classmates (which carry
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The NComputing Phenomenon
The NComputing Phenomenon
“The most important advance in PC technology since the introduction of the laptop” –
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Multi-User
Computing.
Gartner on Multi-User Computing.
Technology in Education has been turned on its head since the introduction of NComputing and
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NComputing multi-user solutions in over 60 countries.
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NComputing products allow multiple users to share a single normal PC - a standard Core i5 machine with 4GB
NComputing products allow multiple users to share a single normal PC - a standard Core i5 machine with 4GB
of RAM is more than enough to manage 11 simultaneous users. The advances in processor power mean that all
of RAM is more than enough to manage 11 simultaneous users. The advances in processor power mean that all
users have the same personal experience as they would have if they were on stand-alone PCs. A fully networked
users have the same personal experience as they would have if they were on stand-alone PCs. A fully networked
30-user classroom can be equipped with an NComputing solution for around R80000.
30-user classroom can be equipped with an NComputing solution for around R80000.
The ﬁrst and most obvious advantage is a saving on up-front costs. The rule-of-thumb is that an
The ﬁrst and most obvious advantage is a saving on up-front costs. The rule-of-thumb is that an
NComputing classroom will cost half of what a classroom based on stand-alone PCs would cost. This means that
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partner awards

Partners in time
EMC recognises channel excellence in South Africa.

EMC Southern Africa has announced
the local winners of the annual EMC
Business Partner Update held at Monte
Casino, Johannesburg.
Winners were selected based on their
relationship and commitment to EMC,
as well as their ability to extend EMC’s
reach into the marketplace and add
value to its information infrastructure
solution offerings.

EMC Southern Africa
award winners for 2013
include:
Distributor of the year:
First Distribution: EMC
Partner of the year:
Storage Technology Services
Highest growth partner of the year:
First Technology

Philippe Fossé, EMC; Bernard Vertenten, Stortech; Servaas Venter, EMC; Kishore Natvarlal, Stortech;
and Edgar Mabothe, EMC

BRS partner of the year:
Puleng Technologies
Highest incremental growth partner of
the year:
Technology Corporate Management
Channel sales persons of the year:
Jannie van der Westhuizen and
Clarence Beukes, Puleng Technologies
Pre-sales person of the year:
Gerhard Horn, First Technology

Servaas Venter, country manager of
EMC Southern Africa, notes: “These
awards celebrate the performance of
our partners across southern Africa. The
channel has never been as vital as it is
now and these awards recognise the
great achievements by all over the past
year – with some of those recognised
for achieving their highest growth to
date during this time. We truly value
each relationship that we have and
recognise the contribution our partners
make to EMC’s business.”
Philippe Fossé, EMC; Servaas Venter, EMC; Paul Pimenta, TCM; and Edgar Mabothe, EMC

68 The Margin | Q2 2014

appointments

New at
the top
Some of the key
appointments made recently
across the channel.
Compiled by Alison Job
photography supplied

Quintica appoints MD for Africa
Quintica has appointed Kerry Evans as
managing director for its African operations,
Quintica Africa.
Evans previously held the position of
managing director of the company’s South
African operation. Her new responsibilities
extend to east Africa, including Kenya and
Uganda, west Africa including Ghana, Nigeria
and Angola as well as continued management
of the South African business.
Prior to joining Quintica as its managing
director in 2012, Evans served tenures at a
myriad IT companies and has a solid reputation
for starting ventures from scratch, restructuring
environments that require it, bolstering and
motivating sales teams and efforts in order to
grow business.

Symantec appoints
Christodoulou
Symantec has appointed Nick Christodoulou
as its new country manager in South Africa.
Christodoulou will be responsible for growing
Symantec’s consumer, commercial and
enterprise business, while strengthening
cooperation with partners.
“I look forward to enabling our partners in
South Africa to develop their expertise, while
helping consumers and businesses protect and
manage their information,” he says. In his new
role, Christodoulou will report directly to regional
director Gordon Love, who oversees Symantec’s
business across the Middle East, Turkey and
Africa (META) region

Pires gets new role

Fortuin to head BT subSaharan Africa
Former HP and IBM executive Oliver Fortuin
has been appointed to lead BT’s operations
in sub-Saharan Africa. The IBM veteran
will be in charge of growing BT’s business
and leading its regional management
team, replacing former regional MD Keith
Matthews.
Fortuin left IBM in 2012 to establish his
own business, after holding the position of
country head for three years. Prior to that,
he was HP’s country manager between
November 2008 and May 2009.
Fortuin had headed HP’s Technology
Services Group from April 2007 and was
also previously responsible for HP’s services
and outsourcing business.
BT established its sub-Saharan African
headquarters in South Africa in 1992.

In a bid to improve its focus on government
and service provider clients, as well as to offer
partners support in this area, JP Pires has
been appointed by Westcon in the capacity of
government and service provider director.
The appointment comes as a result of
customer demand for the value-added distributor
to provide additional support services in these
vertical markets. Pires joins Westcon from a
senior channel sales role at Neotel and brings
with him a wealth of experience in and around
the areas of new business development, channel
sales and partner management, as well as a
significant understanding of the local private and
public ICT sector.

Schuck takes up the channel
reins
EMC Southern Africa has appointed Claude
Schuck as channel manager. Formerly head
of Dell’s large enterprise business unit, Schuck
has almost two decades’ experience in the IT
industry, including many years in the channel
arena.
“EMC has a strong future with its focus
on ‘big data’ and its ability to accelerate the
organisation’s journey to cloud computing, it
represents the future direction of the industry.
I’m joining an organisation with an extremely
mature channel programme which is enhanced
and strengthened on an on-going basis,” says
Schuck.
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Trusting in transparency
Vendor and partner relationships should be beneficial to both parties, and in order for that to happen, there needs to be
dialogue and openness.

“For partner
businesses to
grow, and to grow
sustainably, they
need to ensure the
relationships they
have with vendors
are strong and
stable.”

Noman Qadir, director of channels, Middle East and Africa, Citrix

T

he recession that started in 2007, and
continues to cloud our economy, has
been a challenging time for the channel
and vendors alike. However, IT spending is once
again on the rise and customers are looking
for solutions that can assist in creating better
efficiencies. As a result, this has forced all
partners to re-evaluate their business and focus
on core offerings, ensuring that customer needs
are being met and great service is delivered.
Across many businesses, every element of the
organisation has been subjected to review, and
the relationship a reseller or partner has with a
vendor has been subject to scrutiny.
For partner businesses to grow, and to
grow sustainably, they need to ensure the
relationships they have with vendors are
strong and stable. As these relationships are
so valuable to both parties, they should be as
transparent as possible with vendors responsible
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for codifying this in a clear reward-structure.
Once in place, all partners know where they
stand and can work more effectively with
vendors to drive sales and growth for all
concerned.
Having a clear and transparent rewardsstructure helps create a level playing field
among partners and resellers, ensuring each
is treated fairly based on the amount of work
they do. With global IT spending set to increase
by 4.1 percent in 2014 according to Gartner
(bitly.com/1aEhTer), there are considerable
opportunities on the horizon for the channel.
In my experience, there are a few key
considerations that vendors have to pay
heed to in order to establish and maintain a
transparent relationship:
• Listen to partners: An obvious suggestion,
but a necessary one. Vendors need to spend
time listening and truly understanding

their partners’ needs in order to develop
appropriate incentive structures. Different
businesses have different needs and different
motivations, so these all need to be taken
into account when developing an appropriate
structure that all can benefit from.
• Provide clear and genuine incentives:
Vendors need to ensure the partners they
work with have clear incentive-structures
that benefit both businesses. This means
recognising some benefits are of more value
than others and increased sales should be
recognised with increased benefits. This is
widely recognised throughout the industry
through the use of different partner levels,
but these need to be based on merit, not on
relationships or other factors.
• Be prepared to evolve partner structures:
No partner structure will be fit for purpose
for ever. They have to evolve and adapt as
both partner needs and the market changes.
The only way this can be done effectively is
by having conversations with partners and
recognising when changes are of benefit to
both parties.
• Ensure consistency: Vendors need to be clear
and consistent in how they run their incentive
systems. In doing so, expectations are set
for both parties and the vendor is seen more
credibly by its partners.
With considerable growth opportunities on the
horizon, vendors and partners need to ensure
they have strong and stable relationships
in place, so they can both reap the rewards.
Transparency is key to this and those channel
relationships that are open and honest are the
ones that are likely to last in the long term.
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The Dell Venue 11 Pro is the do-it-all tablet. Stunning, full HD screen
and wider viewing angle let you easily share work with others.
The Dell Venue 11 Pro is the do-it-all tablet. Stunning, full HD screen
Full Windows 8.1 and accessories like a keyboard and dock provide
and wider viewing angle let you easily share work with others.
desktop-like functionality. The power of Intel® Core™ i5 processor
Full Windows 8.1 and accessories like a keyboard and dock provide
delivers extraordinary battery life and fast Web browsing
for
desktop-like functionality. The power of Intel® Core™ i5 processor
performance and portability unlike any device you’ve ever met.
delivers extraordinary battery life and fast Web browsing for
performance and portability unlike any device you’ve ever met.
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